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Case Study 1 
 
COMPANY NAME: KAVANAGH COMMUNICATIONS 
 
CAMPAIGN TITLE:  Creating the Aldi Effect – May to September, 2008 
 
CLIENT: Aldi  
 
 
OBJECTIVE 
Kavanagh Communications has worked with Aldi since 2001 changing perceptions from 

deep discounter where price was king, to value and quality attracting a new shopper 

profile and stealing market share from the bigger chains.  

 

STRATEGY, PLANNING AND RESEARCH 

Kavanagh Communications was tasked to drive a comprehensive sales uplift across Aldi’s 

entire product range for the months, May to August.   

 

At the heart of this campaign was a corporate communications drive – to show that 

customers do not need to make any compromises when it comes to quality because Aldi 

can be trusted to excel and exceed expectations.   

 

METHOD DEPLOYED 

We communicated how Aldi saves consumers money during times of financial uncertainty. 

We developed a PR-led campaign that sought and achieved third party approvals that 

made it acceptable, even trendy, to shop at Aldi. 

 

May 2008: Helping customers understand the saving message 

To kick-start the consumer campaign, our team identified a unique and impressive figure 

that was to spearhead our campaign - Aldi Saves The Nation £1million a day. Using the 

Aldi MD as our spokesperson, we explained the savings with interviews and secured 

coverage within media such as: The Daily Mirror, The Guardian, Channel 4 News and ITN 

News. 
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May 2008: Getting customers to endorse Aldi to each other 

To create online dialogue and to personalize the communication to everyone across the 

nation, we developed a microsite to explicitly show everyone just how much money they 

could personally save if they made the switch to Aldi. Within the microsite, we had a ‘tell a 

friend’ option to make the calculator interactive and help it go viral and hit over 50k people 

in a few working days.   

 

June 2008: Driving the quality message 

Quality is key.  We challenged the nation to trial Aldi against well-known brands such as 

tomato ketchup and crisps, to prove it delivers with ‘Taste the Nation’ activity. Results 

were issued nationally and regionally and resulted in widespread coverage, including The 

Daily Mirror and The Guardian. 

 

July 2008: Proving Savvy Shoppers Shop at Aldi 

We proved that intelligent ABC1 Aldi customers understand the offer with an IQ test. 

Coverage included The Sun, regional press and 10 regional radio interviews. 

 

May to August 2008: Keeping Aldi on the news pages, everyday 

Running in parallel with the £1m saving story we drove a proactive push to create lifestyle 

driven content across all media. We ran a ‘Rapid Response’ daily scheme, whereby 

relevant news angles were picked up each morning and built upon to create new, fresh 

Aldi content.  Face to face, VIP media appointments were also secured for the Aldi MD 

and these have resulted in countless page features that span: The Guardian, The Daily 

Telegraph, The Times and more TV exposure.  We also secured and dominated coverage 

within BBC2’s Money Programme on Credit Crunch Britain on 28th November 2008.  

 

OUTCOMES  

The campaign surpassed all objectives by an order of magnitude: 

We secured coverage across every media channel including TV:  Channel 4 News, 

Dispatches, ITN 6.30pm News At Ten, Sky News, BBC Working Lunch and BBC Money 

Programme; Radio including BBC Radio 4 & 5 and countless regional radio; Print with 

over 200 pieces of print coverage and over 30 hits across national press that includes The 
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Guardian, The Sunday Times, The Daily Telegraph, The Observer, The Daily Mail, The 

Daily Mirror; Online with thousands of postings advocating Aldi Campaign coverage AVE 

ROI 42:1. 

Campaign sales uplift - over £100 million (proportion of sales uplift attributable to PR). 

 

 

SUMMARY 

The campaign’s success is clearly attributed to consistency of message and making the 

‘value’ message exciting particularly with the ABC1 customer before the recession really 

hit. Savvy shopping as a theme along with qualifying the saving Aldi offered customers 

through ‘Aldi Saves the Nation £1m a day’ really gave the brand stand out.  ABC1 

shoppers really engaged with creative themes of ‘Taste the Nation’ and ‘Savvy Shoppers 

Shop at Aldi’ thanks to the creative appeal.  This is demonstrated in the column inches 

achieved in the UK media and everyone trying to emulate and create an ‘Aldi Effect’ for 

their brand! 

 

 

Case Study 2 

 

BT in support of ChildLine 

 

Which organizations were involved? 

BT and ChildLine 

 

How the partnership began 

BT has supported ChildLine since its inception, providing fundraising, office space and the 

memorable helpline number – 0800 1111. There is a natural synergy between the two 

organizations – communication is at the heart of ChildLine’s vital work and communication 

is BT’s business.  

 

BT’s support for ChildLine is as critical today as it was in 1988 - today, ChildLine is only 

able to answer two-thirds of the 2.3m calls it receives every year. BT shares ChildLine’s 

vision of ensuring every child or young person in distress or need is heard and helped.   
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BT recognizes that this requires an ongoing commitment and consistently reviews the 

partnership to ensure ongoing added value, particularly focussing on areas where BT can 

add the greatest value.   

