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Brief and objectives: 

Our brief was to achieve media coverage for the British Beekeepers Association (BBKA) to 

raise awareness of National Honey Week and increase sales and support for its consumer-

facing scheme, Adopt a Beehive. 

We also needed to re-position the BBKA as the authority on pollinators as other charities 

such as the Friends of the Earth overtaken it in this respect.  

The BBKA conducts an annual survey of members every October which records how much 

honey their beehives have produced.   

The survey had not achieved any noticeable media coverage since 2012 when there was a 

very cold winter, and the average beehive produced just 8lbs of honey. 

Since then, every year the honey crop had been very average, at around 30lbs per hive, 

which gave no media story or interest. 

Adopt a Beehive is sold entirely through media relations, with no advertising budget. The 

Honey Survey is its main marketing tool, and the only proactive media activity for the BBKA, 

so we had to find a way to reinvigorate the survey and bring it to life for journalists. 

 

Rationale behind campaign, including research and planning: 

From June we began initial research among beekeepers to explore their concerns and 

estimate what the honey crop was likely to be in October. 

We discovered the crop was likely to be ‘average’ again, but that beekeepers had huge 

concerns about a range of factors which could be affecting the honey crop, the future of 

honeybees, and all insects.  

We also heard many wonderful tales of beekeeping and farming practices ‘in the old days’ 

but were aware of the BBKA’s desire to attract new, young people to beekeeping; for it not 

be seen as a rural activity for older people. 

 



Our rationale for the campaign, therefore, had to be three-fold: 

 Burst the idea that ‘average’ is acceptable; 

 Build on positive perceptions – the age-old delight of beekeeping and the wisdom of 

beekeepers; 

 Prove that beekeeping is for anyone - young and old, countryside or cities, from all 

backgrounds who care about nature. 

 

Strategy and tactics, including creativity and innovation: 

Our strategy was to source powerful media collateral and case studies, coordinating it to 

peak during National Honey Week. 

We added a new question to the survey: “Which if any of the following factors are you 

concerned will affect the future of honeybees?” to give us our headline: “What worries 

beekeepers”. 

We identified a perfect traditional beekeeper, Jon Hobrough from Northumberland, a 

beekeeper for sixty years meeting exactly the popular image of a gentle, old beekeeper 

caring for his honeybees. 

We created an event for young urbanites by working with Barnaby Shaw of Urban 

Beekeeping, also a member of the BBKA, running a free event in Kennington Park where 

people could make seed bombs, learn about honeybees, make pizzas and drink Hiver craft 

beer. 

We produced Instagram-ready photos in-house to use across social media channels around 

Honey Week and the event in Kennington Park. 

 

Implementation of tactics: 

We wrote a short press release with the headline ‘What worries beekeepers’.  We 

highlighted the dangers of ‘a steady decline in the crop’ but ended in an up-beat way to 

show how the public could get involved and make a difference. 

We looked for an angle to make the UK special, to harness the Brexit zeitgeist: “Britain 

differs from the rest of Europe in that most of its beekeeping is carried out by amateur 

beekeepers.” 

We quoted Jon to show that the BBKA understood the necessity of modern farming 

practices but evoked the past: “In those days farmers under-planted crops with clover to 

nourish the land, nowadays there just isn’t time or space for this style of farming.” 

And finally, we highlighted that a steady decline in average is not acceptable: 

“The country’s honey crop remains depressingly small, just 24 lbs or approaching 11 kilos 

per beekeeper, pointing to a steady decline in the crop and an increase in worries about the 

future of honey.” 



We distributed the press release under embargo for publication on Monday 23rd October, 

the first day of National Honey week. 

We also packaged together feature content, photography and competition prizes to win an 

‘Adopt a Beehive for a year’ for regional long lead publications and websites, to target 

people in different parts of the country, and issued a diary notice about the London event. 

 

Measurement and evaluation:  

The Honey Survey was reported in 319 different media channels and websites, including 

The Times, The Telegraph, The Guardian, BBC and ITV News.  

The story about the honey crop and beekeepers worries reached over 318 million people 

(318,428,774 views, Meltwater.)  

It was featured on Radio Four Today’s Programme with Martin Smith, BBKA 

Communications Director interviewed live on October 23rd.  

Nineteen magazines covered Honey Week using the competition mechanic as a page or 

double page spread, which led to earned Christmas Gift Guide placements for the Adopt a 

Beehive scheme, including The Mail on Sunday, Daily Mail, Sunday Mirror and Delicious 

Magazine.  

The press release was reproduced almost verbatim which highlighted that beekeepers’ 

number one concern was the use of pesticides including neonicotinoids.  

The event at Bee Urban in Kennington Park was a hive of activity.  Barnaby said it was 

“rammed” and it was his best attended event in 2017.   

The event was featured online and in print in Time Out and The Londonist. Social media 

posts garnered over 1,500 clicks to the BBKA fundraising scheme page and reached over 

100,000 people.  

To date, sales for Adopt a Beehive are up 21 per cent year on year, jumping up from the end 

of October when the Honey Survey results were published, and National Honey Week took 

place. 

No other marketing activity whatsoever, so all sales increases can be attributed to the media 

relations campaign. 

One week after the BBKA’s Honey Survey campaign, Michael Gove, Environment Secretary, 

announced the UK will be banning neonicotinoid pesticides, and the BBKA has regained its 

position as the voice of the honeybee and pollinators. 

 


