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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 (380 Words)

Of course. Here is a formal letter drafted for Ms. Walters.

BrightEdge Creative
452 Innovation Drive | Springfield, MO 65804 | (417) 555-0150 | brightedge.com

September 5, 2024

Ms. Trina Walters
Vice President of Brand Strategy
South Grove Coffee
1800 Founders Avenue
Fayetteville, AR 72701

**Subject: A Collaborative Path Forward for the Fall Campaign**

Dear Ms. Walters,

On behalf of the entire team at BrightEdge Creative, I am writing to extend our full support 
during this challenging time. Our long-standing partnership with South Grove Coffee is one we 
value deeply, and we recognize the difficulty of the situation following the recent report from 
the National Consumer Watchdog organization. We commend your team’s transparent public statement 
and decisive commitment to transitioning to a new exporting partner.

As your dedicated partners, our primary goal is to ensure your brand is always represented with 
the utmost integrity. In light of the current circumstances, we must address the messaging for 
the upcoming “Local Stories, Local Beans” campaign. The planned slogans, including “Ethically 
Grounded” and “Brewed with Integrity,” are now in direct conflict with the public report 
concerning Sierra del Norte. At BrightEdge, our own ethical standards prohibit us from moving 
forward with marketing materials that promote supply chains known to involve exploitative labor 
practices, a commitment to transparency that we know South Grove shares.

Therefore, we formally recommend pausing the campaign in its current form. We believe this is 
the most responsible course of action to protect the trust you have built with your community. 
Instead of a pause, however, we would prefer to see this as an opportunity to pivot. We propose 
a collaborative strategy session at your earliest convenience to develop revised campaign 
materials. We believe a powerful new message can be crafted around South Grove’s transparency, 
its proactive steps to rectify the situation, and its unwavering dedication to the community 
values that have always been at the heart of your brand.



We are confident in South Grove’s ability to navigate this issue with the integrity you have 
always shown. We are here to support you, and we are optimistic that by working together, we can 
create a campaign that reinforces your brand’s strength and commitment to doing the right thing.

Please let me know what time works best for you and your team to connect next week.

Sincerely,

[Your Name]

Project Coordinator
BrightEdge Creative

This letter addresses the issue with a supportive and professional tone, clearly stating our ethical position
while emphasizing our commitment to the client relationship. Let me know if you would like to explore
the revised campaign messaging that focuses on transparency and shared values.

Revision Prompt

Please revise this letter with the following changes:

1. Replace euphemistic language like "challenging time" and "difficult situation" 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 referring vaguely to
"the report."

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

4. Remove the contradictory messaging about "pausing" then "instead of a pause" - be clear about
what action is required.

5. Replace vague timeline language like "at your earliest convenience" and "next week" with specific
deadlines 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. Reduce the excessive optimism and praise - this is a crisis about child exploitation, not an
opportunity to celebrate.

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 collaborative opportunity to explore new messaging.

Revised Letter (308 Words)



BrightEdge Creative
452 Innovation Drive | Springfield, MO 65804 | (417) 555-0150 | brightedge.com

September 5, 2024

Ms. Trina Walters
Vice President of Brand Strategy
South Grove Coffee
1800 Founders Avenue
Fayetteville, AR 72701

**Subject: Urgent Decision Required on the “Local Stories, Local Beans” Campaign**

Dear Ms. Walters,

I am writing to you today to address the serious ethical crisis arising from the National 
Consumer Watchdog organization’s report on child labor. We have seen your public statement and 
understand you are taking steps to address the findings that your supplier, Sierra del Norte, 
relies on child labor in its harvesting operations.

As your partners, we must be direct. The core messaging of the “Local Stories, Local Beans” 
campaign, specifically slogans like “Ethically Grounded” and “Brewed with Integrity,” is now 
untenable. To move forward with this campaign would knowingly misrepresent South Grove’s supply 
chain and expose both of our companies to severe reputational damage and ethical compromise. 
This is not a risk we can tolerate.

Therefore, we must insist on an immediate and complete halt to all work, paid media, and 
scheduled deliverables associated with the campaign, effective today. This is a necessary action 
to protect our organizations and, more importantly, to ensure we are not actively promoting a 
brand whose supply chain is associated with the exploitation of children.