 

“It is society’s responsibility to help every young person get the comfort and support they 

need. No child should ever feel they have no-one to turn to. As leaders in communication 

we have a crucial role to play in supporting ChildLine. BT is committed to the cause wholly 

and will continue to push the technological boundaries so more young people in need can 

be heard.”  

Sir Mike Rake, Chairman, BT 

 

What are the aims of the partners? 

BT: 

Raise £500,000 in 2008/09 for ChildLine and deliver significant in-kind support. 

Improve BT satisfaction and deliver business benefits. 

Ensure 80% of BT’s 100,000 employees are aware of support for ChildLine. 

Engage and motivate employees. 

 

"Fundraising for ChildLine has given work a whole new dimension!  It has been THE most 

rewarding part of my career.  It is fantastic to know I can make a real difference and that 

BT not only supports me but positively encourages me and recognizes my efforts."  

Pauline Scott, Fault Management Advisor, BT 

 

ChildLine: 

Secure sustainable funds. 

Leverage partnership with BT. 

Move closer to its goal of answering every call, maximizing technological advances online 

and through SMS. 

Engage BT employees to support volunteering opportunities and leveraging opportunities 

from funding bodies. 
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“Working with BT as a corporate partner is unique, not only do they provide all this 

fantastic support without which we wouldn’t be here, but they challenge us.  They make us 

question the way we operate, encouraging and helping us improve.  They were a huge 

factor in bringing the different services of ChildLine and NSPCC into one platform for 

young people to access.” 

Kath Abrahams 

Development Director, NSPCC 

 

 

What was the nature of the agreement? This might include details of provision for 

equality between partners, use of branding, donations by staff etc.  

BT support is specifically directed at ChildLine, it is truly holistic – sustainable fundraising 

(through the business and employees), strategic and technological support and 

employees volunteering.  The various elements of the agreement are reviewed on an 

ongoing basis and are part of the robust management process. Fundraising and in-kind 

targets are set and reviewed – BT has set up two CAF accounts, for employees and for 

lines of business, to bank and enable both parties to audit funds raised.  Fundraising and 

branding guidelines have been agreed by both parties for all communications, including a 

joint branded logo used on all campaign, marketing/media and digital collateral.   

 

Requirements for strategic and technological support are agreed by ChildLine to ensure it 

provides added value.  Where commercial work is undertaken, contracts are drawn up to 

meet legal requirements. Key performance indicators for activities are agreed to ensure 

work is measured and return on investment is reviewed to benefit both parties and share 

learnings more widely outside the partnership; both parties are committed to sharing best 

practice. The partnership is evaluated externally by Corporate Citizenship (reviewing the 

project management, costs/finances, business and society benefits etc.) and KPIs are 

audited and reported on externally by BT. 
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How the partnership is managed 

The programme is supported at the highest level by Chairman, Sir Mike Rake who 

undertakes media work and hosts receptions to engage others; in January he spoke with 

the NSPCC’s CEO within weeks of his appointment. BT’s Committee for Responsibility 

and Sustainable Business (CRSB), responsible for CSR strategy, approve and endorse 

the partnership and members have visited ChildLine. Board papers on BT’s partnership 

with ChildLine are presented twice a year.  Other senior executives are directly involved 

e.g. Royston Hoggarth, CEO UK Global Services sits on an NSPCC fundraising 

committee. 

 

The partnership is managed by BT’s Community Investment Programme Manager, Beth 

Courtier, on a day-to-day basis, and is supported by one team member.  Beth has monthly 

meetings with the ChildLine team and weekly calls with the day to day contacts. Quarterly 

meetings with BT nations address regional issues, plus meetings across lines of business 

to ensure buy-in.   

 

At ChildLine the partnership is managed on a day-to-day basis by the corporate 

partnerships team with a full-time account manager. The partnership is fully supported by 

the Director of Fundraising and CEO; trustees are also briefed. Ongoing meetings take 

place across all aspects of the partnership: fundraising; strategic; technological; 

volunteering; and media/PR. 

 

 

How have the partners benefited? 

Fundraising 

£845,000+ raised, including sustainable activities such as payroll giving, currently £125k a 

year (£25k 2006/07). 

Additional £200,000+ gifts ‘in kind’, including ident on Five TV. 

It costs £4 to answer a call to ChildLine, so last year BT funds helped answer 211,259 

calls.  
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Securing support 

2009 CAF research shows charities want access to funders/networks - BT does this 

through introductions/working with companies e.g. Claranet, a customer, raising £24k+. 

BT acts as an exponent to ChildLine helping secure new corporate support.  

BT has leveraged financial support, including £302,000 matched funding from "V". 

 

Awareness and reputation  

99% of BT’s employees; 100% of ChildLine employees are aware of the partnership. 

125 ChildLine items appeared on BT internal newsdesk; 245 external media items. 

 

Volunteering 

BT promotes ChildLine volunteering, 100+ employees registering their interest at 4 

volunteering briefings.  

 

BT has developed a unique volunteering initiative recruiting Glasgow call centre staff. 

100+ people registered interest with 12 people selected to become counsellors, saving 

ChildLine 30% of the £1,598 it costs to recruit/train a counsellor. BT staff are more 

motivated - advisors participating have better productivity than colleagues, one advisor 

who was going to leave stayed specifically because of this opportunity. 

 

 

 

 

 

 

 

 

 

 

 


