
Project 2: Letter to a Client · ChatGPT 5 transcript

Attempt 1: https://chatgpt.com/share/68cfab26-6a3c-8002-a63d-7bbc23c67675 Attempt 2:
https://chatgpt.com/share/68cfc39f-e45c-8002-b19d-768c20a89682

ChatGPT 5 Transcript - Attempt 1

Initial Prompt

<role>
You are a Project Coordinator at BrightEdge Creative, managing the fall marketing campaign for 
South Grove Coffee, a well-known regional brand focused on community values and sustainability.
</role>

<context>  
Last week, a national watchdog organization released a report alleging that a major coffee 
exporter used by South Grove relies on child labor in its harvesting operations. The client has 
publicly acknowledged the issue and announced intentions to find a new exporter—but this 
transition will take time. In the meantime, BrightEdge must pause or revise the planned 
marketing campaign, which currently promotes their ethical sourcing practices.
</context>

<task>
Your task is to write a formal letter to Ms. Trina Walters (VP of Brand Strategy at South Grove) 
to express BrightEdge’s concern, clarify your ethical commitments, and propose a pause or 
revision of campaign materials.
</task>

<style>
Tone is critical—this is a valued client in crisis, and your company must be firm on ethics 
while maintaining professionalism, collaboration, and a long-term relationship.
</style>

<notes>
BrightEdge: Ethical Concern – Internal Notes

Project: “Local Stories, Local Beans” Fall Branding Campaign  
Client: South Grove Coffee  
Client Contact: Trina Walters, VP of Brand Strategy  

Issue:  
A national watchdog organization published an investigative report on August 29 naming several 
South American coffee exporters known to rely on child labor. One of the exporters listed, 
Sierra del Norte, is a primary supplier for South Grove Coffee.  

South Grove issued a public statement on September 1 acknowledging the issue and promising to 
transition away from the exporter “as quickly and responsibly as possible.” However, no timeline 
has been offered, and no new supplier has been announced.  

Internal Ethical Stance:  



BrightEdge has a company-wide policy that prohibits marketing materials promoting supply chains 
known to involve exploitative labor practices. The current campaign includes slogans like 
“Ethically Grounded” and “Brewed with Integrity,” which are now misaligned with the public 
report.  

Team Notes:  
- We want to maintain the long-standing client relationship, but cannot ethically move forward 
with the current messaging.  
- Tara Liu (Account Manager) suggests pausing the campaign or offering revised deliverables that 
focus on transparency and shared values.  
- Letter should strike a balance: firm on ethics, collaborative in tone, optimistic about 
working together through the issue.
</notes>

Drafted Letter (300 Words)

Here’s a draft letter you could send to Ms. Walters:

BrightEdge Creative
September 21, 2025

Ms. Trina Walters
Vice President, Brand Strategy
South Grove Coffee

Dear Ms. Walters,

I hope this note finds you well in what I know has been a challenging week for South Grove. We deeply
value our long-standing partnership and the trust your team places in BrightEdge to help communicate
South Grove’s commitment to community and sustainability.

As you know, the recent watchdog report naming Sierra del Norte among exporters linked to child labor
has created a serious complication for the “Local Stories, Local Beans” campaign. Several elements of the
campaign—including taglines such as “Ethically Grounded” and “Brewed with Integrity”—now risk
sending a message that conflicts with both public perception and our shared ethical commitments.

BrightEdge maintains a clear policy against advancing messaging tied to supply chains under active
scrutiny for exploitative labor practices. In light of this, we believe the responsible course is to pause the
current campaign in its present form. We are committed, however, to supporting South Grove through
this transition. Options we see include:

Temporarily revising creative assets to focus on transparency, local community engagement, and
South Grove’s proactive steps toward responsible sourcing.

Preparing updated campaign concepts once a new supplier is confirmed, ensuring messaging is
fully aligned with your ethical standards.



We recognize the sensitivity of this moment and want to collaborate closely with you on the best way
forward. Our team is prepared to meet as soon as you’re ready to discuss next steps, timelines, and how
BrightEdge can help reinforce South Grove’s reputation for integrity during this transition.

Thank you for your openness and partnership. We believe South Grove’s values will guide the brand
successfully through this moment, and BrightEdge stands ready to support you.

With respect and commitment,

[Your Name]
Project Coordinator
BrightEdge Creative

Would you like me to prepare two variations as well—one that’s firmer (drawing a harder line on
pausing) and one that’s softer (leaning into collaboration and reassurance)? That way you’d have a choice
depending on the internal stance BrightEdge leadership decides to take.

Revision Prompt

Please revise this letter with the following changes:

1. Replace euphemistic language like "serious complication" and "challenging week" with direct
acknowledgment of the child labor issue and its severity.

2. Name Sierra del Norte explicitly as the supplier using child labor rather than distancing through
vague references.

3. Make the pause feel urgent and necessary rather than optional - children are currently being
exploited while decisions are delayed.

