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Brief and objectives: 

Ann Summers has long been a household name in the lingerie and sex toy world. Since the 

brand’s inception in 1972, the retail landscape has changed dramatically with the 

introduction of online shopping and the rise in fast fashion that offers the latest lines at 

affordable prices. This has made competition within the lingerie and sex toy market fiercely 

competitive, as shoppers began placing importance on price, rather than heritage and 

loyalty. 

Hailed as the sexual innovation experts, Ann Summers needed to reconnect with their 

customers and attract a new generation of consumers. They wanted to create an engaging 

online content-led PR campaign that would use the brand’s authoritative position in the 

market; tackle the taboos on sex from a female perspective and help women feel 

empowered in their sex lives.  

Objectives summary: 

 Create a content-based PR campaign that empowers women sexually 

 Adhere to Ann Summers brand position of female empowerment and playfulness 

towards sex 

 Achieve online coverage views 

 Secure content coverage in online media  

 Include links back to the sex toys pages  

 Drive visits to the Ann Summers website and improve brand signals  

 Increase social media interaction with the brand 

 

 



Rationale behind campaign, including research and planning: 

We knew that in order to spark the kind of conversation Ann Summers desired, the 

campaign would have to strike the balance between being controversial but inoffensive and 

playful. 

Firstly, we analysed previous Ann Summers campaigns in order to see what topics, formats 

and messages the media and our target audience had been receptive to.  

One of the most successful campaigns we ran, in terms of coverage, centred around 

National Orgasm Day and the  disparity between the number of men and women who had 

faked an orgasm  (coverage example: https://www.express.co.uk/life-style/life/833965/how-

to-orgasm-women).  

Through our research into awareness days, we identified a day that was relatively untouched 

by competitors, which meant we would have a higher success rate in comparison to events 

like Valentine’s Day, which is fiercely competitive in the consumer PR space. So we set our 

sights on Couples Appreciation Month in April.  

We analysed the content on the Ann Summers blog to determine which pieces had attracted 

the most views and engagement over the last two years. We found that sex position pieces 

were the most popular in terms of views and shares on social media.  

By focusing on sex positions, it gave us the perfect opportunity to target couples and 

promote sex toys. We also wanted to conduct a campaign that would spark conversations on 

social media; sex positions alone weren’t necessarily going to have the shock factor needed 

to get thousands of people hitting like and share. Therefore we decided to challenge the 

public with a 30 Day Sex Position Challenge. Each position would be described entirely from 

a female perspective too, empowering women to take control of their own sex lives. 

 

Strategy and tactics, including creativity and innovation: 

Our team at Bring Digital began the challenge of cultivating 30 different sex positions for 

people to try, one for each day throughout April. We also assigned difficulty levels for each 

position (one being easy, five being difficult) and ordered the different positions accordingly. 

We started off with the easiest positions to ease people into the challenge, with the final 

week including the infamous “Butter Churner”. 

One of the most difficult aspects of executing PR campaigns for Ann Summers is ensuring 

that the content is the right level of risque but still safe enough to be featured in mainstream 

media. With this campaign in particular, we had to depict the different sex positions using 

imagery while keeping it as ‘safe for work’ as possible, so that the big news sites would 

cover the story.  

The Bring Digital team worked really closely with Ann Summers to ensure that the artwork 

brought the positions to life using the wooden dolls. 

 

 



Implementation of tactics: 

We invited people to take part in the challenge by: 

 Sending a press release to our existing and new contacts at online media 

publications 

 Announcing new positions each day on the Ann Summers social media platform 

 Sending a newsletter to their mailing list, announcing the challenge 

 Posting in online communities, such as Reddit 

 Using paid social media adverts to target new customers 

 

Measurement and evaluation:  

Campaign highlights: 

 We estimated 20 pieces of coverage - we achieved 89 pieces of coverage online 

 We estimated 1 million coverage views - we achieved 2.7 million coverage views 

 We wanted to drive 1,000 referral visits to the Ann Summers website - we achieved 

117,000  

 We wanted to increase social shares by 1,000 - we achieved 58,6000  

 We secured 20 links back to their sex toy category  

 Some media outlets generated videos using the sex positions imagery, which totalled 

25,000 views on Youtube  

The campaign massively exceeded expectations and targets, securing 89 pieces of 

coverage, which is 69 more than the target of 20.  

Many of the major tabloid and social sharing websites published the challenge. Coverage 

highlights included: 

 Cosmopolitan 

 LadBible 

 Mail Online 

 The Mirror 

 Buzzfeed 

 FHM 

 9GAG 

It gained worldwide coverage, with news sites from many different continents picking it up. 



A news channel also generated a video from the story, which received 12,000 views on 

Youtube. 

The LadBible social media coverage alone generated over 1,000 shares and over 3,000 

comments. In the end over 58,000 interactions (such as comments, shares and reactions) 

were totalled on Facebook which exceeded our target of 1,000. 

 
 

Budget and cost effectiveness: 

We have broken down the costs into the planning, creation and promotion phases of the PR 

campaign. 

Research and planning: £1,610 

Content creation: £2,150 

Promotion: £2,450 

Total budget: £6,210 

Due to the amount of people the campaign reached and the simplicity of the content 

creation, this became the most cost-effective and successful campaign Ann Summers has 

had.  

The coverage received approximately 2.7 millions views, which equates to less than 1p per 

view. 

The cost per visit referred to the Ann Summers website was 5p - demonstrating excellent 

value for money. 

 


