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FAIRTRADE FORTNIGHT

OB JECTIVE 

To use Fairtrade Fortnight as a platform to talk about Slug and Lettuce’s 

food and drink credentials to its key audience of ‘twenty-something’ 

females, raising awareness that they are proud to support The Fairtrade 

Foundation and creating a point of difference on the High Street.

 

SOLUTION 

Storm implemented a series of fi ve Fairtrade fashion shows in key bars 

across the country by linking with People Tree, the UK’s leading fairtrade 

and eco friendly fashion label.  These events were timed to coincide with 

the launch of Fairtrade Fortnight to maximise press coverage, tapping into 

an increasing media and consumer interest in this ethical event.

Storm managed the events, devising all marketing collateral from POS 

for the bars, press kits, consumer hand-outs, even through to the fashion 

show scripts and presenting on the nights themselves.  The Fashion 

Shows also acted as an internal moral booster, as staff were used as 

models to ensure that they were fully involved in the campaign.

R E S U LTS 

The campaign delivered on all levels.  The London event on the eve of 

Fairtrade Fortnight was used by Sky News as the ‘launch’ for the overall 

Fortnight, complemented by national coverage in titles ranging from The 

Observer Food Monthly, Sunday Telegraph, Times and FT on Slug’s range 

of Fairtrade refreshments.  The regional events also received substantial 

coverage on local TV, radio and in print, as well as creating increased 

footfalls and additional sales revenue.  In total, the campaign delivered 

10 million opportunities to see and a return on investment of over 25 

times total PR budget.
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