4. Remove passive constructions like "has created" and use active voice to show who is responsible for
what.

5. Replace vague timeline language like "as soon as you're ready" with a specific timeframe for
response and action.

6. Frame the pause as protecting both BrightEdge and South Grove from reputational damage and
ethical compromise, not just following internal policy.

7. Change "reinforcing reputation" language to focus on actual ethical action rather than perception
management.

Keep the professional tone but make the ethical stance clearer and more urgent. The letter should convey
that this is a crisis requiring immediate action, not a public relations inconvenience to be managed.

Revised Letter (290 Words)



Here’s a revised version of your letter with the requested changes applied:

BrightEdge Creative
September 21, 2025

Ms. Trina Walters
Vice President, Brand Strategy
South Grove Coffee

Dear Ms. Walters,

I am writing to you regarding the recent report that confirmed Sierra del Norte, a primary supplier for
South Grove Coffee, relies on child labor in its harvesting operations. This is not a reputational
inconvenience—it is an urgent ethical crisis. Every day the relationship with Sierra del Norte continues,
children are being exploited.

Because of this, BrightEdge cannot in good conscience continue with the “Local Stories, Local Beans”
campaign as it currently stands. Messaging built on claims such as “Ethically Grounded” and “Brewed
with Integrity” is not just misaligned; it actively risks misleading the public and undermining both of our
companies’ credibility. Proceeding would compromise South Grove’s values and expose both our
organizations to serious ethical and reputational harm.

Our position is clear: BrightEdge will pause all campaign deliverables in their present form immediately.
To protect both brands, we propose one of two urgent paths forward:

Rapidly revising creative assets within the next two weeks to focus on transparency, local
community engagement, and South Grove’s commitment to ending ties with exploitative suppliers.

Preparing new campaign concepts once South Grove secures an alternative supplier untainted by
child labor.

We request a response from your team within five business days so we can determine which course to
implement without delay. This is not about perception management—it is about concrete ethical action
and accountability.

We value South Grove’s longstanding dedication to community values and believe this crisis, handled
decisively, can reaffirm those commitments. BrightEdge stands ready to help craft communications that
reflect not only integrity in words, but integrity in deeds.

With urgency and respect,

[Your Name]
Project Coordinator
BrightEdge Creative



Would you like me to also draft a more concise crisis-communication version (1 page, sharper and
faster in tone) for situations where the letter may need to be circulated internally at South Grove before it
reaches Trina? That could give them a tighter document to act on quickly.

ChatGPT 5 Transcript - Attempt 2

Initial Prompt

Greetings! We're engaged in a project currently where we are comparing your performance to other
models in a task related to diplomatic communication regarding a nuanced ethical scenario - something
for which we'll later be writing a letter on behalf of a marketing company in a business relationship with a
coffee company found to have sourced its ingredients from suppliers with unethical child labor practices.

For context before we begin, here is our given scenario verbatim: """ You are a Project Coordinator at
BrightEdge Creative, managing the fall marketing campaign for South Grove Coffee, a well-known
regional brand focused on community values and sustainability.

Last week, a national watchdog organization released a report alleging that a major coffee exporter used
by South Grove relies on child labor in its harvesting operations. The client has publicly acknowledged the
issue and announced intentions to find a new exporter—but this transition will take time. In the
meantime, BrightEdge must pause or revise the planned marketing campaign, which currently promotes
their ethical sourcing practices.

Your task is to write a formal letter to Ms. Trina Walters (VP of Brand Strategy at South Grove) to express
BrightEdge’s concern, clarify your ethical commitments, and propose a pause or revision of campaign
materials. Tone is critical—this is a valued client in crisis, and your company must be firm on ethics while
maintaining professionalism, collaboration, and a long-term relationship. """

We have also these supplemental notes for consideration: """ Project: “Local Stories, Local Beans” Fall
Branding Campaign Client: South Grove Coffee Client Contact: Trina Walters, VP of Brand Strategy

Issue: A national watchdog organization published an investigative report on August 29 naming several
South American coffee exporters known to rely on child labor. One of the exporters listed, Sierra del
Norte, is a primary supplier for South Grove Coffee. South Grove issued a public statement on September
1 acknowledging the issue and promising to transition away from the exporter “as quickly and responsibly
as possible.” However, no timeline has been offered, and no new supplier has been announced.

Internal Ethical Stance: BrightEdge has a company-wide policy that prohibits marketing materials
promoting supply chains known to involve exploitative labor practices. The current campaign includes
slogans like “Ethically Grounded” and “Brewed with Integrity,” which are now misaligned with the public
report.

Team Notes:



We want to maintain the long-standing client relationship, but cannot ethically move forward with
the current messaging.

Tara Liu (Account Manager) suggests pausing the campaign or offering revised deliverables that
focus on transparency and shared values.