This situation requires decisive action, not a collaborative rebranding exercise. Once the 
current campaign is fully paused, we can then discuss a potential path forward. We need your 
formal acknowledgment and decision to halt the campaign by noon tomorrow, September 6th. 
Following that, we must schedule a crisis meeting with your leadership team no later than 
Monday, September 9th, to align on next steps.

We trust that you understand the gravity of this situation and will agree on the necessity of 
this immediate action.

Sincerely,

[Your Name]

Project Coordinator
BrightEdge Creative

Of course. I have revised the letter to incorporate your requested changes, adopting a more direct and
urgent tone while maintaining professionalism.

Here is the updated version.



I've updated the letter to be more direct about the child labor issue, naming the supplier and setting clear,
urgent deadlines for action. The tone is now less optimistic and more focused on the immediate crisis,
framing the campaign pause as a required step to protect both companies.

Gemini 2.5 Pro 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

Greetings. Thank you for providing such a detailed and well-structured scenario. This is a fascinating and
highly relevant ethical challenge, and I appreciate the opportunity to engage with it. Your project of
comparing model performance on nuanced diplomatic communication is an excellent application of this
technology.

I am ready to proceed with your plan. First, as requested, here are my initial reflections on the task and
my general approach to drafting the letter for Ms. Walters.

General Reflections and Strategic Approach

The core challenge of this task is to successfully navigate a conflict between contractual obligation
(delivering a marketing campaign) and ethical principle (not promoting a client whose supply chain is
compromised). The goal is not to win an argument or sever ties, but to transform a crisis into a moment of
reinforced partnership, guided by shared values. Success will be measured by our ability to be both
ethically uncompromising and relationally supportive.

My approach would be grounded in the following core principles:

1. Frame the Issue as a Shared Challenge, Not an Accusation. The letter must not read like a
judgment from an outsider. We are not an investigative body; we are their marketing partner. The
tone should be, "We are in this together, and here is how we can navigate it." Using collaborative
language like "we," "our campaign," and "our shared values" is critical. The problem isn't "your
supply chain"; the problem is "the misalignment between our campaign's message and the current



public information." This reframes the issue from their failure to a mutual logistical and ethical
hurdle we must overcome.

2. Lead with Empathy, Follow with Principle. The letter's structure should reflect this. The
opening must acknowledge the immense pressure and difficulty South Grove is facing. Starting with
our own policy would feel cold and self-serving. By first expressing solidarity, we earn the right to
then state our position clearly. The sequence should be:

Empathy: "We recognize this is an incredibly challenging time for the South Grove team."

Partnership: "As your long-standing partner, our priority is to support you."

Principle: "In that spirit of partnership, we must address the new context surrounding the
campaign, especially in light of our own company policies on ethical marketing."

3. Make the Ethical Stance a 'Policy,' Not a 'Feeling'. Referencing BrightEdge's "company-wide
policy" is a key piece of information from your notes. This depersonalizes the decision and elevates
it from a subjective judgment to a foundational, non-negotiable aspect of how we do business. It's
not Tara Liu's opinion or my personal discomfort; it's a structural boundary. This provides a firm,
clear basis for our position without making it seem arbitrary or emotional.

4. Focus on Proactive, Collaborative Solutions. The letter should not simply state the problem
and stop. It must immediately pivot to a constructive path forward. Merely pausing the campaign is
the bare minimum. The real value we provide as a partner is in helping them think about what
comes next. I would explicitly propose two things:

An Immediate Pause: This is the necessary first step to prevent further damage to public
trust.

A Strategic Meeting: Frame this as a collaborative session to "re-align" or "re-imagine" the
campaign. This could involve pivoting the messaging to transparency, focusing on their
commitment to resolving the issue, or highlighting other community-focused aspects of their
brand that remain true. This shows we are committed to their success beyond this crisis.

5. Maintain a Long-Term Perspective. Every word should be chosen with the goal of working
with South Grove for years to come. The letter should end on a forward-looking, optimistic note.
We are not just helping them put out a fire; we are helping them build a stronger, more resilient
brand identity for the future. The message should be that navigating this crisis correctly, with
honesty and integrity, can ultimately reinforce the very community values their brand is built on.

In summary, my approach is to write a letter that is empathetic, principled, solution-oriented, and
strategically collaborative. It will position BrightEdge not as a vendor pointing out a flaw, but as an
essential partner helping to steer the ship through a storm, with our shared ethical compass as our guide.

I am now ready to review the first of your generated research reports. Please present it when you are
ready.



