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Name of Contact for this tender: Ruth Berry 

Position:    Director 

Address:    5 Royal Exchange Square, Glasgow, G1 3AH 

Tel. No:    0141 221 0280 

Fax. No:    0141 204 0722 

 

 

DECLARATION: 

 

I confirm the proposal submitted for this call off requirement will be governed by the terms 

and conditions of the Media Planning, Buying and Associated Services Framework 

Agreement, Ref: SP-14-003 

Signature:       Name:   Ruth Berry   

Position:  Director                                Date:  8th April 2016  

  

1. The Media Shop - Background Information & Declaration 
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This document outlines the comprehensive media planning and buying service which The 

Media Shop would deliver to Food Standards Scotland.  

Since our appointment to the Scottish Government Media Buying Roster, we have only 

tendered for the Framework Bodies which we believe we are a perfect fit for as a 

collaborative marketing partner. We are particularly keen to work with Food Standards 

Scotland as we are confident that our service is a good match for your requirements, for the 

following reasons: 

 

 
  

2. The Media Shop – The Perfect Fit for Food Standards Scotland 

1. We are an independent Scottish agency with 27 years’ experience of 
delivering a media planning and buying service in Scotland, and have worked 
with many other public bodies – a safe pair of hands. 
 
2. We have a wealth of experience in social marketing campaigns gathered 
over our 27 year history, and are driven to create campaigns which will really 
make an impact on the people of Scotland. 
 
3. We believe the most effective campaigns are grounded in robust 
research and insight, and invest heavily in keeping our knowledge up to date. 
 
4. We can quickly make a difference to your marketing campaigns as we 
have already worked hard to build a strong knowledge base of Food 
Standards Scotland and its requirements, as will be demonstrated 
throughout this document. 
 
5. We have an enthusiastic team ready and eager to work with Food 
Standards Scotland. The team will be led by company director, Ruth Berry. 
 
6. We are completely independent and media neutral, having no financial 
affiliation with any media owner or proprietary trading desks.  
 
7. We pride ourselves on delivering a creative approach to campaign 
planning, regularly putting forward new and innovative ideas when we 
believe they will be effective. 
 
8. We have a reputation for delivering the same high standard of customer 
service to all of our clients, no matter their size. 
 

9. We offer agility and flexibilty as we are of a size significant enough to be 
able to provide a fully resourced service and sharp buying, but also small 
enough for you to be a very important client to us. 
 
10. We offer a guarantee of professional competence and financial stability 
through membership of the Institute of Practitioners in Advertising.  
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3.1  Understanding & Delivering on Your Requirements 
 
Food Standards Scotland is an independent public body, established by the Food (Scotland) 
Act 2015, and evolved from the Food Standards Agency (FSA). The overall vision of Food 
Standards Scotland is to create a food and drink environment in Scotland that benefits, 
protects and is trusted by consumers. The organisation has 3 core functions: 

 
To protect the people of Scotland from risks to health which may arise from the 

consumption of food. 
 

To improve the extent to which the people of Scotland have diets conducive to good 
health. 

 
To protect other interests of consumers in relation to food. 

 
Your marketing campaigns will focus on reducing people’s consumption of discretionary 

foods, festive and summer food safety, food hygiene information service re-launch, tackling 

teenagers’ sugar consumption, and advising vulnerable groups. 

As we will detail in Section 5 of this document, we have invested a significant amount of time 

in adding to our knowledge of your strategy and the contribution Food Standards Scotland 

aims to make to improving the food environment of Scotland. We understand that you are 

seeking a media agency who can support you in delivering this, by providing media strategy, 

planning and buying services to help achieve the organisation’s key marketing objectives. 

 

 

 

 

 
 

 
 
 
 
 
 
 
 
 
 

3. General Understanding of the Requirement (30%) 
 
General understanding of the requirement, demonstrable availability of suitably qualified 

and experienced staff to meet the Ordered Services outputs (weighting 20%) 

Build awareness of 

FSS as the trusted 

public agency 

responsible for 

food safety, 

standards, 

nutrition and 

labelling. 

Position Food 

Standards Scotland 

as an organisation 

that puts the 

consumer first. 

