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Brief and objectives: 

In 2017, forest products company, SCA, split into two separate businesses, resulting in the 

creation of Swedish listed company, Essity. The split meant there was a significant lack of 

brand presence for the Essity name, even though it’s the producer of many household 

hygiene and health brands across the world. This lack of awareness was impacting on the 

company’s ability to effectively operate and recruit the right talent. 

Our brief was to make Essity UK stand for something and drive genuine action in order to 

give it relevance in an extremely competitive market place. 

We were specifically tasked with: 

• Establishing the Essity name in the UK and positioning it as a leading hygiene and 

health company 

• Driving genuine action and change, creating real solutions to real hygiene problems 

• Creating a set of influential advocates on a local and national level. 

 

The idea, research and planning: 

Firstly, we needed to identify a territory that Essity could really own and lead thought within. 

Our initial research led us to primary school toilets - the place where we learn key hygiene 

habits that stay with us for life but an area in schools that appeared to suffer from poor levels 

of hygiene. 

To investigate in more depth, we conducted research, in partnership with YouGov UK, to 

survey 1,000 parents, teachers and pupils. Our research found that levels of hygiene in 

primary school toilets are generally poor and identified several key contributing factors, from 

children coming to school not knowing how to wipe their bottom properly or wash their hands 

correctly, through to facilities that are unclean or poorly equipped. 

 

 



It revealed: 

• Teachers, parents and pupils are concerned about poor levels of hygiene in primary 

school toilets and the impact this has on health 

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

enough 

• Children are actively avoiding the toilets at school and adopting unhealthy behaviours 

to do so. 

Worryingly, this meant that poor levels of hygiene in primary school toilets were having a 

major impact on children’s education, health and wellbeing. A key finding identified that busy 

teachers are spending more than one million hours every year teaching primary school 

children basis toilet hygiene, at a cost to the education system of around £11m. 

To address this, we created the School Hygiene Essentials Initiative which enabled Essity to 

lead change, whilst bringing together the collective expertise and experience of school staff, 

local authorities, health and educational bodies, to collaboratively find the right solutions to 

address the key issues. 

 

Strategy, tactics, creativity and innovation: 

The School Hygiene Essentials Initiative was created to provide a platform for Essity to 

spotlight a serious problem and its impacts and position Essity as a force for good driving 

positive change. Striking research, highlighting both the problems behind poor levels of 

hygiene in primary school toilets and the impacts of this, sat at the heart of the initiative. 

We knew that the power of human connections was key to the success of this initiative. 

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

to gain the support of key stakeholders from the outset. We recruited powerful and credible 

partners such as the National Association of Primary Education (NAPE), the children’s bowel 

and bladder charity ERIC, the School and Public Health Nurses Association (SAPHNA) and 

the Paediatric Continence Forum, to serve as advocates for the campaign and speak out on 

our behalf. We knew in turn that these primary influencers would help us to engage and 

recruit a wider set of advocates, generating further support and awareness of the campaign. 

To launch the initiative and generate as much noise and support around it as possible, we 

created a content package consisting of: 

• Bottom of the Class report, outlining the key findings and their impacts and Essity’s 

commitment to helping to tackle the problems 

• Tailored news releases for national, regional and trade media, to bring the findings to 

life on a local and national level 

• Media spokespeople, including Essity’s UK chief and representatives from NAPE, 

SAPHNA, ERIC 



• Supporting infographics and imagery to bring to life the key findings and impacts on 

health, education and wellbeing 

• Striking social media content around the initiative and its findings 

• A digital content hub, which served as a virtual gateway to all of the campaign 

materials. 

 

Delivery:  
• Tailored content packages to ensure relevance for national, regional and trade media 

• An array of spokespeople from Essity and partner organisations such as NAPE, 

SAPHNA and ERIC, as well as soundbites from teachers, parents and pupils, were 

used to bring the story to life in the media 

• Partners amplified our content through their own channels, helping us to reach a 

wider audience and recruit further influential advocates 

• Integrated campaign so a mixture of on and offline channels used, including social 

media, to amplify reach and engagement around the campaign 

• All content linked to the content hub. This enabled us to drive traffic to the site and 

the full complement of campaign materials it housed. 

 

Measurement and evaluation:  

The campaign’s success was measured through media monitoring, digital analysis and client 

and stakeholder feedback: 

• 75 pieces of media coverage secured on print, broadcast and online platforms for 

national (19), regional (47), and trade media outlets (7) 

• Coverage secured in national top-tier outlets, including the Daily Telegraph, Sky 

News, Independent, Metro, The Mirror, The Times, The Sun, Daily Express, ITV and 

Daily Mail 

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

• Notable Twitter mentions from the likes of Sky News, The Independent, The Sun and 

TES, linking back to stories containing brand mentions and key campaign messages 

• 65,542,276 impressions from all pieces of UK coverage 

• 819 people reached for every £1 spent 

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

Primary Education, the children’s bowel and bladder charity ERIC and the School 

and Public Health Nurses Association 



• The topic of poor toilet hygiene was addressed in a key note speech from Amanda 

Spielman, Chief Inspector at Ofsted following outreach to Ofsted 

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

 

Budget and campaign impact:  

Budget: £114,000, including research and microsite build 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. 

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. 

 