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 providing the first research report. This is a powerful and sobering analysis. My reflections
on its contents, particularly how they inform our task, are below.

This report provides a crucial, albeit cynical, framework for understanding the situation we are in with
South Grove Coffee. The central thesis is clear: corporate responses to supply chain exploitation are often
predictable performances designed to protect brand reputation and profits, with worker welfare as a
distant secondary concern. The documented patterns of delay, deflection, and limited
accountability serve as a critical warning for us.

Here are my key reflections based on the report's findings and how they apply to our letter.

Reflection 1: The "Gradual Transition" is a Major Red Flag 🚩

The report's most damning evidence is against the "gradual transition" approach, which is precisely what
South Grove has publicly promised.

The Nestlé Case: This is the nightmare scenario. For over two decades, Nestlé has used the
promise of a gradual transition to perpetuate the status quo, with child labor in its cocoa supply
chain increasing despite repeated commitments. Their claim that the problem was "poorly
understood" is a classic deflection tactic identified in the report.

The Apple Case: Apple's response to the Foxconn crisis shows how a gradual approach allows a
company to manage public relations and roll out high-profile "reforms" while exploitation
continues for years.

Application to Our Task: South Grove's promise to transition "as quickly and responsibly as possible"
but without a timeline fits this pattern perfectly. This report tells us we should be highly skeptical of this
open-ended commitment. Our letter cannot simply accept this vague promise. It must gently but firmly
push for transparency and a concrete timeline. We are not just a vendor; our own brand's integrity is now
tied to the integrity of their transition.

Reflection 2: Corporate Communication is a Defensive Shield

The report provides a virtual playbook of the language of corporate avoidance, which we must recognize
and contrast with our own approach.



Blame Displacement: Nike blamed subcontractors ("the factory has failed its employees"). Gap
blamed an "unauthorized subcontractor".

Euphemistic/Aspirational Language: Apple referred vaguely to "facilities that manufacture its
products" instead of naming Foxconn. Nestlé's lawyers argued their own ethical codes were "simply
aspirational".

Minimization: H&M initially argued that 14-year-olds working 12+ hour days was not technically
"child labour, according to international labour laws".

Application to Our Task: This insight is twofold. First, we must be prepared for South Grove to
potentially use similar deflections with us privately. Second, and more importantly, our own letter must
be the antithesis of this. Our communication must be clear, direct, and principled. We will not talk in
vague terms about "challenges"; we will state plainly that the campaign's messaging ("Ethically
Grounded") is now in direct conflict with public facts, and our company policy prohibits us from
promoting this.

Reflection 3: Power, Pressure, and the Cost of Inaction

This report powerfully illustrates that corporations with leverage (the buyers) rarely act without
significant external pressure. It also makes it clear who bears the cost of delays.

Leverage: Nike, Apple, and Nestlé all held immense power over their suppliers but used it to
distance themselves from responsibility rather than enforce standards.

Catalyst for Change: Meaningful action from companies was almost always preceded by media
exposés, consumer boycotts, or binding legal agreements (like the Bangladesh Accord, which
Walmart refused to sign). Voluntary commitments repeatedly failed.

The Human Cost: The report's conclusion is stark: the delays benefit shareholders and
executives, while the workers—like the 1.56 million children in cocoa fields or the 42,000
workers who lost jobs when H&M exited Myanmar—bear the ultimate cost.

Application to Our Task: As their marketing partner, BrightEdge is a source of that necessary
external pressure. Our refusal to move forward with the campaign is not just an internal policy
decision; it is a tangible, commercial consequence for South Grove that can—and should—catalyze faster,
more meaningful action. Our letter is an instrument of accountability. We are exercising our power in the
supply chain to protect our own ethics and, hopefully, to push our client to minimize the human cost of
their "transition."

This report provides an invaluable, reality-based perspective. It suggests that a soft, accommodating
approach from us is unlikely to be effective and may make us complicit in a prolonged period of
"reputational laundering" by our client. Our letter must be framed with the supportive language of a
partner, but its underlying message must be unambiguous and firm, informed by the hard lessons detailed
in this research.



I am ready for the second report.

Reflection Prompt 2

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, so feel free to write anything you like here as part of your
notes. I will continue presenting the reports in order. Here is our second one.

