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MARKETING PLAN EXECUTIVE SUMMARY 

 
PRODUCT/BRAND: Loka – carbonated bottled water. Owned by a Swedish brewery named 
Spendrups. 
 

MARKET ASSESSMENT 
 
MARKET FACTS/TRENDS: The bottled water industry is one of the fastest expanding businesses in the 
world and the market is dominated by Europe and the US. The industry falls into two broad categories; non-
carbonated water which account for most of the volume and carbonated water, which account for most of the 
growth. Asia and the Middle East are forecasted to have the biggest growth potential in the nearest future. 
The market leaders are companies such as Groupe Danone, Nestle, Coca-Cola and PepsiCo. It is a highly 
competitive market so it is extremely important for the different brand to create a competitive advantage.  
 
TWO POTENTIAL TARGET MARKETS: California – California is one of the biggest markets for bottled 
water in the world. Also, big parts of California population live healthy lifestyles, have a relatively high 
discretionary income and are open-minded to new products and brands. Saudi Arabia – Research has shown 
that the Middle East is one of fastest growing markets in the world for bottled water, and Saudi Arabia is the 
largest economy in this region. Over the coming decades, the country is expected to experience an exploding 
population, higher disposable incomes, and a rise in health awareness, a thriving expatriate community and 
expansion within the hotel, food and beverage scene. 
 
THE SELECTED TARGET MARKET – CALIFORNIA: The California market is more accessible than 
Saudi Arabia due to all the regulations, business norms and social norms that controls the Saudi Arabian 
market. Loka has a very strong branding strategy that most likely would have to be modified in Saudi Arabia 
due to regulations and the preferences of their consumers. Loka’s branding have a great chance to be 
successful in California. The US is Sweden’s largest export country and the relationship between the 
countries has never been stronger. Finally, consumers in the US are generally very positive concerning 
PSB’s from Sweden, as it is associated with trustworthiness and innovation. 
 

COMPETITION 
 

DASANI – A brand of Coca-Cola that is the top 3 most sold bottled water in California. It has very high 
brand recognition among consumers through an extensive marketing and branding platform. Dasani can be 
found as still water, sparkling water and Dasani Drops, which is a flavor essence that can be added to the 
water.  
 
SPARKLING ICE – The fastest growing non-alcoholic beverage in the US market. The sales revenue 
reached $180 million in 2013, for the period one-year prior the product sold for $43 million. Sparkling ICE 
has a well-developed and competitive distribution infrastructure. 
 
 
 

 
PEST-ANALYSIS 
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POLITICAL: California is a highly regulated society with many standards and guidelines that may affect 
sale of products and services. The Environmental Protection Agency (EPA) strictly regulates the quality of 
bottled water that are sold in California.  
 
ECONOMICAL: Sometimes the government support and protect domestic businesses from competition 
from overseas, and protective tariffs are placed on imported goods in order to protect domestic 
manufacturers. The US is a part of NAFTA together with Canada and Mexico, which is a regional trading 
bloc that excludes the tariffs on goods that are sold between the countries. This gives Canadian water 
companies an advantage.  
 
SOCIAL: The income throughout the region I not spread evenly. The wealthiest population lives in the bay 
area and in the southern parts of California, it is important to seize these differences.  
 
TECHNOLOGICAL: California is one of the most technologically advanced regions in the world. The 
industrial situation in the state is very beneficial since it enables and facilitates Loka to market the brand in a 
proper way. Moreover, there are favorable conditions for transportation, both inland and by water.  

 
 

MARKET ATTRACTIVENESS FACTORS 
 
CURRENT MARKET SIZE: The average number of plastic water bottles that are being sold in the US 
annually is 30 billion and California is one of the states that consume bottled water the most. 
 
MARKET GROWTH TREND: The interest for bottled water is growing; nevertheless the growth is slowing 
down as the market is expected to only grow by 6.7% this year. The decreasing demand seems to be a 
consequence of environmental awareness campaigns, which are causing a shift in consumer choices.  
 
VARIABLE CONDITIONS: Decreasing incomes and a more environmentally conscious population are two 
conditions that could affect the sales of Loka. 
 
PRICING TRENDS: The average cost for one bottle of water is approximately $1.45, whereas $0.15 is the 
estimated profit. Chiranjeev Kohil, a marketing professor at California State University, stated that price 
wouldn’t become the major factor for bottled water in the US market until growth stops.  
 

