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Brief and objectives: 

CEWE is one of Europe’s largest photo printing companies but isn’t well known in the UK, 

where it struggles to cut through the noise of larger, more recognised competitors. 

Prohibition was approached to deliver an integrated PR and social media campaign, which 

had two clear objectives: 

• Build brand awareness and educate audiences in the UK on what CEWE offers 

• Acquire new customers and increase sales in the UK. 

 

The idea, research and planning: 

CEWE prides itself on professional quality, as such, its services attract a unique audience of 

professional/amateur photographers and sentimental gift buyers, who predominantly engage 

during key seasons such as Christmas and Mother’s Day. 

Keen to cut through the marketing noise at Christmas and engage with both audiences, we 

needed to develop a campaign that would capture hearts and minds, without focusing on 

Christmas. 

Using comprehensive social media listening, we discovered that a huge issue being 

discussed by both audiences was the ubiquity of smartphones and the moments' 

photography used to capture, getting lost in a digital deluge, leaving people feeling 

overloaded and miserable. 

 

Strategy, tactics, creativity and innovation: 

We worked to qualify these findings with our own research, then devised a campaign to 

combat the negative sentiment towards photography online. Using the PESO (paid, earned, 

owned and shared media) model, combined with inbound marketing tactics to populate the 

client’s sales funnel, we launched CEWE’s My Inspiring Moments campaign. 



My Inspiring Moments used the integrated PESO model structure to launch compelling, 

academic supported research to the media. This revealed the impact taking so many 

meaningless photos was having on individuals and their attitude to photography. 

From this we launched a photography competition, which encouraged people to share 

photos that inspired them. Mid-tier Influencers were used to raise awareness of the 

competition, and we also teamed up with a leading celebrity authority in photography, Julian 

Calverley, to give the campaign gravitas and heightened exposure. 

The full campaign was promoted by a video, featuring our celebrity photographer. The 

narrative was centred on the research, and the need to re-discover meaning in photography, 

whilst raising awareness of the competition. 

The winning images were then published in a photobook and calendar, curated by Julian, 

with proceeds being donated to Mind charity. 

 

Delivery: 

EARNED: 

• PR activation 

We commissioned a 2,000-respondent survey that discovered 39% of people take photos to 

portray a certain image on social, and 41% felt anxious about taking images for social 

purposes. We promoted this in the media with a release showcasing the wider competition. 

• Influencer engagement 

We worked with photography and lifestyle influencers to target both segments of our 

audience. To increase brand awareness, we asked them to share their inspiring photography 

moments on their social channels. 

A second phase of activity saw these influencers sharing videos and images of CEWE 

products featuring their inspiring moments to promote a more personalised product focused 

message to new customers. 

• Professional advocate 

We hired Dr Mark Griffiths, Professor of Behavioural Addiction at Nottingham Trent 

University to verify the research, adding credibility when speaking to the media. 

SHARED: 

• Celebrity authority 

Julian Calverley became our campaign ambassador, which involved Julian promoting the 

initiative on his social channels as well as judging the competition entries. 

• Charity partnership 

We teamed up with specialist charity Mind as a partner, with £5 from every sale of the 

competition photo calendar going to the charity. 



• Social media content 

We supported the competition with a comprehensive organic and paid social campaign, 

helping to drive new and existing audiences to the website and raise awareness of the 

brand. 

OWNED: 

• Online competition 

The competition was hosted on the CEWE website, driving visits and data capture from new 

customers, which were re-targeted through paid social. 

• Video 

We filmed Julian talking about his own attitudes towards photography and how social and 

smartphones are changing the landscape. This was promoted to highly targeted audiences 

on Facebook using paid advertising, helping to raise awareness of the brand and the 

competition to a wider audience. 

PAID: 

• Email marketing 

We distributed a mailer to existing customers encouraging them to share the competition 

with friends and family they felt had a chance of featuring in the calendar. 

• Social PPC 

Web traffic ads and follow ads were set up on social media to drive awareness of and traffic 

to the competition. 

 

Measurement and evaluation:  
• Objective 1: Build brand awareness and educate audiences in the UK on what 

CEWE offers 

52 pieces of coverage (50 featuring the brand offering) were secured, which included six in 

photography media – a key target for reaching audiences in CEWE’s audience of 

amateur/professional photographers. We also achieved 10 pieces in national and lifestyle 

media and 36 regional pieces, which was a key target in terms of building brand awareness 

for CEWE across the UK. 

This led to a media reach of over 125 million and 12 links from high authority media 

websites. Since the campaign, repeat visits to web have increased by 127%. 

We also achieved 15 mentions from influencers over the campaign, with a combined reach 

of 138,000 and 4,788 likes comments and shares. 

 

 



• Objective 2: Acquire new customers and increase sales in the UK 

We achieved 628 entrants to the competition and over 12,931 unique visits to the 

competition page over the campaign period, helping to drive 13,000 visits to the campaign 

page. 

Our campaign video, which we only targeted at people interested in gift buying and 

photography, was viewed 65,222 times. 

The above resulted in revenue uplift by 52% in 2018 vs. 2017 sales, as collectively we and 

CEWE’s sales team were able to capture data from entrants to upsell product in the run up 

to Christmas, as well as re-target visitors to web with ads delivered via a pixel set up on the 

website. 

The quality messaging also proved effective, as average order value increased from £40.18 

in 2017 to £45.00 in 2018 – an uplift of 10%. 

 

Budget and campaign impact:  

The CEWE Inspiring Moments campaign utilised several channels highly successfully to 

achieve the brand’s objectives – to build brand awareness of CEWE in the UK and to help 

CEWE to acquire new customers and sales. The campaign helped CEWE reach 125 million 

people and delivered real ROI for the business helping to increase orders by 36.6%, 

introduce over 6,000 newly converted customers to the brand and increase sales by 52%. 

This generated £347,886 in additional sales, generating a direct ROI of £11.60 for every £1 

spent, making it a highly successful campaign and beating all expected KPIs. 

 