Influence attitudes 

and motivate 

behaviour changes 

related to healthier 

and safer food 

consumption. 

Drive traffic to 

website 

Initiate two-way 

dialogue with 

audiences 

Evaluate and 

measure all 

comms activity 

Insight, evidence-

based approach 
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As one of Scotland’s most experienced media agencies, The Media Shop has the right 
experience and skills to provide this service to Food Standards Scotland. You can be confident 
that all of your requirements will be met through delivery of our comprehensive media 
research, planning and buying service, which includes: 
 
• Strategic media planning, using our ClearVIEW planning process. 

• Analysis and application of media and marketing research to identify the most appropriate 
media tools for achieving the media objectives, including several local media resources. 

• Access to our insight into specific target audience groups and social marketing theories. 

• Delivery of clearly written media proposals and detailed media schedules, including a 
media rationale and audience reach. 

• Experienced advice on digital strategy from our specialist digital team, across all 
disciplines including display, video, social, search, content and native. 

• Negotiation of discounted rates for approved media activity, leveraging our total agency 
spend to ensure we deliver best value. 

• Confirmation of bookings with media owners, and prompt payment of media owner 
invoices. 

• Ensuring the smooth running of media campaigns with constant monitoring and trouble-
shooting, where required. 

• Collaborative working with other marketing suppliers, including your key agency, The 
Union, with whom we already have a good working relationship. 

• Daily optimisation and management of digital campaigns; and weekly insight reports on 
digital results. 

• Supply of weekly contact reports or status updates. 

• Attendance at meetings as and when required. 

• Proactive negotiation of appropriate compensation when media owners fail to fulfil 
agreements. 

• Compilation and presentation of buying and campaign reviews, demonstrating 
effectiveness and value. 

• Analysis of campaign responses, and application of this information to future activity. 

• Handling and evaluation of all media owner calls/opportunities. 

• Induction and ongoing training for members of your client team. 

• Regular client seminars on topical media and marketing developments and opportunities. 

• Advice and guidance on best practice within the industry.  
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3.2 Customer Service 
 
 
 
 
 
 
 
 
 
 
 
 
It is clear from your brief that you require a media agency which can deliver exemplar levels 
of customer service. 
 
We pride ourselves on our reputation for delivering a superior level of client service. Not only 
do we employ people with an aptitude in this area, but we have developed a 360° 
performance management system that ensures consistent delivery in this area.  
 
This includes: 
 

 Membership of the Institute of Practitioners in Advertising which requires us to adhere to 
certain quality standards of professionalism and financial stability. 

 

 Commitment to the IPA’s Continuous Professional Development Programme – all members 
of staff must achieve accreditation through the IPA CPD scheme every year, for achieving a 
minimum of 24 hours of training per annum.  

 

 Our Customer Charter governs our customer service levels. All staff are made aware of 
the standards at induction and annual appraisals. 

 

 Staff product a weekly Status Report to summarise and plan their workload. All actions 
and deadlines are clearly marked on the report. This is a simple tool, but one which plays 
a vital role in ensuring all of our deadlines are met, and that the full planning and buying 
process is completed for every project. 

 

 We have a weekly staff status meeting (TeamVIEW), at which directors receive copies of 
all status reports and monitor progress towards agreed deadlines. These meetings are 
also a forum for discussing media news and innovations, and for brainstorming any new 
client briefs. 

 

 Our Real-Time Digital Dashboard gives clients immediate access to all of their live digital 
results in one place. 

 

 Monthly ‘Make A Difference’ Awards - we have a monthly award for the person who has 
performed best in making an extraordinary contribution to their client campaigns through 
going the extra mile, creative thought, sharp buying or proactivity. 

 

 “We appointed The Media Shop using a quick quote tender.   

Their submission stood out and impressed us. They continue to impress with their 

professional attitude, their ability to hit deadlines, and their organisational skills.  

As well as this, they are flexible in thought – and a friendly bunch.  

It’s an enjoyable experience working with them.” 

Jacqueline Miller (Communications Officer, National Library of Scotland) 

 

As well as this, they are flexible in thought – and a friendly bunch.  

