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FIJI Water shares earth’s finest water with the world. 
FIJI Water is the number one imported bottled 
water in the United States and is enjoyed in over 60 
countries across the globe. Our business goals are to 
grow brand awareness from 8% to 35% during the 
next calendar year and increase national distribution 
of Fiji brand 15% annually.

Our positioning for FIJI Water is to continue the 
good image of FIJI Water with the new tagline 
“The Essence of Pure”. We chose this positioning 
statement because we will focus on brand 
awareness and recognition. We will use promotional 
experiences like FIJI Family Initiative, and social 
media to achieve this goal. Both National and Spot 
Markets will be used during the campaign to help 
increase brand awareness. Nationally, media used 
includes magazine and digital. Spot markets will 
be hit harder during the summer months with an 
emphasis placed on outdoor advertising in order to 
catch the audience outside of home when they need 
pure water the most.

Executive Summary
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On a remote Pacific island, 1,600 miles from the nearest 
continent, equatorial trade winds purify the clouds that 
begin FIJI Water’s journey through one of the world’s 
last virgin ecosystems. As tropical rain falls on a pristine 
rainforest, it filters through layers of volcanic rock, slowly 
gathering the natural minerals and electrolytes that give 
FIJI Water its soft, smooth taste. The water collects in a 
natural artesian aquifer, deep below the Earth’s surface, 
shielded from external elements by confining layers of rock. 
Natural pressure forces the water towards the surface, 
where it’s bottled at the source, free from human contact 
until you unscrew the cap. Untouched by man. Earth’s 
Finest Water.

FIJI Water was founded in 1996 out of the desire to share 
the earth’s finest water with the world. Today, it is available 
in leading hotels, fine restaurants, retail locations, as well 
as by direct delivery. As a leading export of the Fiji Islands, 
FIJI Water is now the number one imported bottled water 
in the United States and is enjoyed in over 60 countries 
across the globe.
 
FIJI Water is committed to doing business responsibly and 
seeking opportunities to make a difference. That means 
investing in its communities and the environment and 
focusing its efforts around meaningful issues with like-
minded partners to enable positive change.
 
According to Statista.com, FIJI Water sales exceed $424 
million. Although FIJI Water annual sales are substantial, 
competition is fierce with the five other leading brands 
dwarfing FIJI with combined annual sales exceeding $5 
billion.

Situation Analysis
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Americans now drink more bottled water than all 
soda brands combined. Bottle-water consumption 
in the U.S. hit 39.3 gallons per capita, according 
to recent data. FIJI Water’s major competition is 
with Glaceau Waters, Dasani, Aquafina, Nestle 
Pure Life, Poland Spring and other private labels.  
Currently, FIJI Water represents 4.8% of the total 
share of market in the category.  They have an 
advertising budget of $27 million and currently, 
an 8% brand awareness. During the next calendar 
year, which we are planning, our growth goal will 
be to have 35% brand awareness. This is a huge 
task because the market is heavily dominated by 
competing brands.

They need to become more competitive with their 
ad spending to gain a stronger share of market 
and higher sales. Most of the competition’s 
advertising budget is being spent on television 
and magazine, making those mediums very 
saturated with bottle water advertising. FIJI 
Water is using a sustained push strategy and have 
successfully pushed distribution in several mass 
retail outlets. Increasing communication through 
social media, and persuading ore local and 
regional retailers to give their product valuable 
shelf space. With a smaller budget, FIJI Water has 
a unique advantage to reach their audience in less 
saturated mediums.

Major Competition
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Strengths: FIJI Water is well known for their natural water, 
bottled at the source in the FIJI Islands. FIJI Water is a 
luxurious brand of bottled water. It sends a statement and 
status to those who see you drinking it. It has high brand 
recognition throughout the world. FIJI Water focuses its efforts 
around meaningful issues with like-minded partners to enable 
positive change. They are also available in leading hotels, fine 
restaurants, retail locations. Because of the natural forces, FIJI 
Water is the water for the elite in life. 
 
Weaknesses: Financially, FIJI Water has an estimated $424.5 
million in total sales, making up 4.8% of total water bottle 
sales and is not in the top 5 leading water bottle brands. They 
market to a very specific demographic and have low media 
vehicle usage. With low advertising and high costs compared to 
competitors, FIJI Water will need to tap into their competitor’s 
audience and build high brand loyalty. 
 
Opportunities: FIJI Water is known as “Earth’s Finest Water”. 
Continuing to promote that with a new tagline, “The Essence 
of Pure” should be an easy, new campaign. FIJI Water is the 
healthiest, best tasting bottled water in the market. This gives 
their customers a choice to be drinking an elite, natural brand. 
FIJI Water can promote their multiple bottles sizes and styles 
for businessman, athletes to anyone in-between. 
 