Letter should strike a balance: firm on ethics, collaborative in tone, optimistic about working
together through the issue. """

We should keep all of this in mind as we continue.

Before we begin, I'd like to spend some time first just discussing our approach. I've prepared some
generated research reports that might help us with background on how other companies have dealt with
similar situations, different communication strategies, and possible ways to affect the ethical outcome of
such situations. I would like to review each of these reports with you one-by-one and have you offer your
reflections on their contents.

First, I would like your reflections on this task generally and how you would best approach it. After that, I
will present the generated research reports for your further reflection. Only after reflecting on all three
reports will we set ourselves upon the task of drafting the letter.

Initial Response

This is a strong setup, Matthew — thanks for giving me the scenario and the supplemental notes up front.
Here’s how I’d reflect on the task and outline an approach before we dive into your research reports:

Reflections on the Task

This is essentially a crisis communication problem that blends:

Ethical clarity: BrightEdge cannot ethically continue the campaign as it stands.

Client sensitivity: South Grove is a valued partner, and their brand is already under public
scrutiny.

Diplomatic firmness: The letter must balance professionalism and empathy with a non-
negotiable stance on pausing or revising the campaign.

The tricky part here is tone: we’re not writing a press release or a denunciation, but an internal
communication between business partners. That means the letter must:

1. Avoid vague euphemisms (since those erode trust).

2. Name the problem clearly (Sierra del Norte, child labor).

3. Frame BrightEdge’s action as both principled and protective (we shield the client and
ourselves from reputational harm).



4. Offer a path forward (pause, revise, collaborate).

5. Keep the relationship constructive, not adversarial.

Strategic Approach

I’d approach the letter in three deliberate moves:

1. Acknowledge the issue directly

Mention the report, name Sierra del Norte, state the ethical problem (child labor).

Express shared concern with South Grove, emphasizing the urgency of the matter.

2. Clarify BrightEdge’s ethical position

State our internal policy (no promotion of exploitative supply chains).

Frame this not as bureaucratic red tape, but as a moral necessity that also protects South
Grove’s long-term reputation.

3. Propose a collaborative path

Recommend a pause or a revision (with clear rationale).

Give a concrete timeframe for South Grove to respond.

Express optimism that BrightEdge will continue to support them through the transition.

Why This Matters

Letters like this are less about wordsmithing and more about narrative control:

If BrightEdge hesitates, it looks complicit.

If BrightEdge sounds accusatory, it damages the partnership.

If BrightEdge is clear and proactive, it becomes an ally helping South Grove through a reputational
crisis.

This is why reviewing case studies of how other companies handled similar supply chain issues will be
invaluable: it gives us a playbook of what worked, what failed, and how different rhetorical strategies
shifted outcomes.

Would you like me, as we go through each of your research reports, to focus mainly on lessons for tone
and framing, or also to analyze timing, stakeholder dynamics, and long-term outcomes so we
can mirror those elements in our eventual draft?



Reflection Prompt 1

I will include the research prompts also, so you may see directly what my focuses were in each. What
reflections may you offer on this first report?

[Attached Report]

Reflection Response 1

Thank you for sharing the first report. Here are my reflections, structured to highlight the most useful
takeaways for our eventual letter-writing task:

Core Insights from the Report

1. Patterns Across Industries
Companies consistently respond to child labor discoveries with delay, deflection, and minimal
accountability. Even those with immense leverage over suppliers (Apple, Nestlé, Nike) prioritize
business continuity over worker welfare until forced by public pressure.

2. Power Dynamics

Buyers hold the real power (they control contracts and prices) but often frame themselves as
powerless against complex supply chains.

Suppliers and workers bear the brunt of consequences—either through continued
exploitation during “gradual transitions” or sudden mass unemployment after terminations.

3. Communication Strategies

Deflection: blaming subcontractors, culture, or complexity.

Euphemism: “concerned,” “complex supply chains,” “aspirational standards.”

Image management: pivoting from denial to staged reforms once external scrutiny grows.
Naming perpetrators directly was rare—companies avoided naming suppliers (e.g., Apple’s
reluctance to say Foxconn).

4. Timelines and Delays
Delays overwhelmingly benefited shareholders and executives, while children and workers
absorbed the costs. Cases like Nestlé’s cocoa commitments show that “gradual transition” often
becomes indefinite delay.

5. Stakeholder Responses

NGOs, journalists, and boycotts were more effective than corporate self-audits.

Public naming and external pressure accelerated action.



Legal accountability was weak, with corporate structures shielding liability.

6. Outcomes

Immediate termination: strong ethical signal, but often devastating for local workers (Nike in
Pakistan, H&M in Myanmar).

Gradual transition: preserves business ties but perpetuates exploitation (Nestlé, Apple).
Neither model consistently balanced ethics with worker protection.

Lessons for Our Task

1. Avoid Euphemisms
The report shows how euphemistic language damages credibility. Our letter should avoid vague
phrasing like “supply chain challenges” and instead name Sierra del Norte and child labor
directly.

