
 

 

Category: Outstanding In-House Public Relations Team 

Company: Co-op 

 

 
Number of staff employed - including executive / support staff - and annual 

public relations budget, showing areas directly under the control of the in-

house team: 

Team of 24 responsible for supporting core business areas of food, funeral & life planning, 

insurance and legal services.   

Cover all aspects of PR from reputation management to product promotion and devising and 

delivering thought-leadership campaigns. One director and one support staff. 

 

Business objectives and analysis of team performance against budget over 
the past three years:  

 Restoring the business to its rightful place at the heart of communities through a 

three year rebuild programme 

 To revitalise brand and membership proposition  

 Return to campaigning on issues that are relevant to our members and where we 

can, show leadership and make a  difference  

 Create a modern and efficient Co-op 

 

A brief overview of business / team strategy: 

Business strategy: 

 More closely interconnected business areas operating under Co-op brand 

 A greater focus on convenience and relevance, with market-leading products and 

services at competitive prices 

 Maintain a distinctive voice in society, championing causes that matter to members, 

while also taking a stance as an employer of difference in its sectors  

 



Team strategy: 

Over the last three years the in-house team has developed integrated, hard-hitting 

campaigns illustrating that we are back to being Co-op and promoting our purpose of a 

better way of doing business for customers and communities. This has seen Co-op return to 

its campaigning best. 

 

A summary of commitment to CPD and professionalism:  
 Members of team have completed CIPR Diploma  

 PR apprentice programme in place 

 Colleagues have access to training and industry experts are invited to meet with 

team 

 Team heads regularly speak at industry events, sharing best practice 

 On-going Twitter campaign using #WednesdayWisdom allowing team share 

knowledge and experience of PR industry 

 

A summary of recent outstanding achievements: 
 Year-on-year increase in coverage 

 At the height of the crisis the majority of articles mentioning Co-op were negative. 

This was reversed in 2016 with 76% positive coverage and 1% negative. In 2017, 

positive coverage increased to 84%.  

 YouGov survey named Co-op as one of the most improved brands from a corporate 

reputation perspective.  

Launch of the new membership scheme: 

 September 2016, launched new membership scheme – paying 5% to members and 

1% to local causes on purchases of own brand products – which has now attracted 

1.6million new members, ahead of 1million target set.  

 Now returned over £100m to members and £20m to over 8,000 community projects   

 Payout campaign to local causes generated 633 pieces of coverage   

Backing British: 

 Co-op Food wanted to become renowned for quality, British, local, food – without 

asking consumers to choose between value and values 

 In 2017, the team announced the Co-op British Commitments, from only selling fresh 

British own-label meat to a raft of local sourcing programmes across the UK 



 181 pieces of coverage reaching 75m for the fresh own-label meat campaign and 

267 pieces of coverage reaching 29m for local sourcing stories in 2017 

 Eight percent increase in sales of British meat in 2017 

Biggest ever survey: 

 May 2018, Co-op Funeralcare launched the UK’s biggest ever survey into death, 

dying, bereavement to tackle these taboo subjects and drive social change  

 Secured support of 8 key national charities  

 Integrated across PR and social to drive responses. Target of 20,000 UK adults 

exceeded, over 27,500 achieved 

 556 pieces of media coverage reaching 61m. 

 Phase2 will see Co-op work with the charities to identify solutions 

Launch of travel insurance: 

 January 2018, launch of new product, led by Co-op member research which found 

issues in the travel insurance market 

 490 pieces of coverage reaching 70m 

 Over 360,000 followers reached via influencers’ social activity 

Nisa acquisition: 

 Developed and managed a strategic communications programme to support the 

£137.5m acquisition of Nisa Retail Limited. Including a campaign to encourage Nisa 

partners to vote for the deal 

 Building positive engagement with key stakeholders  

 941 pieces coverage 

 

A summary of a campaign you are particularly proud of, including details of 

the brief, objectives, strategy, tactics, outputs, outcomes and budget: 

The Brief: 

Responding to an issue identified by Co-op members and British Red Cross (BRC), we 

partnered up to highlight and tackle the impacts of loneliness in UK communities. With a 

strong track record in campaigning on issues which are important to our members, our brief 

was to clearly position Co-op as a thought-leader and not just a fundraiser on the issue.  

Objectives: 

 Fundraising: Raise £3.5m for BRC  



 Campaigning: Increase awareness and understanding of loneliness. 

 Advocacy: Play a leading role in tackling loneliness, working with others to broaden 

impact 

 Beneficiaries: Develop services to support those experiencing loneliness 

 Volunteering: Deliver a volunteer programme to tackle loneliness 

Strategy: 

Co-op and BRC commissioned the largest independent study in to loneliness in the UK.   

The research report, ‘Trapped in a bubble - an investigation into triggers for loneliness in the 

UK’, revealed the scale of the issue. Findings showed six key triggers for loneliness; 

becoming a new mum, empty nest syndrome, retirement, long-term health issues, mobility 

limitations, bereavement, divorce or separation.  

The findings challenged perceived thinking and were used as point of difference in the 

development of our strategy.  

To create awareness and drive change, a multi-channel approach was taken.  This was led 

by a live event launching the report. Collateral was created to help tell the story and included 

footage/images of case studies, a summary of our report and a media release. 

Tactics and outputs: 

 Worked with Channel 4 News to develop a packaged programme – a three day build 

up to the launch of the report, featuring people from the trigger groups and secured 

coverage in print media timed to land on launch day.  

 Launch event – Kantar Public presented the report findings to 180 experts. 

Broadcaster Tazeen Ahmed hosted the event and led an expert panel Q&A session, 

which included Rachel Reeves MP, from the Jo Cox Commission on Loneliness 

 Case studies – these showed the devastating impact loneliness, illustrating the link 

between the different life changes and loneliness  

 Full and Summary Reports - this provided new evidence that was at the core of the 

story and used to support the event 

 Social media – used to extend the reach of the event through a Facebook live stream 

and Twitter posts  

Outcomes: 

 Increasing awareness - we achieved widespread coverage including a special 

Channel 4 feature, BBC News at Six, BBC News at Ten, Sky News, BBC Radio 5 

Live, Daily Mail and Telegraph. #tacklingloneliness became a top trend on Twitter 

with 3.8m impressions.  Issue now firmly on national agenda 



 Advocacy - Invited to sit on the Jo Cox Commission to tackle loneliness. Now 

chairing the National Loneliness Action Group. As a direct result of the campaign a 

Government  Minister now has responsibility for tackling loneliness  

 Fundraising - Co-op colleagues raised over £6.5 million - £3 million over target. 

 Volunteering and Beneficiaries - BRC has set up a community connector programme 

supporting people in communities. Local authorities are starting to adopted this 

model 

 