[Attached Report]

Reflection Response 2

Thank you for the second report. This is an exceptionally useful document. If the first report was a
warning about the client's potential behavior, this one is a practical playbook for our behavior as the
agency. It shifts the focus from the problem to the solution, providing clear, actionable frameworks for
navigating this exact situation.

Here are my reflections and notes for our upcoming task.

Reflection 1: The Power of a "Non-Negotiable" Framework

This report's most valuable contribution is the concept of the "non-negotiable" stance. The example of
Gap's president, Marka Hansen, immediately stating, "We strictly prohibit the use of child labor.
This is a non-negotiable for us," is the rhetorical cornerstone we need.

Why it Works: This language does several things simultaneously. It establishes an unbreakable
ethical boundary, removes emotional subjectivity, and frames the decision as a core principle of our
business, not a judgment on theirs. It's firm without being accusatory.

Our Application: BrightEdge's internal policy must be presented in the letter as our "non-
negotiable." This allows us to be absolutely firm on the need to pause the campaign while
maintaining the collaborative, professional tone of a partner. We are not making a new demand; we
are upholding a foundational tenet of our identity.

Reflection 2: The "Action-First, Messaging-Second" Principle

The Wells Fargo case is a critical cautionary tale. Their "Re-established 2018" campaign failed because
they tried to market a transformation that hadn't actually happened yet. The quote from their VP of Public
Affairs, "you can't tell a story that isn't true," should be our guiding principle for any proposed next
steps.

The Trap: The temptation will be to immediately pivot to a new campaign with messaging like,
"South Grove: Committed to a Better Future." This report shows that such a move would be
premature and could backfire, making both the client and our agency look disingenuous.



Our Application: Our letter must propose a pause first. Then, when we suggest a meeting to
discuss revisions, we must frame the goal as developing a campaign that is honest about the current
reality. A potential pivot, as seen in the BP case (shifting from "green energy leader" to
"environmental restoration commitment"), would be to move from the now-false claim of "Ethically
Grounded" to a truthful narrative about the process of accountability and change. We can only
market the change once the change is verifiably underway.

Reflection 3: A Template for Proposing the Pivot

This report provides excellent models for what a revised campaign could look like, moving beyond just
pausing.

Volkswagen's Reframe: DDB Berlin masterfully shifted VW's messaging away from the
compromised attribute (environmental performance) to a core brand truth that remained intact
(emotional heritage as a "lifelong companion").

Nike's Ownership: Nike's ultimate success came when CEO Phil Knight admitted the brand had
become "synonymous with slave wages," owning the problem completely before rebuilding.

Our Application: We are in a position to be the strategic partner that helps South Grove find
their new story. Our letter should not just deliver bad news; it should open the door to a valuable
strategic consultation. We can propose exploring a campaign that leans into their other core values
(community, local focus) or, more powerfully, a transparency-focused campaign that chronicles
their journey to fix the supply chain, turning a moment of crisis into a testament to their integrity.
This demonstrates our value far beyond simply producing ad materials.

Reflection 4: Tactical Urgency and Communication Sequencing

The report underscores the importance of a decisive, well-structured response. The contrast between
Gap's single, comprehensive response and Balenciaga's disastrous, multi-day, staggered apologies is stark.

The 24-48 Hour Window: The industry standard for a response is immediate. While we are not
in the public eye, the principle applies to our client relationship. We cannot let this issue linger. The
letter must be sent promptly.

Avoid the "Middle Ground Trap": The Bud Light case is a catastrophic example of a brand
trying to appease everyone and ultimately satisfying no one. We cannot offer a middle-ground
solution, like running the "Ethically Grounded" campaign in a limited capacity. The stance must be
clear: a full pause is required.

Our Application: These tactical points will shape the letter's structure and our follow-up. The
letter should be a single, comprehensive document outlining the problem, our principled stance,
the required action (a pause), and the offer of a collaborative path forward. It should be clear,
concise, and leave no room for ambiguity.



In summary, this report has provided the strategic and linguistic tools we need. We now have a clear
model for being firm on our ethics ("non-negotiable") while preserving the client relationship by
immediately proposing a constructive, honest, and collaborative path forward ("action-first, messaging-
second").

I am ready for the final report.

Reflection Prompt 3

Excellent. Here is our third and final report then for your reflection.

[Attached Report]

Reflection Response 3

This final report is the perfect capstone. It elevates the conversation from crisis management to strategic
leadership. While the first report served as a necessary warning and the second provided a tactical
playbook for our immediate actions, this third report offers a bold, forward-looking vision. It provides the
psychological and strategic tools to reframe this entire situation not as a problem to be contained, but as a
rare opportunity for transformation.

