
 

 

Category: Consumer Relations Campaign 

Company: Weber Shandwick 

Entry title: Getting the UK to Love Canned Food 

 

 
Brief and objectives: 

Tinned food is in trouble, bearing the brunt of the wider ambient food sector’s decline of 

£84.5m (3.6%) [Kantar Worldpanel]. Moreover, consumers are increasingly fond of ‘fresh’ 

food products and the farm to table concept, leading to misinformation about how truly fresh, 

nutritious, convenient and valuable canned food is.  

This led us to our overarching goal was to educate people about the benefits of canned food 

and encourage them to buy and consume more of it.   

Below are the specific objectives across primary channels.  

Digital: 

 40K website visits  

 35M impressions from digital advertising (Search/PPC, Display and YouTube)  

Social : 

 40,000 video views on YouTube  

 1,800 post engagements on Instagram  

PR: 

 24 unique news articles / media coverage  

 2.4M impressions from media coverage   

 

Rationale behind campaign, including research and planning: 

Tinned food is in trouble, bearing the brunt of the wider ambient food sector’s decline of 

£84.5m (3.6%) [Kantar Worldpanel]. Moreover, consumers are increasingly fond of ‘fresh’ 

food products and the farm to table concept, leading to misinformation about how truly fresh, 

nutritious, convenient and valuable canned food is.  



This led us to our overarching goal was to educate people about the benefits of canned food 

and encourage them to buy and consume more of it.   

The barriers were plenty and initial consumer research proved all of our concerns. ‘Canned 

food is old fashioned’; ‘canned food isn’t as fresh as frozen or chilled’; ‘canned food is full of 

preservatives’ were only some of the perception challenges we would need to overcome. We 

conducted a survey with over 2,000 respondents (with One Poll), that confirmed all of these 

misconceptions and that there was a lot of work to be done.  

We needed a creative platform that would allow us to:  

 Be heard - Educate the consumer and give them permission to buy canned food 

 Mean more - Be inspiring and aspirational while communicating in a real, down-to-

earth voice with an understanding of the pressures of modern family life 

 Incite action - Drive sales, understanding and love for canned food 

 

Strategy and tactics, including creativity and innovation: 

We were responsible for the creative idea as well as planning, research, strategy and 

execution. One of the biggest challenges we faced was addressing the appearance of food 

coming from a can. Canned food simply did not lend itself to an era of Instagrammable, 

mouthwatering, foodie imagery. To address this, we worked with photographers and 

producers to craft imagery and video footage which showcased canned in an aspirational 

way that had never been seen before.  

Recipe development / ambassador engagement 

We enlisted Great British Bake Off blogger and author Holly Bell as well as respected 

dietitian and nutritionist Azmina Govindji to develop rich media content:  

 30+ unique recipes to be used for media relations (recipe placement) as well as the 

website  

 10+ long-form recipe videos featuring Holly Bell developing the recipes  

 10+ short-form recipe videos to cater to the needs of mobile-first users searching for 

quick, fast, easy and simple recipes  

 10+ tips and tricks incorporating a canned ingredient used predominantly for 

Instagram engagement and media relations 

 

Implementation of tactics: 

Website development and launch: 

We worked in partnership with CTI to develop the Love Canned Food website. We hosted a 

website competition that received over 5,500 entries, giving the winner £400 in vouchers and 

a hamper of canned goodies.  



Consumer survey / radio day: 

We worked with One Poll to question 2,000 people about their shopping habits and their 

knowledge about canned food. We used the survey findings to 1) make a case for why the 

campaign was needed and 2) to help us outline exactly the myths we needed to debunk and 

3) create newsworthiness around the campaign as a whole.  

In partnership with Azmina Govindji, we made a splash on the radio using the survey 

findings. With more than 15 radio interviews, we reached over 3.4 million people, drove 

listeners to the campaign website and delivered key messages. 

Media relations: 

We engaged with trade and consumer journalists to let them know about Love Canned 

Food, securing 78 unique pieces of coverage, ranging from The Sun, The Independent, 

Yahoo UK, Daily Mirror, Closers and Woman’s Own. 

Social media: 

We launched a YouTube channel to host our recipe videos, which now boasts nearly 1M 

video views and 452+ subscribers. We also launched an Instagram channel – now with more 

than 1M impressions and 143K engagements.  

Influencer engagement: 

We enlisted mid-level influencers Little Sunny Kitchen, The Petite Cook and My Fussy Eater 

to develop recipes using canned food for their respective blogs and social channels. Their 

social content reached approx. 126K users with more than 1,438 engagements. 

Digital advertising: 

We used £20K in paid advertising to further amplify our efforts and ensure Love Canned 

Food would be seen by our target audience. Through Search/PPC, Display and YouTube 

advertising, we were able to generate 26M impressions alone, and drive 41.7K users to the 

website. 

 

Measurement and evaluation:  

Since launching in July 2017, we have generated 72M+ impressions across digital 

advertising, social media and media coverage. Other highlights include:   

 78 secured articles on publications such as The Sun, The Independent, Yahoo UK, 

Daily Mirror, Closers and Woman’s Own – exceeded our KPI by 325% 

 21 pieces of radio coverage, after completing a radio day with our brand ambassador  

 1M+ YouTube views to-date on popular recipes such as Steak and Vegetable Pie 

and Italian Tuna Balls and Spaghetti recipes – exceeded our KPI by 1,227% 

 143K+ Instagram engagements on delectable posts such as the homemade chilli con 

carne and the mandarin smoothie – exceeded our KPI by 7,944% 



 56.3K+ website visits across a variety of delicious recipes like Corned Beef Sliders 

and Three Bean Tacos – exceeded our KPI by 133% 


