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Abstract

The #Thrive4Nature campaign is a transition mark of CarbonEthics branding from a B2C to a B2B
enterprise. As one of the people in charge of the #Thrive4Nature communications strategy, I experienced
the ups and downs from planning to executing this campaign for three months. Furthermore, this
campaign was designed by the marketing team to enhance credibility, shift perception, and celebrate
CarbonEthics' fourth anniversary. This thesis delves into the challenges and lessons I faced during this
campaign. It highlights the need for detailed planning, coordination, and adaptation to existing problems.
As a planner and executor, I see a need for improvement from an academic perspective regarding the
crucial role of launching and monitoring in executing a campaign. Drawing from a practical standpoint,
this thesis also addresses the complexity of B2B campaigns and emphasizes the necessity for us as a
marketer to understand our products/services. Furthermore, the success of this campaign in meeting its
objectives, especially in increasing credibility and engagement, has been completed. However, this
campaign still has many shortcomings, starting from concepts that are not implemented enough, how I
communicate with the team, and many other things I only discovered along the way. In conclusion, this
reflective writing can give an insight for future social media campaigns. It advocates a deep
understanding of products/services that companies offer and a holistic view of branding in tackling
people's perceptions solely on design or logo. Moreover, it also gives recommendations for marketers in
creating a creative and integrating approach for campaigns that focus their strategy on a multimedia
approach. This reflective writing experience fueled my desire to explore the realms of CSR and ESG
communication further.

Keywords: Campaign, Branding, Rebranding, ESG communication, Credibility, B2B campaign