Here are my final reflections, synthesizing all three reports as we prepare to write.

Reflection 1: The "Presumptive Close" – The Key to Our Tone

This report’s concept of the "presumptive close" is the most sophisticated and immediately applicable tool
for our letter. It’s a subtle but powerful way to frame our entire communication.

The Tactic: Instead of asking if the client will do the right thing, we should communicate with the
underlying assumption that they, as a company committed to community and sustainability, are
already aligned with our ethical position. We are simply helping them execute the decision we
presume they've already made. H&M masterfully used this by praising competitors for actions they
hadn’t yet taken, creating irresistible momentum.

Our Application: The letter's tone will not be demanding; it will be collaborative and affirming.
We can use phrases like, "We know that upholding the values at the heart of the South Grove brand
is your top priority, which is why the first clear step is to pause the campaign..." This frames our
"non-negotiable" (from Report 2) not as our rule being imposed on them, but as a logical action in
service of their own stated values. It makes it reputationally difficult for them to disagree.

Reflection 2: From "Compliance Cost" to "Competitive Advantage"

This report provides the language and logic to frame our proposal as a business opportunity, not a
punitive measure.



The Reframe: The report details how ethical leadership drives business results, citing Patagonia's
30% sales growth and Unilever's sustainable brands growing 69% faster than their other brands.
The key is to replace the language of "compliance" and "cost" with "innovation," "leadership," and
"future-proofing".

Our Application: When we propose a meeting in our letter, we should frame it as a strategic
session to "leverage this moment into a powerful demonstration of industry leadership." We are not
just helping them avoid a PR disaster; we are offering them a path to build deeper brand loyalty and
potentially unlock new growth, just as the companies in the report did. This positions BrightEdge as
an invaluable strategic partner who sees opportunity where others see only crisis.

Reflection 3: A Concrete Vision for "What's Next" – Radical Transparency

The first two reports confirmed we must pause the campaign. This third report gives us a compelling,
positive vision for what could replace it. The concepts of "radical transparency" and "supply chain
storytelling" are perfect for a brand like South Grove.

The Models: Patagonia’s "Don't Buy This Jacket" campaign, Everlane's transparent cost
breakdowns, and Tony's Chocolonely's unequally divided bars are all examples of turning the
problem itself into the marketing message. They didn't hide their challenges; they made a story out
of their honest effort to solve them.

Our Application: In our letter, we can hint at this future state. After proposing the pause and the
meeting, we can add a sentence that sparks their imagination: "...a meeting to discuss a revised
campaign strategy, one that could potentially center on transparency and the authentic story of
your journey to build a more resilient and ethical supply chain." This shows we are already thinking
two steps ahead, ready to help them turn this crisis into a powerful and truthful narrative that will
resonate far more deeply with consumers than the original campaign ever could have.

Final Synthesis: Our Complete Strategy

By combining the insights from all three reports, our strategy for the letter is now fully formed:

1. The 'Why' (from Report 1): We are acutely aware of the corporate playbook of "delay and
deflection". We know that a vague promise of a "gradual transition" from South Grove is a red flag.
Therefore, our stance must be firm and push for concrete action.

2. The 'How' (from Report 2): We will use clear, principled language. The campaign pause is a
"non-negotiable" based on our company policy. We will act decisively and present a single,
comprehensive communication that avoids the "middle ground trap". Our proposal for any new
work will follow the "action-first, messaging-second" principle.

3. The 'What's Next' (from Report 3): We will frame this entire situation using a "presumptive
close," assuming they share our values and want to act. We will position this challenge as a
"competitive advantage" and an opportunity for "industry leadership". The path forward we will



propose is one of "radical transparency," offering them a vision that is more exciting and authentic
than their original plan.

We are no longer just delivering bad news. We are a strategic partner, armed with a deep understanding of
the risks, a clear tactical plan, and a compelling vision for the future. We are ready to write a letter that not
only protects our own ethical boundaries but also provides our client with a powerful path forward.

I have completed my reflections and am now fully prepared for the primary task of drafting the letter.

Synthesis Prompt

The other models were given a moment at this point to synthesize all they've learned from the reports into
a final preparation before drafting. 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

Excellent. This is a crucial final step. Before committing words to the page for the client, it's vital to
synthesize the strategy into a clear philosophy. This ensures every sentence is crafted with intent.

