
Green Future Lab

Embark on a transformative journey with Green Future Lab 

innovative app and campaign, pioneering the future of clean energy.

Clean Power,
Brighter Tomorrow
P I T C H  D E C K

About Plan Campaign Portfolio
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https://www.worldatlas.com/r/w2000-h1125-q90/upload/c8/95/8c/shutterstock-630429824.jpg
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CURRENT SITUATION
Since over two centuries ago, modern energy has become the cornerstone of human 

development, from manufacturing to lighting, and from agriculture to transportation, 

playing a key role in the sustained economic growth worldwide. By the 21st century, the 

application of modern energy is ubiquitous in the industrialized world, providing a 

variety of services to everyone's life, so much so that it is often taken for granted. 

However, this has overshadowed the severe environmental challenges posed by the use 

of traditional energy sources, such as coal, oil, and natural gas globally, including 

climate change, species extinction, resource depletion, and ecological destruction. 

Furthermore, the uneven distribution of energy resources around the world has left a 

significant portion of the population excluded from the modern energy society.

675Million
675Million people still 

live in the dark
30%

Modern renewables generate almost 30% of 

electricity but are still minimal in heating and 

transport.
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Green Future Lab

https://sdgs.un.org/goals/goal7
https://sdgs.un.org/goals/goal7
https://1.bp.blogspot.com/-ttqX8YFDneE/WAla-uk805I/AAAAAAAACsE/xscvy_wCSpgvyF9HB9sxh1dLbMRtMzWlQCLcB/s1600/EJ_Collage_Pic.jpg
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Green Future Lab

Our Great Vision Our Great Mission

Our mission is to encourage people to 

embrace clean energy in daily life, promote 

eco-friendly products, and spur tech 

innovation and industry advancement. We aim 

to advance clean energy technologies and 

reduce their costs, making more clean energy 

solutions viable.

WHAT WE DO?
We are committed to achieving the United Nations' 2030 Sustainable 

Development Goals for energy, ensuring that everyone has access to 

affordable, reliable, sustainable, and modern energy.

Our vision is to elevate awareness of today's 

crises, encouraging more to help save 

humanity and Earth. We aim for universal 

sustainable energy, reduced pollution, green 

growth, and new jobs, building a sustainable, 

fair, and thriving future.

https://unstats.un.org/sdgs/report/2023/
https://unstats.un.org/sdgs/report/2023/


This is an app 

designed to 

promote clean 

energy awareness 

and action.

 

Why Green Future Lab
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OUR APP Application Highlights

Personalized User Experience

Discover daily life in VR with our 3D simulations, offering 

a personalized, interactive learning journey through 

energy use in kitchens, car parks, and roads.

Digital Energy Exhibition

The different types of clean energy and compare with 

the pollution caused by non-clean energy.

In-App Advertising Available

Users engaged with interactive content are likelier to 

respond positively to relevant ads.

User Message Board

Users can share how clean energy has positively 

impacted their lives, from community growth and job 

opportunities to economic well-being and daily choices.
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SWOT ANALYSIS

Strengths

Weaknesses

• Innovation.

• Practical Solutions.

• Comprehensive Educational Resources.

• Online and Offline Integration boost physical interaction 

and brand awareness.

• Limited appeal and entertainment value.

• High development costs and expertise required for quality 

3D VR content.

• VR equipment requirement limits access for some users.

https://www-statista-com.uow.idm.oclc.org/study/102489/sustainability-in-tech/
https://www-statista-com.uow.idm.oclc.org/study/102489/sustainability-in-tech/
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Opportunities Threats

• Growing investment and market expansion in renewable, 

climate, and green tech sectors highlight significant market 

opportunities.

• Growing environmental awareness drives more eco-friendly 

consumer decisions.
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• Fewer startups in environmental tech may slow innovation 

and product adaptation to consumer needs.

• Clean energy tech's slow commercialization and maturity 

may lead to lower market acceptance than expected.

https://www-statista-com.uow.idm.oclc.org/study/102489/sustainability-in-tech/
https://www-statista-com.uow.idm.oclc.org/study/36463/global-investments-in-clean-technology-statistia-dossier/
https://www.iea.org/reports/clean-energy-innovation/clean-energy-innovation-needs-faster-progress
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Students

High school and college students eager for 

practical, interactive learning experiences and 

passionate about environmental science and 

sustainability.

TARGET GROUP

Environmental Enthusiasts

Individuals committed to environmental protection 

and sustainable living, looking to expand their 

knowledge and impact.

Tech Aficionados

People fascinated by the latest technology 

trends, especially emerging tech in VR interaction 

and environmental conservation.

Conscious Consumers

Shoppers interested in purchasing eco-friendly 

and sustainable products, aiming to make more 

conscious consumer choices.
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Technology and Sustainability Media

EXPECTED MASS MEDIA COVERAGE

Related news websites and magazines might cover 

the innovative technology and educational value of 

this app, especially its features for VR interactive 

learning.

