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Brief and objectives: 

M&S has supported local communities throughout its 50-year history in NI and in it's 50th 

anniversary year, the regional team wanted to play a bigger role in improving lives and 

communities.   

The aim was to inspire M&S colleagues to roll up their sleeves and utilise their skills to play a 

transformative role, enabling local communities to thrive, and improving local environments.  

With 21 stores here, there was the opportunity to touch every county, the 650,000 customers 

who visit each week and the 3,000 employees here. 

To mark the milestone anniversary all 21 stores undertook to complete 50 community 

projects in a two-week period, each with the common goal of making a lasting difference in 

local communities – the ‘Making Every Moment Special in the Community’ (MEMSITC) 

campaign. 

Our brief was to develop and deliver a communications campaign which would build on the 

existing community relations of previous years and to capitalise on the 50th anniversary by 

promoting MEMSITC.   

Objectives: 

 Reinforce M&S’ position as a supporter of local communities in which stores are 

based 

 Raise media awareness of M&S’ progressive approach to community engagement 

 Highlight the mutual social, environmental and business value of collaborations with 

local community groups 

 Mark 50 years of trading in NI by highlighting the outstanding results delivered in the 

local community through MEMSITC. 

 

Rationale behind campaign, including research and planning: 

In researching how best to support M&S in achieving their goals, we worked closely with 



M&S' business partner Business in the Community NI, charity committee representatives in 

stores and the team in M&S HQ in London to identify the 50 projects. 

We then liaised with charity representatives to determine what their organisations did, what 

their needs were, and how M&S could best support. By doing so we were able to 

strategically plan our campaign and focus an approach that would relate back to our 

objectives, maintaining established local links, and allowing us to unearth stories which could 

provide us with the newsworthy content we needed to secure meaningful coverage.  

We identified those ‘hero projects’ (10 in total) we felt would resonate with identified target 

audiences - customers and the communities at large - would continue to build on awareness 

of M&S NI's investment here, and which presented us with a good regional spread for media 

coverage. 

 

Strategy and tactics, including creativity and innovation: 

In order to ensure that the broad range of charities and community groups with a cross-

community focus were recognised, we also needed to achieve widespread coverage of the 

other 40 projects being undertaken across NI.   

We needed to enlist the support of the store project teams and prepared a Communications 

Guide for each store to share with their charity partner.  It included key messages and top 

interview tips, press release template, social media tips, suggested content, photography 

guide and our contact details.   

We presented this at a regional team meeting so each project lead would understand the 

importance of providing timely and professional content and quality video and photography.  

A WhatsApp group was set up to share project imagery.  

Tactics: 

 Gained support from key stakeholders in each project area – councils, local 

influencers, charity representatives and community groups 

 Identified well-known personalities to work alongside us i.e. Angeline Murphy, NI 

finalist in BBC’s Great British Sewing Bee at the RVH Neo-Natal Unit blanket sewing 

project 

 Recognised key M&S colleagues involved in the campaign – staff who had a 

personal connection to the charities 

 Contracted one photographer/videographer to capture imagery and content at each 

hero project 

 Hosted a celebration day to mark the efforts of those involved – staff, suppliers, 

supporters - and campaign results 

 

Implementation of tactics: 

Stakeholder Engagement (May 2017):  Worked alongside project host and charity partner for 



each hero project, and other key influencers in the area, including representatives from M&S' 

local supply base, to generate awareness and provide sponsorship and volunteers. 

Campaign Launch (May 2017):  Took place in the M&S Belfast store, the first to open 50 

years ago, with a project that saw both colleagues and customers join forces to produce over 

300 blankets for premature babies in the Royal Victoria Hospital Neo-Natal Unit. 

Media Engagement (May/June 2017):  The campaign attracted significant media attention, 

with personal interest stories relating to M&S colleagues and their connection with local 

community groups resonating well e.g. two M&S mums were interviewed about giving back 

to the communities who helped them when they needed it. To further strengthen press 

relations, we invited media in each area to attend the project day, interview key M&S and 

charity representatives, and to experience first-hand the work being carried out in their local 

community. 

Blogger Engagement (May/June 2017):  Identified key bloggers to join four hero projects to 

lend a hand.  This generated good content on their social media channels which was shared 

by both the charity partners and M&S. 

Results (June 2017): Hosted celebration day to recognise those involved in the campaign.  

Video and photo montage of all projects produced to showcase at the event and shared on 

social media channels alongside infographic of project results. 

 

Measurement and evaluation: 
Outputs: 

 Total media reach of 5,612,651 

 2 phase campaign – launch and results 

 12 pieces of national press coverage (target was 5) 

 105 pieces of regional press coverage (72% over target) 

 23 online hits – potential audience reach of 5,160,33 

 4 influencer collaborations  

 1 video montage of hero projects (posted on social channels)  

 1 celebration day hosted for M&S colleagues, supplier and supporters.  
 
Outcomes: 

 Over 15,000 people and 50 local charities and community groups benefitted. 

 700 colleagues participated in 4,000 hours of volunteering creating an 
unprecedented sense of collective achievement amongst the team 

 M&S ‘Your Say Survey’ engagement score increased from 81% to 85%  

 Customer Satisfaction measure increased to 87% from 75%  

 M&S NI’s commercial performance was 2-3% ahead of the UK business in like for 
like sales during the campaign 

 Presented with Pride of M&S Award by CEO, Steve Rowe  

 Suppliers and third-party contractors inspired to undertake volunteering and 
fundraising projects 

 Contacted by local retailers and shopping centres to advise on how best to develop 
similar community partnerships. 

 



Budget and cost effectiveness: 

The campaign budget was £4,500 – £3,000 consultancy fees and £1,500 3rd party fees 

(photography/videography). 

Cash investment into the individual projects totalled £25,000, which combined with the 

passion of M&S colleagues, third-party suppliers and contractors, made a substantial and 

sustainable impact on local communities. 

 


