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Brief and objectives: 

Iconic trucking brand Eddie Stobart wanted a trusted partner to build an effective social 

media presence for its driver training academy. Previously an exclusively in-house facility, 

the Eddie Stobart Training Academy enables businesses, drivers and workers from the 

logistics and supply chain sectors to improve their skills to keep up with a rapidly changing 

business environment. It also provides training to those wishing to become drivers. 

New into role, Julie Daintith, Head of Communications, approached Intelligent Conversation 

(IC) for professional support with the Academy’s Twitter and Facebook accounts, with the 

aim to raise awareness of its training courses and to drive income. Accounts had been set 

up for three months but weren’t delivering the desired impact. 

The brief:  

 Review and reshape both channels to deliver an increase in reach and engagement 

 Create channels that are not only engaging, but proactively develop the Eddie 

Stobart brand in line with its iconic history 

 Raise awareness of training and driving courses offered by the Training Academy 

and increase uptake of driver training 

 Manage all organic and paid-for activity – including strategy, posts and responses  

 Train the in-house team to be able to take on elements of activity themselves 

 

Rationale behind campaign, including research and planning: 

IC began with an in-depth assessment of the existing channels to understand what was 

working and what wasn’t. We benchmarked performance against metrics from work with 

other consumer-facing brands and applied our knowledge of social media best practice to 

identify gaps and opportunities. 

The conclusion from this initial research: the Academy was not leveraging the benefits of 

being part of a much-loved brand. Like many businesses in their early days on social media, 



it was also adopting an overly commercial approach – selling rather than listening and 

responding to its target audiences. Tone and language were underplaying the brand’s 

professional standing and heritage.  

The rationale for the new campaign: 

 Change the names of both social accounts to directly link them to the brand, 

capitalising on its huge appeal and making the channels easy to find by staff, 

trainees and wider audiences; 

 Refresh the look of the channels to show a professional but also a human face; 

 Support a clear strategy: content for the channels must solve the audience’s 

problems, celebrate Academy staff or support the wider Eddie Stobart brand. 

 

Strategy and tactics, including creativity and innovation:  
 Working collaboratively with the client, we developed a brand strategy and tone of 

voice for the Training Academy on social media, with a clear key principle: everything 

is audience-focused.  

 We created content that tells the brand story through its people, bringing to life 

training and day-to-day activities through stories, images and videos of employees. A 

post about in-house DVSA examiner Glen was the #1 organic post for January-April 

18. 

 We encouraged the client not to be afraid of difficult topics – like the Lee Rigby 

memorial truck and industry-wide issues. 

 We shared third-party information to benefit key audience groups – i.e. highlighting 

relevant awareness days and advice for health issues that are prevalent in the 

industry. The Facebook channel, where most employees are found, provides regular 

health and lifestyle information. 

An example of creativity is a mini campaign around Eddie Stobart’s work with rally driver 

Mark Higgins. We ran a competition on Facebook to name Mark’s car (in the same way 

Eddie Stobart lorries are named). The result:  

 10,876 clicks;  

 138,327 reach;  

 3,898 reactions, comments and shares. 

Instead of just announcing the winner, we asked Mark to film a short video and extended the 

story with images of Mark adding the name vinyls to his car. 

 

 



Implementation of tactics: 

November 2017: review of existing channels and strategy/activity recommendations. 

 Original Twitter handle and Facebook page were changed from @Train_with_ES to 

@EddieStobartTA 

 Developed and ran the first Facebook campaign – a boosted Black Friday post 

offering 20% off driver training courses.  

December 2017: IC began managing the Twitter and Facebook channels. 

 Template posts developed to enable quick responses to complaints or issues 

 First month’s content scheduled and posted 

 Strategic following of media, influencers and target audience leaders 

March 2018: in-house team started to deliver some social activity 

 IC delivered bespoke in-house training for 20 employees, covering an introduction to 

social media, ‘dos and don’ts’ and advice on how to create content that engages 

target audiences. Also included appropriate crisis response times and wording. 

April 2018: a further name change 

 Due to their popularity and success, the channels were now being used for content 

beyond the Training Academy itself and were touching other parts of the business. 

The new names reflect this: EddieStobartOfficial (@EddieStobartCom) on Twitter, 

and Eddie Stobart Logistics (@EddieStobartLogistics) on Facebook. 

 

Measurement and evaluation:  

In just six months, IC has transformed Eddie Stobart’s fledgling Twitter and Facebook 

accounts into serious business tools delivering impressive reach, engagement and income.  

Twitter followers increased by 791%, Facebook followers by 1,500% and both channels 

have now broadened their remit to connect the much-loved brand with a wider target 

audience – including handling complaints and problems. Training has given the in-house 

team the confidence and skills to extend the good work. 

Stats for 1 January – 30 April 2018: 

 2,373 new Facebook likes (291% increase) 

 723,523 Facebook impressions (211% increase) 

A Black Friday promotion on social media delivered £17,100 in sales: 

 ROI: £0.01 cost per £1,000 income 



Julie Daintith, Head of Communications, said: “When I first came to Eddie Stobart Logistics, 

social channels had been launched but were not performing as they should for such an 

iconic brand. I wanted a turnaround.  

“The change in the channels has been outstanding. They’ve not only increased in reach and 

engagement but they’ve also generated income for the business. I’m extremely proud of our 

brand and what it stands for. We’ve collectively achieved a massive turnaround on social 

media and I’m excited to see what more we can do.” 

 
 

Budget and cost effectiveness: 

Agency fees for 6 months: £8,750 

Social media spend: £1,100 

This was a highly cost-effective campaign, delivering significant increases in reach and 

engagement for a modest consultancy fee, and equipping the client to take some of the work 

in-house. 

 


