




Obesity
Overweight kids

Overweight parents

Overweight pets

Junk food
Unhealthy nation

School meals

Cholesterol levels soar

Type 2 diabetes increasing

Food security

Food prices rise

Fair trade

Organic

Non organic

Brand

Own label

Food miles

Local sourcing

Eco Towns

Higher nutritional standards



UK FOOD MEDIA

40 dedicated food magazines

750 consumer magazines with food sections

63 food related trade titles

9 of the national daily newspapers have regular food pages and 15 weekend supplements

Regional

National and regional radio shows

National TV – news and chat shows

Sky and cable channels

Internet – websites, blogs, vlogs, forums, tweets – numbers!



HOW TO HIT THE HEADLINES

Target your approach

Educate the media

Raise new issues

Partner up

Make sure it’s news

Get creative!



PROTECTING MELTON MOWBRAY PORK PIES



PLANNING THE CAMPAIGN

We needed to establish:

Consumer knowledge

Importance of protecting the name

Public support

Omnibus survey 1007 adults 16+ UK

70% associated Melton Mowbray with pork pies

No knowledge that Melton Mowbray pork pies could be made anywhere

86% supported the application



COMMUNICATION OBJECTIVES

To build knowledge and awareness of the MMPPA cause

To create public support and interest

To gain DEFRA’s support

To minimise negative publicity from main objector



TARGET AUDIENCE

Residents of Melton Mowbray / Leicestershire

National – with social demographics associated with purchasing and consuming pork pies

Food lovers – people with a genuine interest and passion for food

Opinion formers – MPs, councillors, chefs, food journalists

The food industry

Tourists and visitors to the UK



STRATEGY & TACTICS

Quick wins needed

Build Association credentials

Press campaign

Logo, website, leaflet, posters

Petition launched

Local interest to drive media interest

Campaign launched nationally

Round the clock activity

‘Pie drops’, photography, debates

Pressure exerted on DEFRA

Objectors got angry

Win hearts and minds of public



MEDIA RESULTS (over a six month period)

102 radio broadcasts (34 included interviews)

14 television slots (9 included interviews)

94 newspaper articles

8 pieces in trade press

13,000+ signatories on petition

Letters and emails from general public and tourists in support of campaign

MEDIA CAMPAIGN REACHED 24+ MILLION 

CAMPAIGN COST 10K

MEDIA RELATIONS 5K



CAMPAIGN REVIEW

Did we achieve our objectives? You decide...

High court judge ruled in favour of application

DEFRA gave its support

Media awareness improved

Visible public support

Post campaign survey deemed unnecessary and budget spent



TO SUMMARISE

Be honest, clear and keep communication simple

Evaluate activities before going ahead

Make connections, share the limelight and increase the value for the media

Avoid reinventing the wheel

Work outside 9am-5pm

Never underestimate the power of the press!




