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This case study considers how digital media (social media and website) was used in

the delivery of Small Change Big Difference to achieve wider reach to the target
audience in London.

In this case study, we present:

* Our audience?

 The channels we used, and how
* Our results

« Challenges and successes
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USE DIGITAL MEDIA BIG DIFFERENCE

« To support print advertising and local events

« To ensure advertising is directed at desired target audience

« To incorporate feedback from focus groups who favoured

digital content

« To provide a constant reminder of the key messages @
throughout the campaign period
e
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Target audience aged 18-34 years within two specific segments, representing 37% of
the population
* Young, busy and digitally engaged audience who are passionate about
everything in their lives including food
« Those that lead busy lives that require a balance between their love of
cooking and their need for convenience
Variance in borough geographical size, population and demographics

Tailor activity to meet different borough audience requirements
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#SmallChange

Twitter: @SmallChangeFood

Instagram: @ SmallChangeBigDifference
Facebook: @SmallChangeBigDifferenceLondon
Web: smallchangebigdifference.london




SOCIAL MEDIA (INSTAGRAM, FACEBOOK)

» Creative produced specifically for social media
» Use of video content for maximum impact
* Relevant and current

* Mixture of paid and organic posts:

* Organic posts managed by boroughs’
own accounts

« SCBD account posted organic content

» Paid advertising by boroughs or agencies
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REFRESH STALE BREAD ! FREEZE EGGS - SIMPLY CRACK
WITH A SPLASH OF INTO A BOWL AND SEPARATE
WATER AND FIVE TO TEN

OR WHISK TOGETHER
U
o \I
i -~ &

Used to promote local events and
drive footfall

Directs traffic to website for event
details, menus and articles

Encourage competition entries
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SOCIAL MEDIA (TWITTER)

* Pinned informative animated posts
« News on workshops, market stall presence s e
and cookery classes

« Update on campaign successes


https://www.youtube.com/watch?v=lZJBnmo8yPI&feature=youtu.be
https://www.youtube.com/watch?v=du13vwc8mjY&feature=youtu.be
https://www.youtube.com/watch?v=w0643YC8SCo&feature=youtu.be

SMALL CHANGE
BIG DITFERENCE

ome SUSTAINABLE REDUCE RECYCLE RecipEs Tips WHAT'S  STUFF WE GET
EATING FOOD WASTE FOOD WASTE ON LOVE INVOLVED
COME e W E U S E
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o waste olds & ATt :
ence campaign aims fo rai: LT 7
s food o 3 "
VEGAN PUMPKIN .
MUFFINS WITH SWEET
POTATO CINNAMON
FROSTING
This cipe is

CAMPAIGN WEBSITE

Our *House of Food Waste' video has been created to highlight the
fact that well over half of all food waste produced in tha UK svary vear

it A 7 o v I «  Hub for directed social media traffic

HOME SUSTAINABLE REDUCE RECYCLE RECIPES TIPS WHAT'S STUFF WE GET
EATING FOOD WASTE FOOD WASTE O LOVE INVOLVED

» Informative, with up to date content
* Location for menus and articles

« Event details and sign ups

« Competition hosting

WHAT’S ON

Food lovers rejoice, London is the place

. S SMALL CHANGE

BIG DIFYERENCE
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DELIVERY HIGHLIGHTS (DIGITAL)
Cookery Rube Goldberg

‘ |
i

COMPLETE DELIVERY RESULTS

: : Small Change Big
SENRRIGH e osilve Difference social media
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Rube Goldberg

* Views: 631,944

» 5,426 reactions = likes, shares & comments

» Audience mainly 18 to 35 year olds and a fairly
even split of men and women.



https://www.youtube.com/watch?v=UXQ85U_eikY&feature=youtu.be

HOUSE OF FOOD WASTE VIDEO

Facebook (Short edit): Instagram post:
Reach — 55,434 Reach — 71,666
Impressions —75,553 Impressions — 81,333

Facebook (Long edit): Instagram story:
Reach — 48,514 Reach — 64,123
Impressions— 81,333 Impressions — 80,552
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https://www.youtube.com/watch?v=eFVcKoed0V8&feature=youtu.be
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Cause Of The Month: Small Change, Big Difference

COOKERY SKILLS WORKSHOP

« 85 items of coverage in total with an OTS of 12.9 million
« 57 items of media coverage and 27 items
of influencer based coverage
« 17 items of coverage from the Ethical E————
Cooking up an appetite to
Influencer's cookery class reduce food waste
« Media highlights include Londonist x 2 and
London on the Inside as well as trade -
coverage on Business Green

