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Brief and objectives: 

Brief 

To support the East of England Co-op’s (EoE Coop) Sourced Locally Fortnight, Pier was 

tasked with devising a media relations campaign which would achieve news and feature 

coverage of the Co-op’s Sourced Locally initiative.  

 

Objectives 

 Generate footfall in EoE Coop stores to increase sales of Sourced Locally products 

(improve upon 2015) and reach the target audience (consumers/shoppers across 

Norfolk, Suffolk and Essex) 

 Achieve a greater number of pieces of media coverage and reach than 2015 

 

 

Rationale behind campaign, including research and planning: 

The EoE Coop Sourced Locally campaign aims to encourage consumers to re-consider their 

shopping habits by understanding the importance of shopping local.  

 

We set out to tell the story from field to fork, connecting consumers with local producers so 

they could understand the journey of their food. 

 

To address the myth that shoppers cannot buy local produce in convenience stores, we also 

needed to introduce and reinforce the association between local produce and the EoE Coop. 

 

 

Strategy and tactics, including creativity and innovation: 

To achieve this through PR, we worked to position the EoE Coop as an authority in local 

provenance in retail, and therefore as a valued source of credible information to consumer 

media. 



Building on momentum created by the campaign in the previous year, and to maximise the 

budget, we revisited and recommissioned research with YouGov that examined shopping 

behaviours and habits, such as:  

 

 Opinions on the importance of buying local 

 Frequency of local produce purchased 

 Types of produce consumers would be more likely to buy local 

 Reasons for buying local. 

 

As this was the second year of research we were able to identify trends and progress made 

year on year, as well as capitalise on the fresh findings and new angles. 

 

To create a rounded media package, additionally we: 

 

 Enlisted a retail economist for comment on the findings to add a further layer of 

expertise to the story 

 Created several case studies of local producers, with visuals, highlighting the 

heritage of the business – frequently family-led – and quality of the product 

 Used additional facts and figures that clearly demonstrated the benefits buying local 

brings, e.g. 

 

“Swapping just one product that you buy regularly for a local alternative for one week could 

plough an extra £15.3million into local economies up and down the country.” 

 

We cemented the story with a clear call to action – visit your local EoE Coop to buy great 

quality, local produce. 

 

 

Implementation of tactics: 

Preparation – two months ahead: 

 

We commissioned the research in good time ahead of Sourced Locally Fortnight to give us 

sufficient time to analyse the results and maximise every possible angle. With both economic 

and environmental angles and regional statistics, the press material was heavily tailored.  

 

Angles we utilised additionally to the research included: 

 

- Environmental benefits e.g. reducing food miles. 

- Creating and safeguarding local jobs and other benefits to the economy. 

- Consumer benefits – food is fresher. 

 

Media outreach – two weeks ahead of Sourced Locally Fortnight 

 

Intense media engagement was key to lift the story from the pages. We invested significant 

time in creating targeted media lists, focusing on both relevant media outlets and journalists 

previously engaged with the campaign’s key messages.  



 

We brought more attention to the story with hampers of Sourced Locally products which we 

delivered to a targeted list of influencers. 

 

One notable conversation was with Guardian journalist Yvonne Roberts, who came to East 

Anglia to visit two Sourced Locally producers, as well as interviewing two of the EoE Coop’s 

joint chief executives.  

 

Additionally, we: 

 Secured an on-air competition with radio station Town 102, offering a hamper as 

prize 

 Created content for EoE Coop sponsored columns in regional print media. 

 

Although primarily managed in-house, we also provided social media content. 

 

 

Measurement and evaluation: 
Results 

The campaign achieved 49 pieces of media coverage, including two pieces of broadcast, 

reaching 14 million people. Highlights included: 

 A seven-minute segment on public attitudes to buying local, including interview with 

EoE Coop board member and two local producers, on BBC Radio 4 You & Yours. 

 A several page Special Report in The Observer on the campaign and the importance 

of local provenance. 

 An exclusive in leading trade title The Grocer. 

 

Evaluation 

 

Sales 

 Total sales of £900,000 – an increase of 9% on 2015 

 

Media coverage 

 44% increase in number of pieces of coverage on 2015 

 85% increase in total coverage reach on 2015 

 

 

Budget and cost effectiveness: 

A successful, and impactful, campaign does not always require endless content and massive 

budgets. 

 

We stuck to our strategy and concentrated our efforts on delivering a robust story that would 

attract the attention of the media and deliver on all our key messages.  

 

By amplifying quality research and with a savvy media strategy over a tight two-week period, 

we successfully reached target consumers thanks to widespread coverage, taking the story 

from regional to national with ease. 

 



With a significant uplift in results from last year’s campaign, the team at the EoE Coop were 

delighted with the results. 

 

“Pier did a great job on this campaign despite the tight budget. As a regional business we 

wanted to try and generate some national coverage whilst reaching our customers and 

members through regional media. Pier delivered this for us, and we’re really happy with the 

results.” 

 

Oli Watts, Head of Communications, East of England Co-op 

 

 