LUCRATIVE SEGMENTS 
 
THE HEALTH SEEKING ACCOMPLISHER: These people are very driven by success, both in their 
career, but also in their personal life. They are goal oriented, confident but still down to earth. They are 
friendly but honest and do not do things that they do not believe in. In order for them to put up with a 
demanding life they are living healthy lifestyles and they mainly eat healthy and vitamin rich food, drink 
nutritious beverages, and they also work out on a regular basis. They are very environmentally conscious and 
do not base their brand choice on prestige. They always make the choice that they believe is best for them 
and their family.  
PERSONA – LYDIA NELSON, 39 YEARS OLD: Lydia was born and raised in Seattle and moved to Los 
Angeles in connection with her HR studies at USC. She currently work as a HR Executive at Xerox 
Corporation. She lives with her husband Tom and her two children in a house in Brentwood. Her job is very 
intensive, but she is managing her time well in order to be able to spend time with her family. She works out 
at least three times per week at Equinox, she especially likes to practice Yoga and Pilates. Moreover she 
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loves being out in the nature, hiking, skiing, and running. She is not a big shopper and do not like to spend 
too much time in shopping malls and so she plans her purchases well in advance in order to be effective. 
Lydia generally buys high quality clothes, refined home décor and organic food. Her favorite clothing stores 
and brands is Nordstrom, Ralph Lauren, Patagonia, and Rockport. She is a subscriber of Women’s Health 
Magazine and she buys her food from Wholefoods and Trader Joe’s. She drives a Tesla.  
 
THE WASTEFUL FASHION HUNTER: This segment consists of young hip consumers who are fashion 
conscious and somewhat acquisitive. Even tough these persons do not have a high disposable income, they 
are not too concerned or restrained about spending money. They should be on a budget, and constantly fights 
with their parents or spouse to curb their spending. They try to get their fashion fix at second hand stores and 
fast fashion stores, and also they save money by attending cheap exercise classes and drink cheap wine. 
Occasionally they are impulsive and spend way beyond their means on a lavish product like a luxury brand 
handbag, shoes or bracelet. They have a yearning to surround themselves with prestige labels.	  They are often 
ambitious when it comes to trying to get a prestige job or enter a position at a big name company from any 
contact they make. They especially want to work for fashion brands and big name media companies, even if 
it means relying on others to help support them. They watch reality shows and awards shows, mostly to be 
able to gossip about the clothes. They crave to be “in,” to be cool, hip and ideally: the envy of their friends. 
PERSONA – RENEE WOODS, 21 YEARS OLD: Renee grew up in Burbank and moved to West 
Hollywood one year ago to begin her major in merchandise marketing at Fashion Institute of Design & 
Merchandising. She puts a lot of time and effort into finding the right outfits and garments, as she likes to be 
ahead of trends. Her budget is restricted so she works hard to find fashionable garment in second hand stores 
and fast fashion stores such as Forever21, Zara and H&M. The biggest aim in her life is to be trendy and be 
looked up to by others. She mostly buys bags and accessories from more upscale brands such as Michel 
Kors, Marc Jacobs, Hermés etcetera, which are all easily recognizable by others. Many of Renee’s purchases 
are made impulsively as she rarely plans her shopping sprees. Renee’s parents are still supporting her 
monetarily, and her parents are often arguing about her shopping behavior as they think that she spend too 
much money on unnecessary things.   She tries to be as healthy as possible, but she also try to spend as little 
money on groceries. She usually buys her food at Ralphs. 

 
PRODUCT INNOVATIONS 

 
A CAP FILLED WITH FRESH VITAMINS: This innovation aims to add a nutritional value to Loka and 
fill the need of a healthy and vitamin rich nutrition. Research has shown that vitamins and nutrition 
supplements immediately begin to loose their potency when added to liquid and exposed to sunlight. By 
storing vitamins in the cap in a sealed cavity, the vitamins will not loose their potency. The consumer will 
release the vitamins into the water when first starting to consume the drink by twisting the cap. This would 
give Loka a competitive advantage. However, new competitors will be faced such as Vitamin Water and 
Activate. 

A TWO-PART BOTTLE WITH TWO DIFFERENT FLAVOURS ON EACH SIDE: This bottle is designed 
so that it can possess two different flavors and it also has a three-layer cap that is shaped so that the 
consumers can customize their drinking. If the consumers wish to drink from both sides, they twist of the 
two top layers (the whole cap), and if they wish to only drink from one of the sides they either twist of the 
first, or the second layer. This innovation aim to satisfy the consumers need of being daring and modern, and 
it is also expected to create an excitement. There is no other water producer that offers this kind of bottle and 
so Loka will get a great competitive advantage. 
 
 

STRATEGIC MARKETING GOALS  
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FINANCIAL GOALS: Sales of: $800 K in Y1, $1.8 million in Y2, $3 million in Y3, $4 million in Y3, $5 
million in Y4, $7 million in Y5. 

PRODUCT STRATEGY: Offer pure and revitalizing water brought from the Swedish mineral spring Loka 
Brunn. Periodically launch seasonal flavors and special edition flavors and constantly listen and adapting to 
consumer trends. Extend the product line by realize the foregoing innovations.  

PRICING: Price skimming. Loka will be positioned as high-quality and high-value water and the product 
will be priced higher than most part of the competitors. Transportation and distribution will be heavy costs, 
especially in the beginning, and so it will be important to have a marginal. A 500 ml bottle of Loka will be 
sold for $2.50-$3.50. 