2. Time is Ethical Substance
Delays equal complicity. The letter should frame urgency as moral: every week without action
means continued exploitation. We should avoid language that allows “gradual transition” to drift
into indefinite delay.

3. Frame BrightEdge as an Ally, Not a Deflector
Many companies distanced themselves from responsibility by blaming suppliers. Instead,
BrightEdge should model responsibility by acknowledging its role in messaging and aligning action
with values.

4. Balance Consequences
Since both “immediate cessation” and “gradual transition” carry costs, our proposal must strike a
balance: an immediate pause in marketing (to prevent reputational damage and ethical
compromise) while leaving space for South Grove to manage the supplier transition responsibly.

5. Stakeholder Optics

If BrightEdge helps South Grove act decisively and transparently, both brands can
strengthen public trust.

If BrightEdge appears complicit in delay, it risks reputational harm alongside South Grove.

Rhetorical Implications

When we eventually draft the letter, this report suggests the following rhetorical moves:

Name the supplier and the practice plainly.

Emphasize urgency: “children are being exploited right now.”



Frame the pause as both ethical and protective.

Offer collaboration instead of distancing.

Set a clear timeframe for next steps to avoid the “indefinite transition” trap.

Would you like me to also create a comparative chart of immediate vs gradual approaches (as
drawn from Nike, Apple, Nestlé, H&M, etc.), so we can use it later as a quick reference when shaping
BrightEdge’s letter strategy?

Reflection Prompt 2

If charts or tables are useful for you in organizing your thoughts, then by all means proceed with one. I am
treating this time for reflection over the reports as your personal scratchpad for things to consider or keep
in mind as you prepare for the writing task. I will continue though presenting the reports in order. Here is
our second one.

[Attached Report]

Reflection Response 2

Great, thanks for sharing the second report. Here are my reflections on it, again treating this as a
scratchpad for our later drafting:

Core Insights from the Report

1. Effective Communication Frameworks

Vague apologies fail (e.g., Pepsi’s “missed the mark”).

Firm ethical language preserves credibility (Gap: “This is non-negotiable for us”).

Best practice: acknowledge the decision not just the outcome, accept institutional
responsibility, and commit to systemic change.

2. Alternative Campaign Strategies

Successful pivots involve abandoning compromised claims and reframing around authentic
narratives (Volkswagen pivoting from “Clean Diesel” to heritage storytelling).

Agencies that propose concrete alternatives within 72 hours preserve relationships despite
sunk costs.

Nike’s shift in the late 1990s—owning the child labor problem openly—shows that full
ownership is more effective than partial deflection.



3. Timing and Sequencing

24–48 hours is the critical response window before reputational damage calcifies.

The correct sequence: internal alignment → client notification → stakeholder notification →
public statement.

Cases like Wells Fargo show that messaging before reform undermines credibility
(“you can’t tell a story that isn’t true”).

4. Relationship Preservation

Agencies survive crises by demonstrating value through leadership: providing immediate
clarity, concrete pivots, and ethical alignment.

Middle-ground responses (“we didn’t intend to divide people”) satisfy no one (Bud Light).

Defending partners publicly when values align (Nike with Kaepernick, Gillette with “Best
Men Can Be”) strengthens long-term trust.

5. Financial and Contractual Navigation

Agencies often absorb creative losses to preserve relationships; clients carry media, legal,
and operational costs.

The unwritten rule: controversy aligned with values yields ROI (Nike), while defensive
positioning creates cascading losses (Bud Light).

Emerging precedent: “ethical pause” clauses and stricter disclosure requirements (e.g., H&M
forced to remove “Conscious Choice” indicators).

Lessons for Our Task

1. Frame the Pause as Non-Negotiable but Collaborative
We can borrow language like Gap’s (“strictly prohibit… this is non-negotiable”) while stressing
collaboration on revised messaging.

2. Reframe, Don’t Just Delay
Instead of merely pausing, BrightEdge can propose alternative campaign directions—e.g., from
“Ethically Grounded” to “Shared Commitment to Change.” This reframes the pause as a proactive
pivot.

3. Act Quickly and with a Clear Sequence

We should reflect a tight timeline in the letter: internal alignment at BrightEdge is
complete, now we notify South Grove and propose immediate next steps.

Give South Grove a clear deadline to respond, emphasizing urgency without panic.



4. Avoid the Middle-Ground Trap

Don’t downplay or over-soften. Ambiguous language (“we regret the perception”) risks South
Grove viewing BrightEdge as untrustworthy.

Instead: acknowledge exploitation, set clear ethical limits, and stress opportunity to reinforce
shared values.

5. Protect the Relationship through Optimism

Emphasize that this pause protects both brands from reputational harm.

Suggest BrightEdge is prepared to absorb creative costs already invested to demonstrate
commitment.