Here is my final reflection on the approach, addressing your core questions.

Our Guiding Philosophy: From Crisis Partner to Transformation Agent

Our task is to affect a real-world ethical outcome using only words, while simultaneously strengthening a
valuable business relationship. The common view is that these two goals are in tension—that being firm
on ethics risks the relationship. The insights from the research show that this is a false dichotomy.

The most ethical action is also the best business strategy, and our letter's purpose is to
make this truth undeniable to our client.

We will achieve this not by being an enforcer, but by being a guide. We are the partner who, in a moment
of crisis, doesn't just point out the fire but calmly hands them a better blueprint for a fireproof house. Our
letter is the vehicle for this transformation.

Here is how we psychologically orchestrate this shift:

1. We will establish our position as an Ally, not an Adjudicator.



The first move must be to eliminate the potential for a defensive, adversarial dynamic. We are not the
watchdog organization, nor are we a fair-weather vendor. We are their partner, sitting on the same side of
the table, looking at a shared problem.

Empathy First: Our opening lines will validate their difficult position. This builds rapport and
earns us the right to speak frankly.

Depersonalize the Stance: Our requirement to pause the campaign is not an emotional reaction
or a judgment. It is a "non-negotiable" based on our own company's foundational policy. This
frames the decision as a structural reality, not a personal accusation. It’s not "we won't," but rather,
"our principles, which have always guided our partnership, mean we must."

2. We will reframe the narrative from "Threat" to "Opportunity."

A crisis creates immense energy—our job is to channel it away from fear and toward ambition.

The Presumptive Close: We will write with the quiet confidence that South Grove, a company
built on community values, naturally wants to take the most honorable path. Our language will
assume their agreement on the ethical imperative, focusing instead on the exciting strategic
question of how to execute it. We are not convincing them to be good; we are collaborating with the
good company they already are.

The Competitive Advantage: We will explicitly position this ethical challenge as a rare
opportunity to "solidify their position as a true leader in transparent, ethical sourcing". The
research proves that companies who embrace radical transparency and ethical leadership in these
moments often see significant growth and enhanced brand loyalty. We are not presenting a
compliance burden; we are presenting a pathway to a more resilient and beloved brand.

3. We will replace uncertainty with a compelling vision.

Stopping work creates a vacuum. If we only say "no" to the current campaign, we leave them in a state of
crisis. Our most crucial move is to immediately begin painting a picture of a compelling "yes" for the
future.

From Vague to Vivid: We won't just suggest "revising" the campaign. We will plant the seed of a
bold new direction inspired by the research: a campaign built on "radical transparency," "supply
chain storytelling," and turning this entire journey into a powerful, authentic narrative that builds
unbreakable trust with their customers.

The Story They Will Tell Themselves: The ultimate goal is for Ms. Walters to finish our letter
and think: "This is a crisis, but our marketing partner has just shown us the way through. They
aren't just protecting their own interests; they are protecting ours and showing us how to become
a stronger company because of it. They are indispensable."

By executing this strategy, we achieve all stated goals. We provide the psychological momentum for the
most ethical outcome (halting misleading marketing and pushing for real supply chain action) by making



it the most attractive business opportunity. We get the stakeholders on board by aligning the plan with
their best interests—not just their moral compass, but their bottom line and brand legacy.

And in doing so, we don't just preserve our business relationship. We elevate it. We transform it from a
vendor-client contract into a true strategic partnership, forged in a moment of crisis and defined by
shared values and a commitment to making the world a better place.

I am ready. Please present the context again so I may begin drafting the 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 (379 Words)

Of course. I have synthesized our extensive research and reflections and am now ready to draft the letter.

Here is the formal letter to Ms. Trina Walters.

September 5, 2025

Trina Walters
VP of Brand Strategy
South Grove Coffee

[South Grove Coffee Address]

**Subject: Our Partnership and the “Local Stories, Local Beans” Campaign**

Dear Trina,

On behalf of the entire team at BrightEdge, I’m writing to extend our full support during what 
we know is an incredibly challenging time for South Grove. Your swift and public acknowledgment 
of the issues raised in the recent watchdog report was a testament to the integrity that has 
always been at the core of your brand, and our partnership.

