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Green Office Week 
 
 
·  Proactive national media relations in 

B2C and B2B environments 
·  Full stakeholder approach 
·  Working with third parties  
·  Revitalising a niche offering with 

widespread communication  
 

 

 
Introduction  
 
Our long-standing client, Avery Dennison, is a well known global brand when it comes to 
office products, and in particular, labelling products.  Avery products are the first choice for 
secretaries and office administrators, not least because of their high production quality but 
also their ease of use and software support.    
 
However there is a growing trend for office product buyers to switch to ‘own label’, 
unbranded products which offer a cheaper alternative.  Stemming this trend is a critical 
business objective for Avery moving forward, hence creativity in communications and new 
product development is key.   Further, Avery knows from its market research that once 
customers have tried Avery products they are much more likely to become brand loyal.  
 
Campaign Objectives  

 
1. To raise awareness of the Avery brand outside of its traditional secretarial audience 

without alienating Avery loyalists.  
2. To position Avery as a leader when it comes to environmentally-responsible products.  
3. To create opportunities for product trial amongst end consumers.  
4. To create excitement and profit-building opportunities amongst Avery trade customers.  
5. To engage Avery staff, encourage them to act and think green and improve teamwork.  
 
Campaign Implementation  
 
Green Office Week 
Footprint Communications devised a campaign that would culminate in the first ever Green 
Office Week.  It aimed to speak to office workers in all walks of life and at all levels, from 
office juniors to senior management.   
 
We were aware of other large corporates targeting the office environment with ‘green’ 
messages and we needed an angle that would set our campaign apart.  Other companies 
had taken the approach of chastising office workers for not doing enough.  Our approach 
was more empathetic, realising that efforts to green offices were often hindered by a lack 
of empowerment or facilities.    
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Clever Third Party Associations 
Avery labels are the first in the market to achieve FSC certification, a vital third-party 
association and independent endorsement of product efficacy.   However, Avery is a new 
player on the block when it comes to environmentally-responsible products.  Hence, in 
order to have credibility and authority in this arena, Footprint Communications realised the 
need to link up with further third parties who would help us deliver our messages in a 
meaningful way.   
 
The first thing we did was to conduct nationwide research with YouGov – a well 
recognised independent source of data that is widely used by the media.  In this way we 
were able to test our hypothesis that ‘UK workers leave the environment at home when 
they head to the office’.   The research provided some powerful findings to support our 
story.  
 
In order to understand the underlying reasons behind these results and develop a 
proactive and achievable way forward for office workers, we worked with psychologist 
Donna Dawson and Corporate Social Responsibility Advisor, Nicky Amos.   
 
We wanted Green Office Week to support office 
workers and promote education to help create a 
climate for change.  The ‘For Dummies’ brand is 
officially the most popular and most recognised 
reference brand in the world, universally known for 
providing an easy access point to any subject.  
Footprint Communications negotiated to produce a 
limited edition, Avery branded custom For Dummies 
guide: ‘Green Offices for Dummies’, its role to 
educate and facilitate office worker empowerment. 

 
 
Finally, we secured James Strawbridge, star of BBC2’s It’s Not Easy Being Green, as a 
campaign spokesperson for broadcast activity.    
 
Media Relations 
Footprint Communications saw the concept of Green Office Week as an opportunity to 
reach out to a wide mix of media that Avery would otherwise not appeal to.   The Avery 
website is a fundamental part of Avery’s overall business strategy; hence we wanted to 
achieve a mix of on and offline media coverage.  
 
Our first task was to engage with trade partners via the office products trade media. It was 
vital that we got the industry onboard to pave the way for consumer activity. For this we 
drafted a dedicated release and worked to support relevant feature opportunities with 
quotes and statistics.  This trade PR, along with a dedicated trade presenter, worked to 
secure a total of seven trade partners - Viking, Office Depot, Lyreco, Banner, OTG, Integra 
and Corporate Express – the biggest names in the business.  
 
A full national consumer press release was drafted, along with regional variants leading 
with You Gov statistics.  These were distributed, according to lead times, to national, 
regional and online media utilising newswires and one to one contact as appropriate.  
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Our chosen media partner was Metro.  Now the third largest national newspaper, seven 
out of ten commuters choose Metro for their morning read and importantly, Metro has 
significant environmental credentials.  We worked with the Metro team to deliver a 
package that enabled Avery branded Green Offices For Dummies guides to be handed to 
consumers on the first morning of Green Office Week.  With a high perceived value, these 
books were distributed widely at London Waterloo, Victoria and Liverpool Street stations.   
 