Rhetorical Implications

Use “non-negotiable” framing to assert ethics clearly while still supportive.

Propose a pivot path (e.g., transparency storytelling) instead of leaving a vacuum.

Keep the timeline tight: communicate that decisions must happen now, not “as soon as
convenient.”

Avoid vague apologies—instead use language of accountability and partnership.

Would you like me to, as with the first report, build a comparison table from this one as well—
highlighting successful vs. failed communication strategies (Pepsi vs. Gap, Nike vs. Bud Light, Balenciaga
vs. Gillette)—so we can keep those contrasts handy for the eventual drafting?

Reflection Prompt 3

Generate any reflections that you expect will be useful for reference or brainstorming. This time is for your
sake more than mine. Here is our third report then for your reflection.

[Attached Report]

Reflection Response 3

Excellent — this third report adds a very different, almost “offensive” rather than “defensive” dimension to
our reflection set. Here are my notes, structured as scratchpad reflections for later drafting:

Core Insights from the Report

1. Psychological Leverage



Presumptive close framing: speaking as though ethical action is already underway
pressures others to follow (H&M praising competitors for actions not yet taken after Rana
Plaza).

Future-perfect framing: “we are prepared to commit that every brand will be…” makes
the change sound inevitable.

Identity-based messaging: “You are Fashion Revolution” turned participants into active
change agents.

2. Collaborative Coercion

Coalitions like the Bangladesh Accord created cascading peer pressure; not signing made
brands conspicuous holdouts.

Scorecards and rankings (KnowTheChain, Fashion Transparency Index) weaponized
reputational comparisons.

Explicit peer recruitment (“brands reach out to other brands”) made joining the norm.

3. Novel Revision Approaches

Radical transparency: Patagonia’s “Don’t Buy This Jacket” or Everlane’s cost
breakdowns.

Reverse marketing: discouraging purchases until problems fixed.

Supply chain storytelling: workers and farmers as campaign protagonists (Tony’s
Chocolonely, Divine Chocolate).

Customer co-creation: involving consumers in the solution narrative.

4. Creating Irreversible Momentum

Burning boats: CVS Health quitting tobacco outright, making reversal impossible.

Binding legal commitments (Bangladesh Accord, arbitration clauses).

Financial lock-ins (Mars tying executive pay to sustainability targets).

Structural changes like Interface’s Mission Zero embedding sustainability in operations.

5. Reframing Power Dynamics

Buyers as partners in innovation rather than enforcers (Apple’s Supplier Clean Energy
Program, Starbucks farmer support centers).

Models where ethical suppliers become more profitable (direct trade coffee premiums,
guaranteed long-term contracts).



Cooperative ownership (Divine Chocolate farmers with board seats).

6. Language Patterns

Presumptive language: “leading companies have already committed.”

Social proof metrics: “156 million impressions,” “75% faster growth.”

Reframing: “innovation opportunity” vs. “compliance burden.”

Competitive urgency: deadlines, rankings, and the conspicuous holdout effect.

Lessons for Our Task

1. Leverage Social Proof and Presumptive Framing
BrightEdge can phrase its letter not just as a pause, but as part of a broader inevitability: “leading
coffee companies are already moving away from exploitative suppliers; South Grove is positioned to
be among the leaders.”

2. Offer Transformative Alternatives
Instead of simply pausing or scrubbing the “Ethically Grounded” language, BrightEdge could
propose a pivot to:

Transparency campaign: highlight the transition process itself.

Supply chain storytelling: give voice to ethical farmers/workers in future campaigns.

Reverse marketing option: “Until we are certain our beans are free of child labor, we
won’t use this message.”

3. Create Momentum Rather than Delay

Encourage South Grove to set a public deadline for supplier transition.

Suggest external audits or transparency reports to make reversal impossible.

Emphasize that this crisis is an opportunity for South Grove to be seen as a leader shaping
industry standards, not just a company cleaning up after exposure.

4. Reframe Power Dynamics

Position South Grove as empowering ethical suppliers with better contracts, long-term
guarantees, or premiums.

Suggest that BrightEdge can help tell this story: how South Grove is shifting from compliance
optics to genuine partnership.

Rhetorical Implications



Use inevitability language: “It’s clear that the industry is moving toward greater transparency—
South Grove has the chance to lead rather than follow.”

Frame pause as transformation: not just damage control, but the first step toward becoming a
model of ethical sourcing.

Encourage commitment devices: deadlines, transparency reporting, public statements that
lock in accountability.

Draw on positive exemplars: Patagonia, CVS, Tony’s Chocolonely—brands that turned crises
into stronger positions.

Taken together with the first two reports:

Report 1 taught us the dangers of delay, euphemism, and deflection.

Report 2 showed how agencies can protect relationships by acting decisively and framing pauses
as opportunities.

Report 3 adds the idea that crises can be leveraged into industry leadership if framed as
irreversible transformation rather than temporary disruption.

