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Brief and objectives: 

In 2017, international forest products company, SCA, split into two separate entities, creating 

Swedish listed hygiene and health company, Essity. The split and re-brand meant that there 

was a significant lack of awareness for the Essity name in the UK, despite its ownership of 

many major brands, including Bodyform, Plenty, Cushelle, Velvet, Tork, and TENA. This lack 

of awareness limited Essity’s ability to effectively operate, and to recruit the right talent. In 

addition, SCA had conducted only limited corporate PR and public affairs activity in the UK 

meaning Essity did not inherit any strong relationships with media or stakeholders on a local 

or national level. 

As a new hygiene and health company the 2018 brief was to give the Essity corporate brand 

name meaning and relevance in a competitive market place. The challenge was to generate 

mass awareness, initiate influencer relationships and demonstrate Essity’s commitment to 

addressing critical hygiene and health issues. 

 

The idea, research and planning: 

The first step was to identify a territory that Essity could own and lead. While many hygiene 

topics were already dominated by brands, research led us to primary school toilets; a place 

where children learn hygiene habits but where standards remain low, and where little focus 

has been placed. 

We believed we had the potential to shape the narrative, create a debate and drive genuine 

change in this area. To investigate the issues in depth, we commissioned YouGov to survey 

1,000 parents, teachers and pupils. The research found that primary school toilet hygiene 

levels are generally poor and identified several key contributing factors, from children not 

knowing how to wipe their bottom or wash their hands properly, through to unclean or poorly 

equipped facilities. 

It revealed: 

• Teachers, parents and pupils are concerned about poor levels of school toilet 

hygiene and the impact this has on health 



• Teachers believe that children aren’t learning essential hygiene behaviours early 

enough 

• Children are actively avoiding school toilets and adopting unhealthy behaviours as a 

result 

• Poor primary school toilet hygiene is having a major impact on children’s education, 

health and wellbeing. 

 

Strategy, tactics, creativity and innovation: 

To address the research findings, we created the School Hygiene Essentials Initiative, a 

collaboration between Essity and stakeholders. This enabled Essity to lead change, whilst 

bringing together the collective expertise and experience of educators, local authorities, and 

health and educational bodies to find the right solutions, giving the campaign credibility, and 

authenticity while driving genuine action. 

To raise awareness of the initiative, we devised a campaign based on the research but 

looking further to education, health, and economic outcomes. Using data and input from our 

stakeholder partners, we identified that one million hours of teaching time is lost through 

teachers cleaning up children after they’ve used the school toilets, costing £11m. 

To launch the campaign with maximum impact across multiple channels, we created multi-

format content, including the Bottom of the Class report, infographics, and tailored news 

releases. These were launched via media and influencer relations and a social media 

campaign, including social advertising support, to drive traffic to a digital microsite. 

 

Delivery: 

Essity was leading the call for action, but to drive conversation and change, we needed to 

gain the support of key stakeholders from the outset. We recruited powerful partners such as 

the National Association of Primary Education, children’s bowel and bladder charity ERIC, 

the School and Public Health Nurses Association and the Paediatric Continence Forum, to 

serve as advocates for the campaign. 

“We welcome this latest research by Essity and the findings highlighted in the report really 

strike a chord with our own experience and what we hear anecdotally from parents and 

those working in schools.” - ERIC. 

“The School and Public Health Nurses Association welcome this report which evidences the 

poor state of the toilets within our schools and the negative impact these are having on our 

children, young people and families.” SAPHNA. 

These primary influencers helped us to engage and recruit a wider set of advocates, 

generating further support and awareness of the campaign. 

Our media and social campaign generated mass awareness on launch day, with blanket 

coverage for the initiative and its key messages. Case studies of schools and 3rd party 

spokespeople enabled us to communicate our story without appearing self-serving. 



We also created a dedicated campaign content hub, driving traffic via organic search, paid 

social media, stakeholder partnerships and earned media coverage. On launch day alone, 

we saw 4,547 unique page views to the hub. 

 

Measurement and evaluation: 
• 75 pieces of media coverage across print, broadcast and online platforms for national 

(19), regional (75), and trade titles (7) 

• National coverage included Daily Telegraph, Sky News, Independent, Metro, The 

Mirror, The Times, The Sun, Daily Express, ITV and Daily Mail 

• Broadcast coverage on Sky News and a dozen BBC local radio outlets 

• 123 original social media posts (not including RTs of existing content) 

• Notable Twitter mentions including Sky News, The Independent, The Sun and TES, 

linking back to stories containing brand mentions and key campaign messages 

• 65,542,276 impressions 

• 819 people reached for every £1 spent 

• High profile campaign advocates secured, including the National Association for 

Primary Education, ERIC and the School and Public Health Nurses Association 

• Topic of poor toilet hygiene was addressed in a keynote speech from Amanda 

Spielman, Chief Inspector, Ofsted following outreach to Ofsted 

• 4,757 unique page views to the hub on launch day. 

 

Budget and campaign impact:  

Budget: £85,000 including all research, agency and social media advertising costs. 

The campaign has generated significant impact within our stakeholder community and 

schools and we have secured ongoing support from key stakeholders into the next campaign 

phase. 

Internally, the campaign has resonated strongly with employees who now feel the company 

they work for connects with issues that are familiar to them and their families. 

This chimes with one of the company's beliefs and behaviours - Care. 

Most significantly, the topic of poor toilet hygiene was addressed in a key note speech from 

Amanda Spielman, Chief Inspector at Ofsted following our outreach to Ofsted. 

Finally, in November 2018 the campaign was chosen to be a central feature of the 

international Fotografiska exhibition in Stockholm. 

 


