
 

 

Category: Regional Campaign of the Year 

Company: Pier PR & Marketing and East of England Co-op 

Entry title: Co-op Guide to Dating 

 

 
Brief and objectives: 

Last year the East of England Co-op took the food industry by storm in a stand against food 

waste by becoming the first major retailer to sell products past their Best Before for a 

nominal 10p.  

Scheme objectives: 

 Save at least 100,000 food products from waste in the first year 

 Help customers understand the difference between Best Before and Use By dates 

PR objectives: 

 Support the campaign announcement with targeted media relations 

 Build awareness of the food waste conversation 

 

Rationale behind campaign, including research and planning: 

The Co-op has always strived to tackle wider issues in society and is known for being a 

trailblazer. Globally it is estimated between 30-50 % of food produced for human 

consumption is wasted and last year UK households threw away £13bn of edible food.  

The Co-op identified the need for bolder moves to tackle food waste. The Co-op supports 

food banks and collection points for donated goods are available in all stores. However, the 

majority do not accept food past its Best Before. 

To tackle the issue, the Co-op put together a dedicated task force to come up with ideas and 

a plan of action. From here, the Co-op Guide to Dating was devised.  

The idea behind the scheme was a simple one. Sell produce past its Best Before for a 

nominal price, reducing food waste and keeping edible produce in the food chain, while 

empowering customers to better understand Best Before dates.  



Trialling the scheme was critical. From a business perspective this was a must to ensure the 

scheme would be feasible, and from a consumer perspective to ensure customers would be 

receptive.  

During the trial, questionnaires were sent to Co-op members. The results were 

overwhelmingly positive, with a strong 97% confirming they would be happy to buy and 

consume something past its Best Before date. The research also confirmed many remain 

confused on the difference between Best Before and Use By. 

 

Strategy and tactics, including creativity and innovation: 

Marketing and positioning was an important part of the strategy to help tackle the education 

piece, and the light-hearted, ‘Co-op Guide to Dating’ brand was devised. With clever 

straplines including, ‘Don’t be a binner, have it for dinner!’, ‘Don’t leave me this way’ and ‘It’s 

not nice to get dumped’, each store carried clear messaging about what Best Before meant, 

when dates were important (i.e. Use By) and how the food was perfectly edible. 

After the successful trial, the scheme was rolled out to all stores. Pier led a tightly controlled 

launch to the media which included: 

 A sharp press release which would work for both trade and consumer titles, under a 

clear embargo. 

 Interview time with a senior Co-op spokesperson to create a broadcast-friendly 

package, ensuring our spokesperson was fully briefed and able to speak confidently 

about key issues, such as the difference between Use By and Best Before. 

 Clear and PR-friendly photography of the scheme with our spokesperson. 

 An exclusive launch in The Grocer, coinciding with its Waste Not Want Not 

campaign. 

 

Implementation of tactics: 

For the full scheme roll-out, cost-effective media relations were at the heart of the campaign. 

Pier strongly believed in the newsworthiness of the campaign, and this hunch proved correct 

when media interest rapidly amplified after The Grocer story appeared.  

Over a 24 hour period, tactics included: 

 Initial interviews with BBC Radio 4 Today Programme and The Times. 

 Basing our spokesperson at one store in Essex. This was easier for London film 

crews, ensured we accommodated as many opportunities as possible and only 

needed to brief store staff once. 

 Declining a local BBC request for a Norwich-based interview. This strategy paid off 

when the national BBC team who filmed with us in Essex, shared their footage. 



On one day, Pier managed a busy schedule of requests and interviews, in one small food 

store that remained open to customers throughout, including: 

 A live slot on Sky News.  

 Interviews with BBC News, ITV News, ITV Anglia, Channel 5 News and Sky News. 

 Phone interviews with national & local radio stations.  

Between each interview, which was always accompanied, we discussed with our 

spokesperson any learnings to optimise key message delivery. 

 

Measurement and evaluation:  

Save at least 100,000 food products from waste in the first year: 

It is estimated the scheme will save at least 150,000 products. 

Help customers understand the difference between Best Before and Use By dates: 

Included as a key message in much of the coverage (not measured due to volume), notably 

in significant amounts of broadcast spots.  

Support the campaign announcement with targeted media relations: 

Not only were we on almost every national TV network, the story went global, and coverage 

flooded in from around the world.  

Highlights included: 

 The Times, The Daily Telegraph (both front pages), Daily Mail, Metro, The Sun, The 

Guardian, The Independent and Huffington Post. 

 Prime broadcast coverage across the biggest news & radio networks. 

 A potential international reach of 1.2 billion and around 4,000 known reports of the 

story. 

Build awareness of the food waste conversation: 

Our The Grocer feature was championed in its Editor’s Letters: “Well done East of England 

Co-op. We need businesses with the balls to be radical on waste” and a commentary piece 

in the Times noted: “The world just got a little more sensible with the decision by East of 

England Co-op to sell off stuff that is past its ‘best-before’ date for 10p.” 

Global media attention prompted responses by other major retailers and put pressure on the 

UK’s supermarkets to do more to combat food waste, with many later making their own 

announcements. 

 



Budget and cost effectiveness: 

As a key awareness driver, the PR aspect of the campaign was extremely cost-effective, 

utilising existing Co-op assets and delivering outstanding results. 

 