Threats: FIJI Water has many competitions, Dasani, Aquafina, 
and Nestle Pure Life just to name a few. The different bottled 
water brands bring in an annual revenue up to $2,531.1 
million dollars. FIJI Water brings in $424.5 million a year. 
Growing brand awareness from 8% to 35% will take new media 
strategies, budgets and sales tactics. 

S.W.O.T.
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Target Audience 

Utilize a budget of $27 million to grow Fiji brand awareness from 
8% to 35% during the next calendar year

Increase national distribution of Fiji brand 15% annually (attain 
45% within 3 years)

Our target audience includes Black/African American (159) 
women (105) between the ages of 18-49 (139). These women have 
graduated from college or higher education(112) and typically 
work in a sales or office occupation (112). These women will have 
an income of $150,000+ (127). They live in a larger metropolitan 
area in the Northeast region (113) of the United States. Our target 
audience is more likely to buy FIJI Water when they have a child or 
children between the ages of 12-17 years old (125). They are very 
interested in reading magazines, travel, and other various outdoor 
activities including skiing (Ski Magazine 255). They read magazines 
(152) and newspaper (111) often, as well as have television-service 
subscriptions (HBO 141) and watch a fairly light amount of TV 
(121), and use the internet heavily (125).

Marketing Goals 

8



With the budget of $27 million, we plan to disperse it throughout 
our social media for advertising FIJI Water. 

Our audience is primarily on social media, therefore, we will 
be focusing on social media such as Instagram, Facebook, and 
Pinterest. We will also raise awareness through outdoor,  magazine 
advertising, and other mediums. Our advertisements for the year 
will be geared towards those who exercise and strive for a healthy 
lifestyle. Our overall media objective for this campaign is to increase 
awareness for the brand of FIJI Bottled Water. 

To achieve our media objectives, we set reach and frequency goals. 
Our frequency goal was found from calculating the FIJI brand on 
the Ostrow model. We found FIJI to be a brand that needed high 
frequency because it does not have a high percentage of the bottled 
water market. In fact, “markets and media that affect the frequency” 
sections were positive when the section regarding copy was 
negative. These two sections being positive resulted in a +0.3. We 
added that to the standard and got a +3.3 for our needed frequency. 

Media Objectives
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Creative 

Positioning Statement:
FIJI bottled water is collected naturally to preserve minerals and electrolytes needed for a natural, 
healthy tasting water. 

Tagline: 
“The Essence of Pure”
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Reasoning:
FIJI’s water is known for its all natural taste and resources. Therefore, it targets those who can 
purchase higher quality products and desire to live a healthier lifestyle. Fiji has successfully and 
consistently shown this audience that they can bring the relaxing and pure state of the tropical 
island of Fiji to them.  We wanted to capitalize on its unique quality, so we decided to emphasize on 
how pure Fiji’s bottled water is.  

Marketing Design Idea:
Our marketing goal is to communicate to our audience the high quality and pure taste of Fiji bottled 
water. 
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Media Strategy

National and Spot Markets

Both National and Spot Markets will be used during the campaign to help increase brand awareness. 
Nationally, media used includes magazine and digital. Spot markets will be hit harder during the 
summer months with an emphasis placed on outdoor advertising in order to catch the audience 
outside of home when they need pure water the most.

Spot Markets

Atlanta, GA  BDI:80 CDI:106
Houston, TX  BDI:126 CDI:108
Los Angeles, CA  BDI:114 CDI:112
Nashville, TN  BDI:186 CDI:98
Washington, DC  BDI:105 CDI:104

Spot markets were chosen based on population and BDI and CDI numbers. Even though Atlanta 
currently has a low BDI, we saw room for growth with the large population and better than average 
CDI.

Schedule

Making use of Media Flight Plan, media was bought in some degree in the months of March through 
September. We will achieve an average frequency of 4.2 throughout the year. National and Spot 
Markets will all receive advertising throughout those months while the summer months of June, 
July, and August will all be hit much harder with outdoor advertising and radio in said Spot Markets. 
During these summer months we will reach the audience enduring the heat of the season and 
encourage them to drink the essence of pure: FIJI Water. 
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Media Strategy Cont

Magazine

Advertisements will be placed in women’s magazines such as Allure and Ebony. We saw that our 
audience had an index number of 152 for Heavy Magazine usage and as such took the opportunity to 
reach women while they read their favorite magazines.

Radio

Both National and Spot Radio will be utilized during the morning and evening drives for the 
campaign. We will reach the audience in the morning to prepare them for the day and in the evening 
to help them quench their thirst after a long time away from home. 

Outdoor

Outdoor advertisements will be an essential part of the campaign. Outdoor will reach our audience 
as they are out and about and need a fresh and pure option to keep them hydrated. It will remind 
them every day that FIJI Water is the Essence of Pure, and a reminder of the relaxing island life of 
FIJI.