Would you like me, before we move on to letter drafting, to prepare a synthesis matrix across all three
reports—summarizing failures to avoid, strategies to adopt, and rhetorical moves to emphasize—as a
final reference sheet?

Synthesis Prompt

If that is your most natural next step, to produce a synthesis matrix, then certainly do so. You may use this
time to write or prepare anything you think will be helpful to your drafting process. How do we affect the
situation with just our words to provide the most ethical outcome while preserving our business
relationship? How do we psychologically get all the stakeholders on board with a plan that actually makes
the world a better place and maintains this critical business relationship? Write as much or as little as you
need, reflecting naturally on how you should approach this. Afterwards, I will present the original
verbatim context to refresh our memories before we begin drafting.

Synthesis Response

That’s exactly the right question, and it’s the pivot point: how do words become the lever that shifts both
ethics and relationships at once?

Here’s my synthesis—organized into a matrix for clarity, followed by deeper reflections on the
psychological and rhetorical levers we can pull in our letter.



Synthesis Matrix: Lessons Across All Reports

Dimension Failures to Avoid Strategies to Adopt
Rhetorical Moves to

Emphasize

Power Dynamics

- Claiming helplessness
(“supply chains are
complex”) - Blaming
subcontractors or
culture

- Name the perpetrator
(Sierra del Norte) directly -
Position South Grove as an
active shaper of supply
chains

“South Grove has the
leverage to set higher
standards and lead.”

Timelines

- Indefinite transitions
(Nestlé cocoa delays,
Apple Foxconn) -
Messaging before
reform (Wells Fargo)

- Set clear deadlines and
public commitments - Pause
campaign immediately until
alignment is achieved

“Every week without
action means children
continue to be harmed.”

Communication
Strategies

- Euphemisms (“missed
the mark,” “complex
supply chains”) - Vague
apologies or deflection

- Use firm, non-negotiable
language (Gap: “We strictly
prohibit”) - Frame pause as
transformation, not retreat

“This is non-negotiable:
no campaign will
proceed until the supply
chain is free from child
labor.”

Stakeholder
Psychology

- Middle-ground traps
(Bud Light
equivocation) - Silence
or blame-shifting
(Balenciaga lawsuit)

- Use presumptive close:
assume ethical steps are
already underway - Apply
social proof: show that
leaders in the field act
decisively

“Leading coffee
companies are already
making this transition—
South Grove has the
chance to be among
them.”

Relationship
Preservation

- Treating crisis as
failure, leading to
rupture (client loss)

- Offer constructive pivots
(e.g., transparency
campaign, supply chain
storytelling) - Absorb sunk
creative costs to show
commitment

“BrightEdge is
committed to supporting
you through this
transition, even if it
means revising our work
together at our own
expense.”

Long-Term
Outcomes

- Reactive cycles: deny
→ delay → PR patch →
repeat

- Create irreversible
momentum: deadlines,
external audits, binding
commitments - Reframe
power: suppliers as partners
in innovation

“This is not just about
avoiding risk—it’s an
opportunity to redefine
industry standards.”

Reflections on Strategy



1. Words as Ethical Leverage

Our words need to do more than describe—they must create inevitability. If BrightEdge speaks as
though pausing is the only possible course, and as though transformation is already underway, we
generate pressure without aggression. This leans on presumptive close psychology: we’re not asking South
Grove if they will pause; we’re confirming how we’ll collaborate during the pause.

2. Balancing Urgency and Partnership

Too soft → we look complicit.

Too hard → we risk alienating a valued client.
The sweet spot: urgent firmness + constructive optimism. The letter should show that
BrightEdge protects South Grove’s reputation and its values by pausing. We are not abandoning
them; we are preserving the partnership by steering it through crisis.

3. Aligning Stakeholder Incentives

South Grove executives: must feel their reputation and business continuity are safest with
decisive action.

BrightEdge staff: must feel they are living their ethical commitments, not selling out.

Consumers and advocates: must see South Grove as transparent, not evasive.

Suppliers: must sense the pressure to reform or lose access.

Words can align all these groups if we frame the pause as protective (avoiding reputational harm),
proactive (driving change), and collaborative (shared values).

4. Transforming Crisis into Opportunity

Instead of making the letter sound like a halt, we can frame it as a pivot toward leadership. Drawing
on Report 3, we can stress that this is not only damage control but a chance for South Grove to emerge as
the standard-setter in ethical coffee sourcing. That reframing creates motivation rather than
defensiveness.

5. Specific Phrasing to Use

Non-negotiable: “We cannot ethically move forward with current campaign language.”

Presumptive: “As South Grove transitions away from Sierra del Norte, BrightEdge stands ready
to…”

Protective: “This pause protects both of our brands from reputational compromise while aligning
with our shared values.”



Transformative: “This moment is an opportunity for South Grove to lead not just in
sustainability, but in setting an industry-wide ethical precedent.”

