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TWININGS GREEN TEA

OB JECTIVE 

Storm was tasked with generating awareness of Twinings Green Tea in 

the consumer media during the two key ‘detox seasons’, New Year and 

summer, and drive trial of the product.

SOLUTION 

Storm teamed up with leading gym LA Fitness, to encourage health 

conscious 18–34 year old women – Twinings Green Tea’s core audience 

– to sample Green Tea in all its different variations. In addition 

to handing sample packs of tea to all LA Fitness well-being class 

attendees, a 10-point health plan compiled by leading nutritionist, 

Fiona Hunter was handed out to encourage gym members to align 

green tea with a healthy lifestyle. Twinings Green Tea posters were 

placed inside locker doors and on the doors of the well-being classes, 

and product information was also included on all class timetables and 

the LA Fitness website. 

A full media relations programme complemented this direct activity, 

with range and product reviews, and taste comparisons all taking 

advantage of the media’s increased seasonal interest in healthy eating 

and well-being. Part of this activity also saw Storm issue the 10-point 

plan to the consumer news and on-line media, which handbag.com 

carried on their website in January and then again in June.

R E S U LTS 

Twinings Green Tea was sampled to 35,000 health enthusiasts 

throughout LA Fitness’ gyms, resulting in very positive feedback, while 

more than 250,000 LA Fitness members experienced the Twinings 

Green Tea branding in the gyms.

In addition to this, Storm generated coverage with an EAV value of 

more than £60,000 in the consumer media, including a three-minute 

feature on Meridian TV News. In total, Storm delivered a 3.5 times ROI 

on the total media relations PR budget.
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