DISTRIBUTION STRATEGY: The bottles will be shipped by boat from Sweden to a local beverage 
distributor that offers direct store delivery (DSD). The distributor will sell the products to retailers who will 
then sell them directly to consumers. Convenience stores (7-eleven, On-campus stores etcetera) will be one 
the prioritized retail channels as it is a good channel to generate trials and build brand awareness from as 
consumers frequently visit those stores to buy single serve beverages more than any other retail channel. 
Loka will also be sold in grocery stores that serve the upscale consumers, such as Whole Foods, Trader 
Joe’s, Sprouts, Bristol Farms etcetera. After a couple of years Loka will most likely be sold at more mass-
market oriented stores like Ralph’s and Safeway, and also to pharmacies like CVS. 

PROMOTIONAL GOALS: Initial goals will be to encouraging retailers to stock Loka by offering a special 
discount on initial orders and persuade consumers to try Loka by offering free samples or by giving out 
discounts. It will be vital to get exposure and create brand awareness.  

POSITIONING STATEMENT AND STRATEGY 

“The aim of Loka is to provide customers with a genuine and pure drinking experience that is good for both 
body and soul. Loka simply cares about others well being and makes sure that every sip comprises nutrition 
and joy” 

The objective will be to be positioned as one of the healthiest, purest and most exciting bottled, carbonated 
water on the market.  

MARKETING COMMUNICATIONS PLAN 

EVENTS: Give out free samples/discounts in public places such as parks and beaches, and at events such as 
music festivals and sports events. Conduct promotions on different campuses. 
 
SOCIAL MEDIA: Facebook – post product pictures, post pictures from events, announce campaigns, share 
interesting news and use the page as a discussion/customer service forum. Pinterest – post and pin pictures. 
Instagram – post internal pictures, announce campaigns and post “pic of the day” (regramming customers 
pictures). Twitter – tweet about health, trends and news. Competitions - Each time a new flavour is about to 
be launched, the aim will be to create a buzz around it on social media platforms by having contests.  

 
PRINT: Ads in health, fashion and lifestyle magazines. 

SAMPLES:  
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A print ad 

A print ad 
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SPOKESPERSON 

Lokas spokesperson will be the German Martin Riese, America’s 
first Water Sommelier. Martin has a certificate from the German 
Mineral Water Trade Association and is today General Manager 
and Water Sommelier at Ray’s & Stark Bar in Los Angeles. His 
restaurant has a 43-page water list and also offers water tasting. 
In other words, Martin is one of the world’s most talented and 
knowledgeable persons when it comes to water. He is a water 
expert. As Lokas spokes person he would help the brand to get 
exposure and promote it by mention Loka in interviews and serve 
it at his restaurant. He would help the brand to strengthen the 
consumers’ perception of Loka being the best choice of water.  
 

 

 
 

 
 
 

TACTICAL MARKETING ACTION PLAN SUMMARY  
(YEAR ONE) 

 

Visuals for competition 
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Loka will be launched in April. During the launching period it will be important to get as much exposure as 
possible. We will use various types of Social Media platforms to reach our target market, be presented on 
different events, give out free samples in stores and also put print ads in magazines. 
  
 ACTIONS 
(MARCH) 
 
APRIL 

Set-up Social Media Platforms (Facebook, Instagram, Twitter, Pinterest) and start sharing information  
about the launch and acquire followers 
 
Extra high activity on Social Media Platforms, especially Facebook and Instagram 
Give out samples in different Whole Food stores 
Promotion on different campuses, free samples, competitions 
Give out samples and do promotional events in public areas 
Ad in a Life Style Magazine 
 

MAY Extra high activity on Social Media Platforms, especially Facebook and Instagram 
Give out samples in different Trader Joe’s stores 
Promotion on different campuses, free samples, competitions 

JUNE High activity on Social Media Platforms, especially Facebook and Instagram 
Give out samples and do promotional events in public areas 

JULY High activity on Social Media Platforms, especially Facebook and Instagram 
Give out samples and do promotional events in public areas 

AUGUST Extra high activity on Social Media Platforms, especially Facebook and Instagram 
Competition, “special edition”  
Give out samples and do promotional events in public areas 
Introducing “Pic of the Day” 

SEPTEMBER High activity on Social Media Platforms, especially Facebook and Instagram 
Promotion on different campuses, free samples, competitions 
Ad in a Food Magazine 

OCTOBER High activity on Social Media Platforms, especially Facebook and Instagram 
Promotion on different campuses, free samples, competitions 
Ad in a newspaper 

NOVEMBER High activity on Social Media Platforms, especially Facebook and Instagram 
Competition, “Christmas Edition” 
Give out samples in different Sprouts Farmers Market stores 

DECEMBER High activity on Social Media Platforms, especially Facebook and Instagram 
Give out samples in different Bristol Farms Market stores 
Ad in a Helth Magazine 

JANUARY High activity on Social Media Platforms, especially Facebook and Instagram 
Give out samples in different Whole Food stores 

FEBRUARY High activity on Social Media Platforms, especially Facebook and Instagram 
Give out samples in different Trader Joe’s stores 

MARCH High activity on Social Media Platforms, especially Facebook and Instagram 
Competition, “one year celebration” 
Give out samples and do promotional events in public areas 

 
 
 
 

  