Client timings prohibited a press 
launch event.  However we were 
keen that there was some face to 
face media contact for this 
campaign.  Therefore during Green 
Office Week itself we hosted a 
drinks reception and lunch for our 
key secretarial and trade media to 
celebrate the first ever Green Office 
Week and thank them for their 
support.  

 

 
Also, Footprint Communications realised that no other office product companies were 
working in the broadcast arena. Radio is increasingly listened to in the office environment 
and therefore provides a fantastic medium for communicating with our target market when 
they are in the right mindset and able to take action immediately.  We therefore worked to 
set up a series of radio interviews using our CSR expert Nicky Amos and TV personality 
James Strawbridge. 
 
Finally, we secured advertorial space with leading women’s portal Ivillage and secretarial 
portal Desk Demon, as well as an online competition on Good To Know, the IPC magazine 
consumer portal.  These high impact online executions were important as immediate traffic 
drivers to the Green Office Week micro site.  
 
Integrated Marketing 
Avery created a dedicated campaign micro site which we were able to use as the call to 
action in our media activity.  Footprint helped to develop content for this and negotiated a 
downloadable Green Offices for Dummies guide for those who were unable to access a 
print version to widen the campaign.  
 
We also worked with Avery’s design agency to create a series 
of high impact ads and brokered advertising deals that would 
specifically target office workers on their daily commute.   
 
Hence we had four sheet posters at main national rail stations, 
escalator panels on the London underground and train panels 
on the Docklands Light Railway, as well as national 
newspaper adverts. The message: ‘Seed Change in Your 
Office this Green Office Week’. 

 



 

����������	�

����
�������������������������������� ������

������������������
��� ��!"#!�#���$$$%���������&��

�%��%�'�

 
 
Whilst Green Office Week was the culmination of our external-facing activity, we saw this 
as the springboard for Avery’s internal activity.  It was important that Avery staff at their UK 
head office and distribution plant were educated and empowered to ‘walk the talk’ and 
work to green their own working environments.  We worked with the team internally and 
with our CSR expert to brainstorm and bring to life Green Office Week via a fun and 
interactive day featuring desk drops and small team workshops.  
 
Campaign Results  
·  The first ever Green Office Week took place 2-6 March 2009. 
·  Every aspect of the campaign has provided the opportunity to educate office workers 

about Avery and best practice when it comes to greening your office.  
·  The campaign rolled out a logical progression: we listened, we thought, we acted!  
·  Avery has a property that they own in the annual office products calendar – with a 

model that can be developed and rolled out internationally in future years.  
·  15 radio interviews on a mix of BBC and commercial stations were secured, reaching a 

total of 1.5 million people.   
·  82,000 Avery branded For Dummies guides were distributed via Metro and trade 

partner activity.  
·  The Avery branded Green Offices for Dummies Guide was so well received by the 

Metro editorial team that it was given a front page splash on Monday 2nd March.  
·  Real evidence of offices around the county taking part. 
·  Interest triggered from other large corporates including Sainsburys and Barclays, 

paving the way for strategic alliances which could catapult the campaign further in 
2010. 

·  Campaign OTS at the time of writing is still being calculated. However, it is currently in 
the region of a staggering 50 million.  This includes media coverage in national press, 
regional press, trade and consumer magazines and online via websites and blogs.  

·  Between January and March 2009, Avery Office Products recorded their best sales 
quarter ever! 

 
 

“Footprint Communications are a small agency which means they’re very flexible. 
They respond very clearly to briefs and also react efficiently when there are time 

pressures.  When there are issues during a project they certainly know how to put in 
the contingencies to make things happen. 

 
This was not an easy campaign to drive.  We tried t o do it in world record time.  A 

campaign such as this would normally take 9-12 mont hs.   Completing this in a 
period of 4-5 months was a phenomenal effort and I thank Footprint for their help in 
coordinating the whole event as well as driving the  ideas from concept to execution. 

 
Our key business goals this year are to drive our e co agenda and consumer loyalty.  

By using PR as a major marketing tool Footprint Com munications has come up 
trumps.” 

 
Marc Pinner, UK Marketing Director 

Avery Dennison Office Products 
 