It’s an enjoyable experience working with them.” 
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 Our staff are trained and encouraged in the proactive anticipation and resolution of 
problems, thus ensuring our clients benefit from a smooth-running campaign process. 

 

 Staff Performance Reviews - at these, work across the last year is evaluated and 
performance measured against pre-agreed KPIs. New KPIs are then agreed, and an 
appropriate training schedule put in place. 

 

 Contact Reports - compiled and supplied after every client meeting to ensure agreement 
on all action points and deadlines.  

 

 Campaign & Buying Reviews are provided as standard for all major media campaigns 
which we work on, to assess whether a) we did our job to the highest level, and b) the 
campaign did the job it was supposed to do.  

 

 Cost Benchmarks are set to ensure all planner/buyers are able to evaluate their buying 
rates for each campaign. 

 

 Client Questionnaire - Managing Director, Caroline McGrath, asks clients to fill out our 
ClientVIEW questionnaire form on a quarterly basis, giving them an opportunity to 
provide honest feedback on our performance. 

 

 Company director on every account - we appreciate that ALL our clients require the same 
high level of customer service, strategic input and senior level contribution, irrespective 
of budget size. We have therefore developed a company structure that allows us to have 
a company director operating in every client account. You can rest assured that it is not 
the case that you will meet senior personnel at tender stage, and never again. 
 
The Project Plan shown overleaf will give you an understanding of how The Media Shop 

team will deliver our service to you across the course of the campaign. We know that our 

superior client service will be a real benefit to Food Standards Scotland, ensuring 

seamless, smooth-running campaigns delivered on time and on budget. 
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Example Project Plan
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3.3 Availability of Staff 

The full team that we have allocated to the Scottish Government Framework contract is 
shown below: 
 

 
 

 

From the overall Scottish Government team, we propose the following 4 very experienced 

personnel, who are ready and eager to work on the Food Standards Scotland account: 

 

 Caroline McGrath – Managing Director  
  

 Fiona Mills – Digital Account Director 
 
 
 
Should we be appointed to your account, the current client responsibilities of this team will 
be reallocated to other team members as required, to ensure they have sufficient capacity 
to meet all of your requirements.  
 
We anticipate that this core team of 4 will be sufficient to provide our normal high standard 
of client service to Food Standards Scotland. However, if when we are appointed we find that 
a larger team is required, we can add other people to the account team to ensure the 
campaign is delivered on time and to a high standard. 
 
From the brief, we see that it is possible that more than one campaign could be running at 
the same time. In these instances, we would consider splitting the team into two and adding 
a further Media Executive to the team. Therefore Ruth would account direct one campaign, 

 Ruth Berry – Director 
 

 Lesley Cosh – Media Executive 
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supported by Lesley or another equally qualified Media Executive, and Fiona would account 
direct the other. This would ensure each campaign gets due care and attention. 
 
 
The proposed team structure and split of responsibilities would be as follows: 
 

 
 
A full CV for each of these team members follows in Section 4 of this document which covers 
demonstrable experience and expertise of proposed personnel. 

 

 
  

Team Member Caroline McGrath Ruth Berry Fiona Mills Lesley Cosh 

Title Managing Director Director Digital Director Media Executive 

Role on Account Contract Manager Account Director Account Manager Admin Support 

Key  
Responsibilities 

Leadership 
Quality standards 
Client satisfaction 
Resourcing 
Senior presentation 

Account strategic direction 
Strategic media planning 
Client relationship 
Results measurement 
Audience insight 

Day to day client contact 
Strategic media planning 
Digital planning 
Project management 
Liaison with agencies 
Timescales 
Budget control 

Support account director 
Digital monitoring &  
reporting 
Document updates 
Account admin 
Supply of tech spec info 

Status Permanent Permanent Permanent Permanent 
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4.1 The Media Shop – An Experienced Team 

Our Client Experience 
 
The Media Shop Scotland team, led by Caroline McGrath, has the perfect mix of relevant 
experience and core skills to be able to deliver a highly effective media planning and service 
to Food Standards Scotland.  
 
