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3rd biggest food and drink brand  
in the uk

One of britain’s most loved brands

Enjoyed by over 10 million Brits  
every day

BACKGROUND: WALKERS
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Significant year on year growth driven through 
promotional activity

Consumers felt the brand had become out of 
touch and apologetic

Falling brand consideration posed a future threat  
to sales growth

Work was undertaken to revisit the positioning

BY 2006 THE BRAND HAD LOST TOUCH
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WALKERS UNLOCKED A POWERFUL INSIGHT

We Brits suffer from not being able to connect easily with 
people we don’t know, so we love it when unexpected things 

happen that unite us and make us enjoy ourselves 
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WALKERS STARTED FROM THE INSIGHT TO IMPROVE THE BRAND ESSENCE
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WALKERS BRAND IDEA

CREATE WAYS TO 
ENTERTAIN THE 

NATION
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•	 Conventional TV advertising kept performance in line against  
FMCG brands

•	 Walkers realized there was an opportunity not to be restricted to  
30 seconds TVC’S

•	 By letting other people speak to become involved with the brand 
and create buzz, Walkers quickly appreciated that a great deal of 
communications value could happen after exposure

•	 Since 2008, 6 headline campaigns around participation based ideas 
were produced

•	 The net effect has been to increase average ROI by 62% over an 
already successful advertising model (PR coverage is valued against 
equivalent advertising but other earned media has no direct valuation)

THE START OF A STORYTELLING JOURNEY
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WALKERS BRAND STORY

CREATE 
WAYS TO 

ENTERTAIN 
THE 

NATION

BRAND IDEA JOB TO BE DONE BRAND STORY

Increase the 
frequency of 

crisps consumption 
amongst working 
lunchers from 2 x 

per week to 3 x per 
week by reinforcing 
the perfect pairing 

of crisps and a 
sandwich vs. other 

lunch options

SANDWICH
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WALKERS CONNECTION MOMENT DEVELOPMENT
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WALKERS COULD HAVE ONLY CONSIDERED THE 
PLACE AND THE TIME

I HAVE 40 MINUTES FOR MY WORKING DAY LUNCH...
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A RICH AUDIENCE UNDERSTANDING REVEALED 
RELEVANT CONNECTION MOMENTS

I HAVE 40 MINUTES FOR MY WORKING DAY LUNCH...
so I use that time to catch up on what is going on in the wider world and with 

my friends through my personal devices and social networks.

To do this I often create my own little bubble to close out what is around me so I 
can have some private time and a mental break in the rhythm of the day.

This means I am very focused on the content I will be consuming which is often 
bite sized chunks of information.

I do this using my desktop to look at my main content destinations including 
longer form editorial and short form video; whilst my 

mobile is an ongoing side channel for social networking with 
my close social group
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A RICH AUDIENCE UNDERSTANDING REVEALED 
RELEVANT CONNECTION MOMENTS

A TYPICAL WEEKDAY EVENING...
is spent in my main room relaxing whilst the main TV is on. 

My attention is divided between screens and it is perfectly natural and fluid 
when TV viewing is ambient, setting the scene for relaxation at home. I am 

generally open to different types of content at this time.

I choose to be in shared space because this is where I like to crash at the  
end of the day to share time and feel connected whilst I come in and  

out of conversation.

At times I might be watching programmes we follow together on 
the main TV; other times I just as easily browse my favourite sites, 

catch up on the news, search something prompted on the TV, 
pick off small tasks or chat with friends.
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THE WALKERS STORYTELLING BRIEF
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THE WALKERS STORYTELLING BRIEF
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THE WALKERS STORYTELLING BRIEF
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THE STORY - LED BY THE CREATIVE AGENCY

PROVE WALKERS CAN MAKE ANY SANDWICH MORE 
EXCITING, EVEN THE TOWN OF SANDWICH, KENT

Through a series of surprise celebrity-led events, we will turn the sleepy town into  
the most exciting town in Britain. 

Jensen Button could act as a local cabbie for the day, Frank Lampard would join in football 
training at Sandwich High School, and JLS would perform live at school assembly. 

Everything will be organised and filmed in secret to ensure the people of Sandwich  
will get the biggest shock of their lives.

Timely distribution of content from the events will then create a sustained buzz nation-wide.

ACT 1
Day 1-5

Tease with previews of the action

ACT 2
Day 6-11

Reveal the full story

ACT 3
Day 12-28

Extend by showing how it  
all happened
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ACT 1 - TEASE: DAY 1-5 ACT 2 - REVEAL: DAY 6-11 ACT 3 - EXTEND: DAY 12-28

10” teasers 
build exposure

Celebrity’s 
own feeds

Embedded 
journalists post 

news stories

Create an 
unforgettable 
experience 

for the people 
of Sandwich

1st 
conversations 
are sparked 
by surprise

60” reveal the 
whole story

Home page 
take over 

announces the 
whole story

In depth 
feature articles 
detail the story

Conversations 
are fuelled by 

response to the 
whole story

30” highlight 
the extras

Brand YouTube 
channel as hub 
for 26 pieces of 
video content

Conversations 
are extended 

with detail

Specialist 
features assess 

the impact

Role in the story: Create 
involvement amongst 

celebrity’s own followers

Role in the story: 
Create Exposure 
through teasing 
the effect, but 

not revealing the 
source

Role in the story: 
Release the Full 
Story creating 

maximum exposure

Role in the story: Individuals act 
by sharing authentic experiences

Role in the 
story: Drive 
consumers 
to act by 

exploring the 
rich extras

Role in the story: Drive 
consumers to act by exploring 

the rich extras

 

Figure 3: Celebrity tweets2
 

EFFECTS 

In this section, we will explore the journey from campaign to business results (Figure 5). 

 

Figure 4: The journey from campaign to business results 

1. The events were a success with the locals 

Success with the Sandwich locals was critical: without their very positive reactions (Figures 6 and 7), the campaign would 

have flopped. 
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Figure 5: Surprised locals 

 

Figure 6: Locals getting involved 

As we had hoped, they were inspired to post user generated content on social networking sites (Figure 8). 

 

Figure 7: Locals capturing content and sharing it with friends online 

Caroline Rose, Sandwich Tech student, said: 

Thanks for making my little town of sandwich more exciting!! I had a fab week meeting all ?the celebs especially bumping 
into JLS on my lunch break :) come back again soon x.3 

To show the town our appreciation, we ran a thank you ad in the local press (Figure 9). 
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Figure 8: Thank You ad which ran in the Sandwich local press 

2. Journalists responded as intended 

The campaign generated 353 pieces of news coverage across print (Figure 10), TV and online,4 delivering 94,725,000 

opportunities to see.5 

99.7% of the coverage was positive in terms of sentiment6
 

The key words Walkers + Sandwich appeared in the same sentence in 86.1% of the pieces of coverage, helping to build 

the association between the two7 

The value of this coverage has been calculated at 3,261,819 in advertising equivalent value8
 

 

Figure 9: Consumer PR coverage 

An embedded Now Magazine Journalist said of the campaign: 
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CLICK TO 
PLAY

CLICK TO 
PLAY

CLICK TO 
PLAY

https://www.youtube.com/watch?v=VoT0Me5T8_4
https://www.youtube.com/watch?v=rGQOsZM3LEg
https://www.youtube.com/watch?v=mKOBnKLbCQc


SANDWICH CAMPAIGN: CASE STUDY VIDEO
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CLICK TO PLAY

https://www.youtube.com/watch?v=mru-aHqMgZ0