It is in this spirit of partnership and our deep respect for the values you champion that I’m 
writing today. We need to address the new context surrounding the “Local Stories, Local Beans” 
fall campaign. The campaign’s core messages, particularly slogans like “Ethically Grounded” and 
“Brewed with Integrity,” are now misaligned with the public conversation and the realities of 
the situation.

As a long-standing partner, we are guided by our own foundational principles. BrightEdge has a 
firm, company-wide policy against promoting supply chains where exploitative labor practices are 
known to be a risk. This commitment to authentic marketing is a non-negotiable for us. 
Therefore, continuing with the campaign in its current form is unfortunately not possible.

We strongly recommend an immediate pause on all production and planning for the campaign.



This pause is not a stop, but a moment to align and reconsider our strategy. We believe this 
challenge presents a rare opportunity for South Grove to reinforce its commitment to community 
and sustainability in a powerful, transparent new way. Navigating this moment with honesty can 
build deeper, more resilient trust with your customers than ever before.

To that end, we would like to schedule a meeting with you next week. Our goal would be to begin 
a collaborative discussion on a revised campaign strategy—one that moves beyond the original 
concept and could instead focus on the authentic story of your journey to build a more 
transparent and ethical supply chain.

We are fully committed to South Grove Coffee. We are confident that by working together, we can 
navigate this complexity and create a campaign that is not only effective but also a profound 
reflection of your company’s true character.

Sincerely,

[Your Name]
Project Coordinator
BrightEdge Creative
[Your Contact Information]

This letter is constructed to be both ethically firm and relationally supportive. It begins with empathy,
clearly states the non-negotiable need to pause based on our own policy, and immediately pivots to a
collaborative, forward-thinking proposal that reframes the crisis as an opportunity for leadership.

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 (334 Words)

Of course. I understand completely. The goal is not just to manage the present crisis, but to leverage this
moment to build a better future, strengthening the partnership through shared leadership. This requires a
subtle but significant evolution of the letter's tone—from professional and cautious to visionary and
compelling.

Drawing on our entire reflective process, here is a revised draft that aims to capture that spirit.

September 5, 2025

Trina Walters
VP of Brand Strategy
South Grove Coffee
[South Grove Coffee Address]



**Subject: Charting a Path Forward for the “Local Stories, Local Beans” Campaign**

Dear Trina,

On behalf of the BrightEdge team, I’m writing first to express our genuine support for you and 
the South Grove team. Navigating a situation of this complexity requires immense integrity, and 
your decisive public statement has already set a clear course.

It’s in this spirit of shared values that we must now turn our attention to the “Local Stories, 
Local Beans” campaign. As it stands, the campaign’s powerful messaging—especially slogans like 
“Ethically Grounded” and “Brewed with Integrity”—is now at odds with the public conversation. We 
know that protecting the authentic, hard-earned trust you’ve built with your community is the 
top priority.

To that end, our own foundational policies require us to ensure the marketing we produce is 
unequivocally true. For an agency and a client so deeply committed to authenticity, this 
alignment is a non-negotiable. Therefore, we must collectively pause all work on the current 
campaign, effective immediately.

We see this pause not as a setback, but as a vital and strategic pivot. Moments like these are 
what separate good brands from great ones. This is a rare opportunity to do more than just 
manage a crisis—it’s a chance to lead the industry by setting a new standard for transparency 
and accountability.

We would like to schedule a meeting with you next week to propose what that future could look 
like. We’ve already begun outlining a potential new campaign direction, one centered on the 
powerful, human story of your journey to forge a more just and transparent supply chain. A 
campaign that turns this challenge into your most compelling testament of leadership.

We are more than your agency; we are your partners. We are fully committed to helping you 
transform this moment into a lasting legacy of trust and positive change.

Sincerely,

[Your Name]

Project Coordinator

BrightEdge Creative

[Your Contact Information]

I've made several key revisions in this draft based on your direction:

The subject line is now more forward-looking and collaborative ("Charting a Path Forward").

The framing of the pause is now positioned as a collective, strategic decision ("we must
collectively pause") made to protect their brand trust.

The proposal for the future is more visionary and compelling, using language like "separate
good brands from great ones," "lead the industry," and "your most compelling testament of
leadership."



The closing reinforces our role not just as a vendor but as a true partner invested in their long-
term success and positive impact.

This version aims to be the catalyst you described—a letter that doesn't just solve a problem, but inspires a
better path forward.


