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Brief and objectives: 
Manchester Arndale, a premium shopping centre based in central Manchester, briefed 
Purple Riot to handle the PR, media relations and social media for award-winning fashion 
charity initiative, The Empty Shop. 
In its fourth consecutive year, The Empty Shop asked shoppers to donate pre-loved clothing 
at donation points within the shopping centre over a 10-day period. All the donations have 
historically been given to local homelessness charity, Mustard Tree, who sell the items in 
their charity shops with all sale proceeds going back to the charity. 
The project has been a huge success in previous years, but the Manchester Arndale team 
were concerned that maybe the public and media were bored with it and so the brief was to 
invigorate the campaign and make sure it remained fresh and newsworthy. 
Objectives 

 To identify a new creative news hook 

 To increase awareness of The Empty Shop on a regional basis 

 To identify strategic partners to expand the reach of the campaign 

 To engage retail partners 

 To increase donations 

 To increase regional press coverage 

 To increase social media engagement 

 To increase sales totals 

 To secure TV and broadcast media, not achieved in previous years. 
 

Rationale behind campaign, including research and planning: 
Manchester is synonymous with music and so it was decided that working with a Manchester 
band or music artist would guarantee media and public interest. Before we began to identify 
possible ambassadors, we consulted journalists and influencers at key regional media 
including Manchester Evening News, I Love Manchester, BBC and Key 103. All the 
journalists agreed that adding a music angle would refresh the initiative. In total, 20 regional 
journalists and influencers were consulted over the telephone and by email. 
 

Strategy and tactics, including creativity and innovation: 
The campaign targeted a wide regional audience through a mixture of media relations, social 
media and stakeholder and influencer engagement, focusing mainly online but also print and 
broadcast media channels. 
The campaign was delivered over three stages which comprised of an official launch 
announcement, a VIP celebrity and stakeholder press event at the shopping centre and a 



post campaign results round up. We identified regional shoppers and students as our core 
demographic and released news announcements to mainstream regional, lifestyle and trade 
media and influencers. 
We created content to be posted across social media platforms to tease the launch of the 
campaign, during the campaign and announcing results. The content strategy included video 
form previous years, imagery and case studies. 
 
We identified the Musicians Against Homelessness initiative as an ideal strategic partner. 
The campaign works with bands and artists on a national level to raise funds for Crisis, the 
homeless charity. It was founded by music mogul Alan McGee and has a strong social 
media following with artists like Oasis, The Courteeners and Happy Mondays involved. MAH 
agreed to come onboard and supported the project by engaging Manchester singing legend 
Rowetta as the celebrity ambassador in kind and both MAH and Rowetta agreed to support 
with social media. 
Historically the campaign worked with one local charity, homelessness charity Mustard Tree. 
To engage a younger demographic and to broaden the projects reach, we engaged a 
second charity partner, youth volunteering charity vInspired who have a vintage and pre 
loved clothing shop in the student area of the city. It was felt by engaging a second charity 
partner with a younger audience we could increase the social media reach of the campaign 
and therefore donations. Because of the central location of the Goodstock store, it was 
decided that all the donations would be sold here, with all proceeds to be split evenly 
between Mustard Tree and vInspired. 
To engage retailers and businesses both at the shopping centre and externally, we created 
an e-invitation to donate to the project. 
 

Implementation of tactics: 
The media relations campaign was delivered over three stages from January 2017- February 
2017 with the actual event taking place at the centre from the 20th-29th January 2017. 
At the beginning of January, a launch press release was distributed to regional mainstream, 
lifestyle and trade media announcing the return of the event, Rowetta as the celebrity 
ambassador and announcing the partnership with MAH and the second charity. 
A VIP press event took place on the evening of 19th of January at the shopping centre with 
Rowetta, local influencer, press, stakeholders and retailers in attendance. Speeches were 
made by Rowetta, MAH and the shopping centre Director. Retailers were asked to make 
their donations, which totalled over £100k, at the event giving us more opportunities for 
press photos. A press release with images from the event was distributed early the following 
morning. 
A final press release was distributed once the event had finished to the same media 
including information on public donation totals, retailer donation totals and details of the sale 
event at Goodstock. 
A social media campaign began at the beginning of January posting daily content across 
Facebook, Twitter and Instagram. 
We created content for Rowetta and MAH who posted regular updates at every stage of the 
event. 
We distributed an e-shot to businesses in the local area asking for donations and several 
businesses set up donation points in their premises and supported with social media 
promotion. 
A VIP sale event took place at the Goodstock shop which was attended by local media, 
Rowetta and influencers. 
 

 

 



Measurement and evaluation: 
The results were outstanding. By engaging more strategic partners and adding a music 
element to the project, we successfully refreshed public and media interest in The Empty 
Shop. 
 

 30 pieces of national and regional press coverage including online, print, digital TV 
and radio with BBC, Key 103 and MEN 

 Secured a celebrity ambassador in kind 

 18,061,301 total reach 

 241 press coverage social shares (Coveragebook.com) 

 23 % increase in Facebook fans 

 286 % increase in average Facebook organic reach 

 200 % increase in Facebook engagement 

 11 % increase in Instagram followers 

 2.5 tonnes of clothing donated, 25 % increase 

 £100k of retailer donations, 43 % increase 

 Sale total- £11,662! A whopping 1,066 % increase! 

 National awareness of the brilliant work of Mustard Tree and vInspired 
 

Budget and cost effectiveness: 
£5,000 
The campaign exceeded expectations and delivered a high ROI for the client against a 
modest budget. 

 