Mainstream News Media

TV news programs and online news websites might 

report on this app and its offline events, especially 

overviews of the events, visitor interactive interviews, 

live broadcasts, and special programs.

Social Media and Blogs

Promotion through social media influencers, tech 

blogs, and environmental blogs could attract 

wider attention and discussion.

Environmental Science Learning Podcasts

Radio shows focused on environmental protection and 

science might be interested in this app, sharing feedback 

from users on usage and offline experiences, along with 

analysis and commentary.
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Online Event

The official app will roll out a series of teaser posts on social media to drum up excitement for the 

offline event. Continued interaction will keep the buzz alive and draw attention.

Offline Pop-Up Exhibition

The pop-up exhibition is designed with a wealth of experiential areas, offering visitors an immersive 

learning and sensing experience.

CAMPAIGN OVERVIEW
# G r e e n L i v e S m a r t
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# G r e e n L i v e S m a r t

SMART OBJECTIVES

PARTICIPANTS

Ensure the offline exhibition attracts 

at least 300 people for a visit and 

experience.

ENGAGEMENT

01 02

03

USER GROWTH

Ensure that our social media 

maintains a rising rate of followers 

and engagement until the very end of 

the campaign.

Ensure that the app's download 

numbers continue to rise until the end 

of the campaign.



MEDIA PLAN

WEEK 
1~2

WEEK 
5~6

WEEK 
7~8

WEEK 3
WEEK 4

- Pre-Launch marketing

- Frequent updates on Pre-
launch content

- Phase 1

- Post social media

- Highlight upcoming app 
launches

-  Promote offline events

- Launch the app

- Promote via social media

- Issue PR press release

- Target mainstream media

-  Engage specialized media 
channels

- Launch OOH advertising 
campaign

- Monitor media coverage 
mainstream media

-  Adjust publicity strategy
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MEDIA PLAN - Phase 2

WEEK 
9~10 

WEEK 
11 WEEK 

12

- Announce upcoming PR 
events details

- Begin invitations on social 
media

- Prepare event venue and 
materials

- Invite guests and 
participants

- Hold offline event

WEEK 
13 

- Collect event feedback

- Publish event summary

- Highlight key moments via 
media channels

WEEK 
14 

- Assess the effectiveness of 
the entire media plan

- Prepare a project summary 
report

- End of the campaign
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·The PR event is a POP-UP exhibition with an educational and technological experience.

·The aim is to promote Green Future Labs and increase the number of downloads.

·The exhibition included an area with explanations about clean energy, a model area, an interactive software VR 
experience, and explanations about the future development of clean energy and the difficulties it may face.
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PR EVENT - Pop-Up Exhibition

Guided Tour Area VR Interactive Area Physical Display Area
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CONTENT MARKETING

Posters of Online Posts
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CONTENT MARKETING

Main Posters
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CONTENT MARKETING

Social Media Official Account:
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CONTENT MARKETING

X Pre-Launch Post Instagram PR Event Launch PostLaunch The App Post
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OOH 
ADVERTISING
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- Display #GreenLiveSmart posters on main London bus routes for increased visibility.

- Feature #GreenLiveSmart posters at Piccadilly Circus and in Underground billboards for high impact.
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OOH 
ADVERTISING
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PRESS RELEASE:
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BUDGET

Influencer Marketing
- Tech Influencers on YouTube: Y640 (one post) x 4 

= Y2,560

- Environmental Bloggers on Instagram: E560 (one post) x 5 

= E2,800

- VR/AR Specialists on Twitter: T400 (one post) x 3 = T1,200

01

Online Advertising
- Tech News Websites: N12-N16 (daily) x 30 days 

= N360 to N480

- Educational and Environmental Magazines Online: M16-

M20 (daily) x 30 days 

= M480 to M600

02

Traditional Media Coverage

- TV News Program Segments: V1,600 x 5 segments

= V8,000

- Radio Shows on Environmental Science: R960 x 4 

= R3,840

03

Special Programs and Events

- Offline Interactive Events: O4,000 (event setup) x 2 

= O8,000

- Live Broadcasts and Special Programs on Social Media: 

S2,400 (production costs) x 3 = S7,200

05

Content Marketing

- Production of VR Interactive Learning Content: 

Free (assuming in-house creation)

- Collaboration with Educational Institutions for Content: 

Free (mutual benefits)

04

= YET+N+M+VR+OS34,440
To YET+N+M+VR+OS34,680

21
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• Ads may fail to engage the target audience or 

deliver a clear message.

• Market saturation with similar apps makes 

distinguishing features vital.
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PROBLEM                                       SOLUTION  

• Customize ads for different platforms: brief for buses, 

visually rich for LED screens.

• Use gamification like achievements and challenges to 

enhance user retention.



About Service Team Portfolio

23

Company Name

Phone Number

400-888-8935

Business 
Collaboration

GFL@gmail.com

CONTACT US

01 02
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THANK YOU

About Service Team Portfolio
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