TV

Net, Cable, and Spot TV will all be used during the summer months during Prime Time. We will reach 
our audience when a large majority of America is tuned in. 
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Media Execution
To achieve our media objectives 
and goals, we will do a worthwhile 
promotion and purchase media to 
raise brand recognition for FIJI bottled 
water. The social media we wanted to 
focus on specifically are Instagram, 
Facebook, and Instagram. We will doing 
our promotion through these platforms, 
and also, seek followers from our target 
audience to inform them of the high 
quality brand. 

Other media we plan to purchase and 
use for this campaign are outdoor, 
magazine, other digital forms, radio, 
and some other platforms. We decided 
to use multiple media sources because 
we wanted to increase our reach 
and frequency. On our flowchart, 
you can see that some of the media 
sources we were specific in buying. For 
example, we chose to buy magazines 
targeted towards women because of 
our research for our target audience. 
When the index number was high in 
the research, we took note and bought 
media accordingly. 

16



Flowchart
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Promotions, Social and Non Traditional
Internet

FIJI water will use Instagram and Facebook to share ads during the summer months. Ads will 
run from June to August. We picked these months because we are hoping that people will drink 
refreshing water during the hot summer months. 

Promotional

There are many water bottle brands out there but FIJI water is unique because it has its own story. 
Fiji is a 332-island nation in the South Pacific, very far from most markets and customers. This 
physical inaccessibility has provided FIJI Water to create the story of this water being extracted 
from a virgin ecosystem far from acid rain, herbicides, pesticides and other pollutants and filtered 
naturally for years through layers of silica, basalt and sandstone. This journey from the atmosphere 
to bottling. Our promotion is being launched is called “Get to Know FIJI Water”. We want all FIJI 
Water customers to know FIJI Water. Brand awareness can be grown through this promotion by 
social media using Instagram and Facebook ads. 

#FijiFamily
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Social Media Contest Promotional - FIJI Family Initiative

We are teaming up with the Bucket List Family to give away a trip to FIJI! We will promote this on 
Facebook and Instagram. We will be using a video of the Bucket List Family as a promo showing 
them on vacation drinking FIJI water. In the promo video they will also explain how the contest 
works. The people that want to enter the contest will take a picture of their family and explain why 
they love FIJI water and use the hashtag #fijifamily. Four families that win the contest will be chosen 
to come to Fiji with the Bucket list with all expenses paid for a week! These four families will be able 
to go on excursions to explore how FIJI water is fun and enjoy time as a family. Ten other families 
that enter will get FIJI water for a year. This contest will help boost brand awareness and help both 
Fiji water and the Bucket List Family in collaboration. 
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Here are examples of The Bucket List Family on Instagram, YouTube and Facebook. They have a very 
big following and can help reach our Target Audience. 



Budget

National                           
   TV ($919.9)
   Cable ($913)
   Radio ($1605.4)
   Digital ($3951.8)

$7,390.1 (000)

$5,193.2 (000)

$11,995.7 (000)

$1,563.1 (000)

$50,000

$800 (000)

Spot                                     
   TV ($1,087.9)
   Radio ($1,117.4)
   Digital ($2,987.9)

Contingency      
   National ($500)
   Spot ($300)

Magazine                           

Outdoor                         

Giveaways                 

$26,992,100TOTAL                                        
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Sources: 

http://www.fijiwater.com/company.html
https://www.facebook.com/fijiwater/
https://www.instagram.com/fijiwater/
https://unsplash.com
https://www.instagram.com/thebucketlistfamily/
https://www.facebook.com/thebucketlistfamily/
https://www.youtube.com/channel/
UCuAHfJyWROB4XRReS43EWUw
https://mediaflightplan.com
http://academic.mintel.com.byui.idm.oclc.org/homepages/
default/
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Biographies

Nicole is from Coeur d’ Alene, Idaho and currently studying 
Communications at Brigham Young University-Idaho. She 

is emphasizing in Public Relations and enjoys studying 
advertising.  When she’s not studying for her next test or 

creating a school project, she loves playing games with her 
family, snowboarding, and trying new foods.  She looks forward 

to what her future brings in the Communication world. 

Turner is from Meridian, Idaho. He is a Senior at Brigham 
Young University Idaho Studying Communications, studying 

Public Relations. He is married to his wife Kierstyn and 
they live in Rexburg, Idaho. Some of Turner’s hobbies 

are exercising, eating delicious food and helping people 
accomplish their goals.

Isaac is from Tucson, Arizona. He is a Senior at Brigham 
Young University-Idaho studying Communications with an 
emphasis in Advertising. He enjoys many different hobbies 

including playing guitar and disc golf. 
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Brenna is from Idaho Falls, Idaho. She is a Junior at Brigham Young 
University-Idaho studying Communications with an emphasis in 
Advertising, Visual Media. 

Madison is from Las Vegas, Nevada. She is 21 years old and is a senior 
at Brigham Young University-Idaho studying Communication with an 
emphasis in Public Relations. In her spare time, Madison likes to be 
outdoors enjoying nature or eating out with her husband Tyler and their 
7-month-old daughter, Palmer. Madison also loves watching movies and 
traveling to new areas.
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