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OB JECTIVE 

Drive sales of Periproducts’ portfolio of oral hygiene products by 

maintaining a constant presence within the national, consumer and 

regional media, and support its key listings with retailers such as 

Boots, Waitrose and independent pharmacies.

 

SOLUTION 

A highly proactive approach was required for Periproducts over the last 

year as no new products were being launched and its Retardex range is 

now well established and extensively covered by the consumer media. 

Therefore, a hard-working media relations campaign was instigated.

To build on the successful coverage that Storm has achieved for the 

brand over the past six years, in 2006 Storm conducted a media 

briefi ng tour visiting key publishing houses. The media were educated 

on poor oral health and Periproducts’ portfolio was positioned as the 

solution. After the media tour Storm kept up an on-going dialogue with 

the journalists and ensured all those not visited were kept up-to-date 

with product information, offered case studies and provided with sector 

information and quotes when needed.

R E S U LTS 

Storm achieved more than a 40% increase in coverage EAV from 2005 

and created a ROI of almost fi ve times, with media coverage worth 

over £128,000.  A defi nite relationship between PR and product sales 

was also evident – coverage on the Retardex range within the Daily 

Mail saw sales rise an impressive 48% in one week, and case histories 

in women’s titles have also seen the same effect on sales through 

retailers such as Boots and Waitrose.
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