OBJECTIVE

Implement a PR campaign to get Sharwood’s back on the food pages
in key consumer press, and re-affirm their market leading ‘authority’
positioning in leading trade titles, such as The Grocer.

SOLUTION

A media audit at the start of the campaign showed that there was a
lack of knowledge and understanding of the Sharwood’s range and
therefore an intensive pro-active media relations programme was
implemented to educate and re-introduce Sharwood’s to the media.

New product ranges were announced through media launch events,
face-to-face briefings, media sampling campaigns and releases.
Existing products were supported by gaining coverage within

recipe and taste test pages, TV product tests, features, through
interviews and by focussing on key seasonal dates such as Chinese
New Year and Diwali. Trade activity focused on news releases around
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RESULTS

By the end of quarter three of the campaign (January 2007) 243
cuttings with a circulation of over 44 million had been achieved, with
regular coverage in all key consumer and trade media such as Fresh,
Olive, The Mirror, UKTV’s Daily Cooks, Ready Steady Cook and The
Grocer to name but a few. The EAV return on investment of this nine
month period was over four times the total annual PR budget.

A media audit also showed that journalists’ perception of the brand
had already changed. Compared to 10% in April 2006, 50% of
journalists now consider Sharwood’s as one of the most authentic
ethnic cuisine brands.

NPD, gaining significant share of voice in features and selling in ad-hoc
profiles and interviews.
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