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OBJECTIVE 

Premium adult soft drinks producer, bottlegreen had suffered from low 

brand awareness, with many consumers buying its products but not 

recognising the brand.  In order to tackle this issue bottlegreen planned 

to relaunch its drinks range and appointed Storm to raise awareness 

around the redesign and launch of its new kids cordial range, Junior 

within the consumer and trade press.

SOLUTION 

Storm implemented a pro-active media relations programme in order to 

secure strong coverage around bottlegreen.  To kick-start the campaign, 

a quintessentially English summer garden party was held at the two 

leading consumer publishing houses to introduce the ‘new look’ 

bottlegreen brand to the media.  This gave Storm the opportunity to 

remind journalists’ about the company’s wide range of products within its 

portfolio and brief them on the redesign and versatility of the products.

Following the success of the relaunch event, Storm organised a 

children’s party at London Zoo to launch the new Junior cordial range to 

the women’s and parenting press.  Over 20 journalists and their children 

attended the event, which was held during the school holidays.  

The events were further complemented by a continuous programme 

of product news, testing features, seasonal recipes and branded 

competitions, which were placed throughout the year to maximise 

coverage for the duration of the campaign.

RE SULTS 

Over 320 pieces of consumer and trade coverage were generated 

during the 12 month campaign in key national and women’s press, 

reaching over 62.4 million consumers.  Highlights include a feature on 

BBC News 24, ITV West and BBC Radio Gloucester on the elderfl ower 

harvest, a double page cocktail spread in Fresh magazine, product 

news pieces in The Times magazine, Sunday Telegraph magazine, Easy 

Living, She and Delicious.

The campaign delivered an equivalent advertising value of £485,783, 

representing a six-times return on investment.
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