The Media Shop has been in business for over 27 years, throughout which we have handled 
the planning and buying of successful media advertising campaigns for hundreds of diverse 
clients from the large - Scottish Enterprise, SSE and Macdonald Hotels - to companies with 
smaller budgets and local requirements such as Waste Aware Scotland, Northlink Ferries and 
the National Trust for Scotland. 
 
Our work has spanned award winning social marketing and behavioural change campaigns 
for clients such as Waste Aware Scotland, Keep Scotland Beautiful, Health Education Board 
for Scotland and West of Scotland Cancer Awareness Project. Director, Ruth Berry, has a 
particular wealth of experience in this area, and a good depth of knowledge of behavioural 
change theory and how it can be applied to advertising campaigns. 
 
Our winning combination of superior service levels, solid public sector experience, and a 
creative and enthusiastic approach to briefs has recently resulted in us being appointed to 
the RSPB Scotland, Glasgow Children’s Hospital Charity, Cruden Homes and National 
Museums Scotland media accounts, with all accounts being competitively tendered.  
 
Our successful streak is further demonstrated by our recent appointment to the Scottish 
Government media buying roster in 2015, after a particularly rigorous evaluation process. Of 
the media tenders we have so far bid for, we are delighted to have won 6 (Business Gateway 
National and Local, Scottish Natural Heritage (x2), Scottish Parliament, and the Student 
Awards Agency for Scotland.) 
 
Indeed, since appointment by Business Gateway in Autumn 2015, we have already enhanced 
their campaigns by improving the optimisation of their digital campaign, which has 
significantly improved their CPA.  
 
 
 
 
 
 
 
 
 

4. The Media Shop: Team Experience and Expertise (10%) 
 
Demonstrable experience and expertise of the proposed personnel to meet the Ordered 

Services outputs (weighting 20%) 

‘We are only 2 weeks into our campaign and already The Media Shop’s recommended 

digital media plan is showing significantly improved results’ 

Jacqueline MacDougall (Marketing Manager, Business Gateway) 
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4.2 Relevant Client Experience 
 
Our team has been instrumental in driving results for a wide range of behavioural change 
campaigns. Some specific case studies are shown below: 
 
 

Case Study 1: West of Scotland Cancer Awareness Project  
 
Our task here was to plan media activities which would help change the behaviour of people 
with suspected symptoms of either oral or bowel cancer. Our contribution to this campaign 
is one of our proudest moments – we helped to save lives. 
 
For both oral cancer and bowel cancer campaigns, a combination of TV, radio, and direct 
marketing proved highly effective in reassuring people, but also encouraging them to present 
early enough to save their lives. Although straightforward radio commercials were used, we 
also incorporated live interviews with the project leader on stations like SAGA and Radio 
Clyde to capitalize on the power of radio to talk one-to-one with people. 
 
The advertising campaign increased awareness of the symptoms of oral cancer and 
encouraged people with symptoms to present earlier. The real ROI is, without doubt, the 
human one. In monetary terms a conservative calculation suggests a saving of £695,000 – 
representing an ROI of 278%. The campaign has won many awards within the health sector, 
and also a Silver at the Scottish IPA Effectiveness Awards in 2005. 
 

Case Study 2: The Big Plus 
 
The Big Plus was launched in 2004 with the objective of ending the stigma experienced by 
people with adult literacy and numeracy issues. They wanted to reach the people suffering 
from the problem to help them feel more comfortable with seeking help, but also to bring 
the subject out into the public domain and ‘normalise’ it. A secondary audience was 
employers who were identified as discriminators against people with literacy and numeracy 
issues, but who could in fact be a huge force for change if persuaded to adopt a supportive 
learning culture for their employees. 
 
TV was chosen as the key medium for The Big Plus for several reasons: 
 
• TV had a proven track record of delivering the largest number of direct responses of all 
above-the-line media in previous SUfI campaigns (and likewise continued to do so for The Big 
Plus). 
 