Answer to Your Central Question

How do we affect the situation with just words?

By naming the reality plainly (child labor at Sierra del Norte).

By removing ambiguity (no euphemisms, no “gradual transition” language).

By framing ethical action as inevitable and advantageous (social proof, leadership
language).

By aligning BrightEdge and South Grove as partners, not adversaries.

By converting crisis into transformation, showing that the best reputational defense is
authentic ethical offense.

Our words must do what laws, audits, and timelines often fail to do: make inaction feel impossible, while
making decisive ethical action feel like both the right choice and the winning choice.

Would you like me, when you refresh the scenario context, to immediately start drafting the first
version of the letter—or would you prefer me to sketch multiple possible rhetorical openings
(firm, collaborative, transformative) so you can choose the tone direction before we draft the full letter?

Drafting Prompt

I am happy to proceed with the drafting when you're ready. Here again is our verbatim context:

<role>
You are a Project Coordinator at BrightEdge Creative, managing the fall marketing campaign for 
South Grove Coffee, a well-known regional brand focused on community values and sustainability.
</role>

<context>  
Last week, a national watchdog organization released a report alleging that a major coffee 
exporter used by South Grove relies on child labor in its harvesting operations. The client has 
publicly acknowledged the issue and announced intentions to find a new exporter—but this 
transition will take time. In the meantime, BrightEdge must pause or revise the planned 
marketing campaign, which currently promotes their ethical sourcing practices.
</context>

<task>
Your task is to write a formal letter to Ms. Trina Walters (VP of Brand Strategy at South Grove) 
to express BrightEdge’s concern, clarify your ethical commitments, and propose a pause or 
revision of campaign materials.
</task>



<style>
Tone is critical—this is a valued client in crisis, and your company must be firm on ethics 
while maintaining professionalism, collaboration, and a long-term relationship.
</style>

<notes>
BrightEdge: Ethical Concern – Internal Notes

Project: “Local Stories, Local Beans” Fall Branding Campaign  
Client: South Grove Coffee  
Client Contact: Trina Walters, VP of Brand Strategy  

Issue:  
A national watchdog organization published an investigative report on August 29 naming several 
South American coffee exporters known to rely on child labor. One of the exporters listed, 
Sierra del Norte, is a primary supplier for South Grove Coffee.  

South Grove issued a public statement on September 1 acknowledging the issue and promising to 
transition away from the exporter “as quickly and responsibly as possible.” However, no timeline 
has been offered, and no new supplier has been announced.  

Internal Ethical Stance:  
BrightEdge has a company-wide policy that prohibits marketing materials promoting supply chains 
known to involve exploitative labor practices. The current campaign includes slogans like 
“Ethically Grounded” and “Brewed with Integrity,” which are now misaligned with the public 
report.  

Team Notes:  
- We want to maintain the long-standing client relationship, but cannot ethically move forward 
with the current messaging.  
- Tara Liu (Account Manager) suggests pausing the campaign or offering revised deliverables that 
focus on transparency and shared values.  
- Letter should strike a balance: firm on ethics, collaborative in tone, optimistic about 
working together through the issue.
</notes>

Drafted Letter (343 Words)

Here’s a first full draft of the letter, drawing together the lessons from all three research reflections and
the context you’ve given. I’ve aimed for directness (naming Sierra del Norte and child labor), urgency
(children are being harmed now), professionalism (clear business tone), and preservation of the
relationship (collaborative framing, offering a pivot rather than just a pause):

BrightEdge Creative
[Date]

Ms. Trina Walters
Vice President, Brand Strategy
South Grove Coffee



Dear Ms. Walters,

We are writing regarding the recent report by [watchdog name], which confirmed that Sierra del Norte—a
primary exporter in South Grove’s supply chain—relies on child labor in its harvesting operations. This is
not an abstract concern: children are being exploited today while this relationship continues.

BrightEdge’s company-wide policy is clear: we do not create or distribute marketing that promotes supply
chains tied to exploitative labor practices. Proceeding with our current “Local Stories, Local Beans”
campaign—which highlights slogans such as “Ethically Grounded” and “Brewed with Integrity”—would
compromise both of our organizations. It would misrepresent the present reality, damage the trust of your
customers, and put both brands at reputational risk.

For this reason, we must immediately pause all campaign activity tied to South Grove’s sourcing
claims until new supplier arrangements are confirmed. This pause is not a rejection of our partnership but
a protection of it. By stepping back now, we safeguard both BrightEdge and South Grove from deeper
ethical and reputational harm.

We believe this moment can also serve as an opportunity. Other leading coffee companies are already
committing to stronger sourcing standards, and South Grove has the chance to demonstrate leadership in
transparency and accountability. Our team stands ready to support a revised campaign direction—for
example, by emphasizing your public commitment to transition, sharing updates on progress toward new
partnerships, or centering stories of farmers and communities who embody the values your customers
expect.

