
 

 

Category: Internal Communications Campaign 

Company: Democracy and Dulux 

Entry title: Making everyday quality 

 
 
Brief and objectives: 

After years of talking to trade and homeowners separately, research indicated a shared 

effort was required to convey that Dulux, one of the UK’s favourite brands, has quality 

beyond its competition. 

Paint, like every category, is under pressure. DIY shops and trade counters are pushing own 

label for better margins, competitors have slashed costs to drive volume and premium 

brands have upped their marketing presence. 

The realisation dawned that, together, Dulux is more than the sum of its parts: 

• Quality products meet the needs of customers, across coverage, colour matching 

and consistency 

• Investment in science and innovation 

• First class advice teams 

• Responsibility for each other and the environment. 

These qualities have been united under one ‘master brand’ proposition - the Dulux 

Promise™ - now emblazoned on paint cans. 

The launch needed to be more than an outward communication, uniting 3,500 people across 

the business. 

The brief: Create an experiential launch event for senior leadership team (UKSLT) and UK 

marketing team (UKIMT) to deliver: 

• An immersive induction demonstrating how all areas of the business come together 

to create the Dulux Promise™ 

• A memorable, theatrical experience 

• Potential to extend to all UK AkzoNobel sites 

• An interactive internal launch within a three week period - from pitch to delivery. 



The idea, research and planning: 

Democracy pitched an ‘escape room’ event to bring the Dulux Promise™ to life, showing 

how all teams play a part in the ‘ecosystem’. 

Democracy: 

• Liaised with AkzoNobel’s corporate communications team to understand which 

groups should be brought together for maximum impact 

• Interviewed each department, across Dulux Retail, Dulux Trade, Dulux Academy, 

customer support teams, innovation labs and merchanting teams to understand roles 

and contributions to each segment of the Promise 

• Developed the Escape Room logistics 

• Identified Marianne Shillingford, Creative Director at Dulux UK, as a stakeholder who 

could play a key role in our experiential event. 

KPIs were set out: 

• Minimum 10 members of UKSLT and UKMT to complete the activity 

• 75% key message penetration with internal teams from activity 

• 100% positive feedback from all participants. 

 

Strategy, tactics, creativity and innovation: 

Democracy identified an under-used, overlooked space, in Dulux HQ that could be 

transformed with enough ‘wow’ factor to engage time-pressed colleagues. 

The ‘Headspace’ room was selected as a space already recognised for colleagues to ‘take 

five’ from everyday tasks. 

Secrecy was key, with only one Dulux contact liaising with Democracy for maximum launch 

impact. 

Every element of the experience was to be linked to the Dulux Promise™ and demonstrate 

the requirement for multiple teams to work as one with clues designed to factor in every 

department. 

Upon escaping, Marianne Shillingford, would deliver an interactive presentation, to 

communicate the business’ commitment to the launch. 

Post-event, participants would be interviewed to ensure measurement and inform 

recommendations regarding further roll-out. 

Mysterious invites were issued to senior leadership and marketing teams, providing basic 

details. 

Escapologists were greeted with instructions to team up into groups of no more than three 

and only with colleagues they wouldn’t usually work alongside. 



Maintaining an air of mystery, all instructions were delivered via boards, before teams 

entered the Escape Room with 25 minutes to beat the clock. 

Using the research, we compiled numerical codes, utilising facts, figures, and some added 

algebra to test every team member - knowing that one member of each group could identify 

the ‘core value’ at the heart of every clue. 

To elevate the experience, Democracy designed and produced props for each stage of the 

journey including: 

• Riddle-filled invites drafted and issued with ‘COMPULSORY ATTENDANCE’ 

highlighted 

• Welcome boards 

• Theatrical props such as branded crime scene tape, and chained, padlocked chests 

• Clues printed on canvas and placed on easels highlighting facts and figures from 

each sector of the business. 

Production of a bespoke 16-piece jigsaw, each piece measuring 36cm x 27cm Takeaway 

gifts to keep the Dulux Promise™ front of mind post-event. 

Upon entry, participants were greeted with a sea of these props, scattered puzzle pieces and 

locked boxes, with codes to crack. Clues were printed on canvas and placed on easels. 

Correctly solved clues provided access to a jigsaw piece. 

A further 11 puzzle pieces strategically placed around the room, taking participants past 

props deliberately communicating the heritage of the brand, its long history of innovation, 

wide range of products (in the form of giant paint cans) and the infamous brand mascot - the 

Dulux dog. 

Once all jigsaw pieces were located, teams were challenged to piece together the never-

before-seen Dulux Promise™ icon. 

Teams then hammered on the ‘EXIT’ door, where they would be freed by Marianne - who 

quizzed them to ensure outtakes were captured. 

Following launch, the Dulux Promise™ jigsaw - which measures at just under 1m squared - 

was mounted in Dulux HQ, reminding every colleague of their contribution to delivering the 

brand promise. 

Each participant provided with a personalised notebook to ‘Make Everyday Quality’ New icon 

was displayed externally on the AkzoNobel building in Slough, highlighting the business’ 

commitment a new proposition and deliver further ‘internal buzz’ around launch. 

 

 



Delivery: 

Tight timescales meant Democracy pitched, planned and implemented activity within just 

three weeks. 

Democracy were on-site the day before the event to ensure successful set up and rehearsal. 

Representative from both AkzoNobel and Democracy on-site on the day, ensuring timing 

and appropriate teams. 

 

Measurement and evaluation:  

Anjelica Delfino, Dulux Promise™ Comms Manager: “The team at Democracy are so 

imaginative. We loved the idea and were even more impressed with their delivery of it. This 

was so different to our usual briefings and as such, really made an impact.” 

Alistair McAuley, Managing Director AkzoNobel UK & Ireland: “We need more of this! A 

brilliant example of how to bring comms launches to life. The team and Democracy PR 

should feel really proud of what we achieved.” 

Minimum 10 members of UKSLT and UKMT to complete activity - 13 team members 

participated. 

75% key message penetration - average key message penetration per team was 92%. 

100% positive feedback from all participants - achieved, including commendation from 

Managing Director of AkzoNobel UK & Ireland. 

 

Budget and campaign impact:  

£3,000 in hard costs. 

Team time within existing corporate comms retainer with Democracy. 

The internal launch activity is now scheduled to roll-out in the same format at more 

AkzoNobel sites. 

 