• TV alone offered the creative scope that would involve viewers in the emotional drama of 
the subject matter, allowing The Big Plus to change and shape their perceptions of and 
attitudes to literacy and numeracy issues. 
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• TV is one of the preferred media of the lower demographic groups, who have a higher 
incidence of numeracy and literacy problems. (27% of people in social grades D or E view 
more than 40 hours of TV per week, compared to just 7.5% of AB adults) 
The TV was supported by radio airtime, with commercials featuring real-life people talking 
about their problems, and how The Big Plus helped them. We also incorporated leaflets and 
posters in football stadiums, and pub washrooms, as middle-aged men were a key target 
audience. 
 
The tracking research showed that the TV was the strongest driver of awareness and attitude 
change, but that the radio was also highly effective. 
 
We then developed the campaign further to include advertiser funded programming. A series 
of 6 x ½ hour programmes were produced in partnership with STV, and broadcast in peak 
time on Monday evenings. The Media Shop team played a key role in driving this project and 
were involved from concept to script stage, right through to director and presenter choice. 
Anecdotal evidence suggested these programmes were instrumental in improving 
acceptance of people with adult literacy and numeracy issues, and played a key role in 
reducing stigma in this area. 
 
 

Case Study 3: Waste Aware Scotland 
 

We worked closely with Keep Scotland Beautiful to deliver the Waste Aware Scotland 
campaigns, supporting them in their aim to improve Scotland’s environment through the 
rollout of recycling schemes in every council area in Scotland. Whilst people broadly accept 
that recycling (like healthy eating) is good and beneficial in theory, it is still difficult to 
motivate them to apply this to their own life and change their own behaviour and practices. 
 
We rose to the challenge of running very large complex campaigns, using appropriate local 
media to target very small postcode areas in quick succession. 
 
One such campaign which ran within the Clackmannanshire Council area was successful in 
achieving a Marketing Excellence Award. 
 
Residents of Clackmannanshire who wanted to recycle at home were provided with an opt-
in scheme to do so. However, by the end of March 2004, recycling of household waste stood 
at just 7.7%. If Clackmannanshire Council was to play a part in helping Scotland achieve the 
target of recycling 25% of household waste by March 2006, a monumental turnaround would 
need to take place. In April of 2004, recycling facilities were upgraded and a communication 
campaign was then launched in order to encourage take up of the new recycling scheme. 
Hand-picked outdoor sites and press titles which could isolate the target areas were used in 
5 stages to deliver the message of Reduce, Reuse, Recycle over a period of 12-18 months. 
The impact of the campaign was pretty phenomenal. 
 
 
 
 
 
 
 

“The changes in public behaviour and attitudes to waste in Clackmannanshire are nothing 
short of spectacular. Recycling of municipal household waste has increased from 7.7% in 

2003/2004 to 38.1% in 2004/2005.” 

Nicki Souter (Campaigns Manager, Keep Scotland Beautiful) 
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Case Study 4: Love Food Hate Waste 
 
In 2010, the Love Food Hate Waste campaign aimed to engage householders in food waste 
reduction behaviours and awareness of the environmental and economic impact of food 
waste in Scotland. With tight timescales and a relatively limited budget of £40k, we arrived 
at a solution of a TV station-led promotion package including commercial airtime, an editorial 
supported feature on The Hour (STV’s magazine show), promotional airtime, digital display 
banners, emails and video pre-rolls. 
 

The campaign reached 54% of adults in Scotland with an average frequency of 3.8 OTS. 
 
 
 
 
 
 
 
 
 
 
 
 

Case Study 5: KSB Smoking Pouch Giveaway Campaign 
 
With 10,000 free cigarette ash pouches to give away to smokers via a text response mechanic 
only, and with a tight budget to work with, we targeted smokers in Glasgow and Edinburgh 
using washroom posters and bus interior panels. 
 
Different text codes were used for each media environment – gents, ladies, bus interiors – to 
gauge the effectiveness of each. The campaign launched with a fully liveried taxi in Glasgow 
city centre and a hit squad of KSB employees handing out pouches to smokers.  
 
In a period of just six weeks, 8,000 pouches were sent out and the target of 10,000 pouches 
by end of May 2006 was exceeded. 
 
 

Case Study 6: Anti Fly Tipping campaign (“Dumb Dumpers”) 
 

Briefed to reach van drivers in Scotland with a penchant for dumping unwanted product in 
the countryside, we identified the target as ‘men who either owned or drove vans of an 
agreed size’.  
 