THE GOOD CAUSE OF

THE MONTH

Source: https://rlsd.co/p/wW5blw (Barley Communication SMALL CHANGE,
Report) ' £ BIG DIFFERENCE

WWW.CAPTAINBOBCAT.COM



https://rlsd.co/p/wW5bIw
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Twitter

Followers: 1,025
Posts: 364
Impressions: 576,192

Facebook

Followers: 7,337

Posts: 199
Impressions: 2,435,973

Engagement: 60,470

Instagram
Followers: 2,632
Posts: 174
Impressions: 147,553
Engagement: 2,600
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) know that If everyons in London went meat-free one day a week we
couid rechuce CO2 emissions by up 10 450,000 tonnes a year? Why not
change your Maonday night meal and try ane of our tasty vegetarian recipes

@ smncnmmgonhmc

Tweets & replies  Media Like:

. Small Change Big Diffe... - 04/11/2019
i We're delighted to feature in

vprweekuknews top 5 October

campaigns! Have you voted forus yet? ¢y 1u1 ) oA NGEBIGDIFFEREN

5 Posts
#smallchangelondon

@ PRWeek UK @pr 31/10/2019

5 Campaigns We Liked in October -

vote for your favourite

NOOOWWWW: buff.ly/2qZZnha s
L 4

&
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&< Small Change Biq Differ... 01/11/2078
: - oQvY W
117 views

smalichangebigdifference If recycled, a
caddy full of food waste could provide
enough power to toast eight... i«

@ Qa ®@ O 2~
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SMALL CHANGE BIG DIFFERENCE WEBSITE

Figures for the Project since 01 March 2017 — 01 January 2020

Small Change Big Difference website

Average visit duration (minutes) 00:01:02
No of individuals 37915
Page Views 82386
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Ensuring the project is a priority
for all stakeholders

SMALL CHANGE
BlG DIFFERENCE
LEARNINGS

Establish the project expectations from the
outset with robust plans and allocation of
responsibilities

Extending the reach by creating
an established following that
will continue with fresh exciting
content

Engaging with partners and influencers
during the project lifetime to ensure
continued post project communications
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SUCCESSES LEARNINGS

Insufficient resource to
constantly post social media Ensure adequate project team to prioritise

content to keep pace with delivery and monitor quality
partner delivery
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SUCCESSES LEARNINGS

Planned, well thought out Schedule a constant variety of messages,
and targeted messages, audiences and timings throughout the project
regularly updated lifecycle and beyond

Continuation with messages Engaging with partners, external stakeholders
to facilitate change beyond and influencers is vital to developing a long
the life of the project term approach
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ON SOCIAL MEDlA BIG DIFFERENCE

B

. UK ¥ 12:40 « ™ ': )“
¢ Péfw Small Change Big Ditference _ ,‘ DON T THROW AWAY ’ 2
v G _ OMG gonnasodo & 1 YOUR BROCCOLI STEMS
‘ R omnegs | SX B THINI.Y 'SLICE AND ROAST.
5t combine honey, puréed fruit 8 lemor 1w Like Reply Message y
this heathy snack ..\_.: TASTY

Need this
O« I < 4 others
' I
Why do | feel like the only one that
) i ) Can you?4g
didn’t know it was edible &3 @ =
3w Like Reply Message OU s .
I
%’V Small Change Big Difference — "";' ) 8 Syng
’ 10 Oniy eat meat at home when I'm
1 l 1 1 y
You're not alone! That's why we're eating dinner with my family. Once
sharlng thls fun fact '\"/‘ \L'/' that becomes a habat | wi
. g decrease it more and more
B DIFSERENCE , 3w Like Replv O:s ~y— Ns
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As a family we are
incorporating more left

Social media provides a valuable touchpoint
to support other campaign activity and
therefore a constant encouragement for
audiences to change their behaviours

overs into meals to
reduce our waste. [...}
We started off doing a

Responses on social media indicate a shift in few bits with what we

behaviour change action as it becomes a saw directly from the
habit campaign but have

now started to

incorporate it in day to
day meal times. F

Focus group participants after wave 3
reported doing something differently as a
result of seeing the campaign.
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Activities in multiple boroughs running at the same time brought greater digital impact
for the campaign across London

Adequate available resource is key to promoting the campaign and its success

Being engaged with the target audience to increase awareness of the three key

campaign messages increased the likelihood of changing behaviour



