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OBJECTIVE

Launching a new technology system to retailers and brand owners in
the food and drink sector is a challenging task. So ODIN approached
Storm to compile a 10-month public relations programme that began
in January 2007. The aim was to create noise about the design-to-print
brand development system, showcasing its existing credentials and
unique business benefits.

SOLUTION

A proactive media relations campaign was implemented to reach all
relevant marketing, packaging, printing and grocery retailing titles.

A comprehensive media tour of the key titles with a spokesperson from
ODIN ensured that the journalists where briefed thoroughly on this
complex brand management system, while a full media pack provided
all information from launch release, interesting facts and figures,
through to case histories.

On-going media relations complemented the launch and kept ODIN
front-of-mind over the 10-month campaign period. Case studies,
company profiles, viewpoint columns, ad-hoc opportunities, and news
releases were issued to constantly ensure ODIN retained a presence in
target publications.

RESULTS

As a result of the PR activity, ODIN has received a number of new
business enquiries as well as creating some crucial contacts within the
media. The programme achieved coverage in titles such as Packaging
Europe, The Grocer, Checkout, Retail Week, Retail Bulletin,

Retail Packaging, Retail Technology, Food Chain, Food Processing,
Food Trade Review, and Food and Beverage International.

The PR activity reached an audience of 774,774 and resulted in
coverage with an EAV of more than £45,000, delivering a 2.5 times
return on investment.
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