Using our extensive research resource, we analysed their attitudes to the environment, 
lifestyle habits, reading preferences, viewing/ listening patterns, and geography, forming a 
clear picture of the person we wanted to reach and influence. However, we realised that the 
campaign must also reach the broader population, as a secondary objective was to drive a 
desired volume of reports on dumping to a ‘stopline’. Therefore we recommended a mass-
market strategy on TV and radio – using one ad to both alert likely dumpers to the fact that 

“We were very pleased with the innovative package that The Media Shop negotiated for 
us with STV for our Love Food Hate Waste programme. The activity seamlessly integrated 
airtime, editorial and online content, and proved to be a most effective marketing tool 
for us, delivering high numbers of users to our LFHW website. The Media Shop team’s 
input to the campaign was vital to its success.” 

Lindsay Boylan (Campaigns Manager, ZeroWaste Scotland) 
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there was a good chance they would get caught and heavily fined, and also to promote the 
stopline number. 
 
To uplift reach amongst our core male readership, we placed ads in a cartoon format on 
football pages, and to reach the van driver when out and about, lower bus rears and petrol 
pump nozzles fulfilled the brief.  
 
20,000 calls from the public were received in the first six months of the campaign, and such 
was its success, that funding was approved to run another three bursts. 
 

 
4.3 Proposed Food Standards Scotland Account Team 
 
As outlined in section 3, the dedicated core team we propose to lead the Food Standards 

Scotland account includes: 

 Caroline McGrath – Managing Director  

 Ruth Berry - Director 

 Fiona Mills – Digital Account Director 

 Lesley Cosh  – Media Executive 
 
A full CV for each team member is shown on the next 4 pages. 

  



   

17 

 

 

 

  

 Caroline McGrath, Managing Director    

In addition to leading the development of the agency, Caroline plays an overseeing 
role in the strategic output of The Media Shop. Her high standards of excellence 
across the board have helped position the company as one of Scotland’s leading 
media independents.  
 
Caroline would have a watching brief on the agency’s work on Food Standards 
Scotland, inputting into topline strategy development, and handling all contractual 
matters. 
 
Over the years, Caroline has worked directly on some of Scotland and Northern 
Ireland’s most active brands:  
 
Scottish Enterprise                SDI (Locate in Scotland)  

Strathclyde Passenger Transport  SNBTS 

Greater Glasgow Health Board   SSE 

Historic Scotland    Jobcentre Plus  
Cycling Scotland    EK Development Corporation  
Direct Holidays    Sports Division 

Lloyds TSB Scotland    Northern Ireland Tourist Board 

Northern Ireland Railways    West of Scotland Cancer    
     Awareness Project 

 
Caroline was instrumental in working with STV and Scottish Enterprise to develop 
STV’s first ever ad-funded programme called Business Bites.  This was part of an 
award-winning campaign for business start-up.  

 

Caroline is a Member of the IPA. She is committed to directing the IPA’s Continuous 
Professional Development for the whole team. She leads by example as mentioned 
in the IPA’s annual recognition awards: 

“A special mention to The Media Shop Scotland for an exemplary training 
plan and their continuous evolution of their CPD programme over 
successive years.” 

 
Snacking profile: Caroline deals with her afternoon ‘snack attacks’ with her 
subscription to healthy snack boxes from Graze. Keeping her teenage sons on the 
snacking straight and narrow is a much harder challenge, however! 
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  Ruth Berry, Media Director 

Ruth is one of Scotland’s most experienced media planners, with a career spanning over 20 

years’ of working with some of Scotland’s most successful companies and effective public 

organisations.  

After graduating with a BA (Hons) in Marketing & Economics from the University of 

Strathclyde, Ruth began her career in the economic research and development area at 

Strathkelvin District Council and Segal Quince Wicksteed, an economic and social 

development consultancy.  

Ruth joined The Media Shop in 1994, working her way up to her promotion to director in 

2001.  Her key skills include marketing and media research analysis and application, 

behavioural change campaigns and audience insight development. Ruth has served on the 

Scottish IPA’s training and development committee, and provided consultancy advice to 

Glasgow College of Commerce on the development of a new HNC course in Advertising & PR. 

