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OBJECTIVE 

Appointed in June 2006, Storm Communications had clear objectives 

for Checkpoint Systems:  help raise awareness of the company’s 

market-leading position, establish as THE industry expert, highlight 

USPs and communicate product benefi ts of both new and existing 

products and services - all in a bid to help increase sales.

In addition to external communications, Storm was tasked with helping 

the marketing manager improve employee communications and boost 

morale within the UK headquarters.

SOLUTION 

Storm implemented a proactive media relations campaign to outline 

Checkpoint’s successes and new solutions, reaching customers and 

sales prospects through business, national and trade publications. 

In addition, external newsletters targeting prospects and Checkpoint’s 

key accounts were devised as a direct vehicle to strengthen 

relationships and drive sales.

Supporting the marketing manager, Storm put in place internal awards, 

company values and employee champions to increase the motivation 

of employees. This was complemented by an internal newsletter to 

facilitate better communication between management and staff. 

RE SULTS 

The internal scheme has proved to be a great success with employees 

and management commenting on the advantages of increased 

honesty and fl ow of communication. Motivation and ownership within 

Checkpoint have seen vast improvements.

Externally and in the media, Checkpoint’s share of voice has increased 

considerably and successes have included thought leadership articles 

in key industry titles, providing spokespeople for retail and theft 

related industry issues, and gaining speaker platform opportunities at 

industry conferences and exhibitions.  

CNBC, The Guardian, The Times, BBC Radio 4, BBC2 Working Lunch, 

Sky News, Retail Week, Professional Security, Fashion Business 

International and Packaging News are just some of the titles that 

Checkpoint have appeared in over the last 12 months, creating 

coverage with an EAV of over £220,000 and delivering an ROI of 

fi ve-to-one.  
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