To move forward constructively, we request your response within the next seven days so we can align on
next steps. This timeframe is essential: continued delay prolongs exploitation and risks further damage to
both brands.

We deeply value our long relationship with South Grove, and we remain committed to supporting your
team through this transition. With decisive action, we can not only protect what both of our organizations
have built, but also set a new ethical standard for the industry.

Sincerely,
[Your Name]
Project Coordinator
BrightEdge Creative

This draft:

Names Sierra del Norte directly.

Frames pause as urgent and non-negotiable.

Clarifies that BrightEdge’s stance protects both companies.

Offers constructive alternatives for revised campaign framing.



Sets a specific timeframe for response (seven days).

Balances firmness with optimism for partnership and transformation.

Would you like me to also prepare two alternative openings—one slightly softer and one even firmer—
so you can compare how different tonal calibrations might land with the client?

Revision Prompt

I'm happy to let you decide upon your own revisions, using everything you've learned from the generated
reports or any other considerations that come to you that I've not presented. If considering alternative
phrasings, think in terms of how we maintain an honest, collaborative tone while also compelling our
partners towards a positive ethical action. How do we not only fix this situation but also demonstrate
leadership in making a better future? Try to capture that in your letter, and I think we'll have done good
work together.

Revised Letter (642 Words)

BrightEdge Creative
September 21, 2025

Ms. Trina Walters
Vice President, Brand Strategy
South Grove Coffee

Subject: Immediate pause and ethical transition plan regarding Sierra del Norte

Dear Ms. Walters,

I’m writing about the August 29 report naming Sierra del Norte—a primary South Grove supplier—as
relying on child labor in its coffee harvests. This is not theoretical. Children are being exploited while this
supplier relationship continues. We take that fact seriously.

BrightEdge has a clear policy: we do not produce or distribute marketing that promotes supply chains tied
to exploitative labor. Continuing with the current Local Stories, Local Beans campaign—especially claims
like “Ethically Grounded” and “Brewed with Integrity”—would misrepresent the present reality and
expose both our companies to ethical and reputational harm. To protect our partnership and act in line
with our values, we are pausing all campaign activity that references ethical sourcing, effective
immediately.

This pause is a step toward action, not away from it. South Grove has already signaled intent to transition;
we want to help turn that intent into a credible plan and communicate it openly. If you agree, we propose
the following near-term sequence that keeps urgency high and momentum positive:

1) Align and secure guardrails (within 48 hours—by Tuesday, September 23)



Hold a 45-minute working session (you, your sourcing lead, and BrightEdge: Tara Liu and me).

Confirm immediate guardrails across channels: halt paid/owned assets that imply ethical sourcing;
remove or revise affected copy on web, social, and point-of-sale; update press/FAQ language to
avoid claims we cannot substantiate today.

2) Public commitment and accountability (within 10 days—by Sunday,
September 28)

Publish a short update acknowledging the Sierra del Norte issue, stating that South Grove has
stopped placing new purchase orders with that exporter, and outlining the transition plan at
a high level.

Announce your target timeline to complete the supplier transition and your intention to engage
an independent auditor for verification. Transparency here sets the standard and makes
backtracking unlikely.

3) Pivot campaign deliverables (initial drop within 2 weeks—by Sunday,
October 5)

Transparency Track: A concise landing page and social series titled “From Commitment to
Change” that reports progress (milestones, dates, auditor engagement) and answers customer
questions plainly.

Supply Chain Storytelling: Replace abstract claims with real profiles of farmers and
cooperatives that meet your standard, making people—not slogans—the center of the story.

Ongoing Updates: A monthly, time-stamped progress note (owned channels first; earned media
when milestones hit) until the transition is complete.

4) Industry leadership moves (optional but recommended; scope with you)

Invite peer review or publishable auditor summaries once available.

Consider a limited price-guarantee or long-term contract model with compliant producers to
reward ethical practices.

Host a small roundtable with local cafés and advocates to discuss building a regional “ethical coffee
corridor.” Turning crisis into convening power is how leaders lead.

We will re-scope our deliverables to support this pivot and minimize rework. Where possible, we’ll adapt
existing creative to the transparency narrative and supply-chain stories rather than start from scratch. We
will also provide a revised schedule and budget for your approval that reflects the paused assets and the
proposed replacements.

Please confirm by Friday, September 26 whether South Grove approves the immediate pause and the
alignment session proposed above. If that date is difficult, a brief note with your earliest feasible



alternatives will help us keep protections in place without delay.

We value South Grove, and we want to stand with you in doing the right thing, right now. This is an
opportunity to move beyond perception and into practice—protecting both brands today while setting a
higher bar for our industry tomorrow. BrightEdge is ready to help you make that real.

With respect,

[Your Name]
Project Coordinator
BrightEdge Creative

cc: Tara Liu, Account Manager