Ruth’s current account portfolio includes: 

 Business Gateway   

 National Museums Scotland 

 National Trust for Scotland 

 Abertay University 

 Macdonald Hotels & Resorts 
 

Ruth has extensive experience on social marketing and public sector campaigns. Her client 

experience in this area includes:  

Keep Scotland Beautiful   Business Gateway   
Scottish Enterprise    Investors in People  
Modern Apprenticeships   Skillseekers   
Scottish Development International   Jobcentre Plus   
Launch of learndirect scotland    The Big Plus adult literacies campaigns 
ILA Scotland     Waste Aware Scotland 

 

Notable campaigns: 

 Worked with C4 to develop and broadcast five inspirational short films promoting 
Business Gateway’s Young Person’s Business Start-Up Grant. 

 

 Developed the highly effective learndirect scotland Give It A Go ultra-local 
‘guerrilla marketing’ campaigns to engage with hard-to-reach socially excluded 
communities. 
 

Snacking profile: Ruth finds that the munchies tend to strike when she hits the sofa after the 
children are in bed. The best strategy for her is not to buy unhealthy snacks in the first place, 
and therefore she always does her shopping online to avoid temptation. 
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 Fiona Mills, Account Director               

Fiona is a very experienced media planner. She started her career at The Media Shop as 

a graduate trainee in 2005, working her way up to Account Director by 2013.  

Due to her love of emerging technology, Fiona is the digital leader for the company, 

although fluent across all media. She is currently 90% of the way through her studies 

towards the Squared Online qualification, the award-winning digital marketing leadership 

course developed by Google. 

In addition to leading on digital solutions within the agency, Fiona is account director on 
a selection of clients. These include following: 
 

 Berghaus 

 The National Trust for Scotland  

 National Museums Scotland 

 intu Braehead Shopping Centre 

 Caledonian Sleeper 
  

Fiona’s public sector experience includes: 

 Waste Aware Scotland  

 The National Trust for Scotland 

 National Museums Scotland 

 National Galleries of Scotland 

 Aberdeen City Council 

 Dundee: One City, Many Discoveries 

 Highlands & Islands Enterprise 
  

Notable campaigns: 

 Gore-tex Surround Footwear digital campaign – including native ads on Sky 
Sports website, programmatic display, video, and in-app contextual targeting. 
CTRs exceeded industry benchmarks and brand awareness saw a positive uplift. 

 

 Black Bottle relaunch campaign, incorporating graffiti art, light projections, 
sponsored ‘Wee Jaunt’ - winning ‘Most Creative Use of Media’ award. 
 

 
Snacking profile: Fiona’s experience with Weight Watchers in the past means she has a 
whole host of tips in her repertoire for dealing with snack cravings. Sticking to them when 
her willpower is low is another matter, particularly when her kids exercise their ‘pester 
power’. 
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  Lesley Cosh, Media Executive 
  

 
Lesley's keen interest in marketing led her to complete both a BA and MSc in the subject 
at the University of Strathclyde, completing her studies in 2015.  
 
Her role at The Media Shop is to support the account managers with campaign 
implementation, general account administration and supply of technical specification 
information.  
 
 
Current client portfolio: 

• National Trust for Scotland   
• National Museums Scotland 
• Mactaggart & Mickel    
• Macdonald Hotels    
• Hotel Connexions 
• Trump Turnberry 
 

 
Key skills: 

• Recruitment and public notice advertising 
• Expenditure reporting 
• Digital management and reporting 

 
 
Snacking profile: As a regular hockey player, Lesley has to keep in good condition. She 
therefore has a keen interest in food and nutrition, and is very aware of the impact 
unhealthy snacks can have on her energy levels. She has found working on this brief 
particularly interesting. 
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5.1 Campaign Development Methodology - ClearVIEW  
 
At the heart of our campaign development process is our bespoke ClearVIEW system, shown 
in the diagram below, which we have fine-tuned over our 27 year history. Carefully managed 
application of this will lead to the most targeted, smooth-running and cost-efficient media 
campaigns for Food Standards Scotland. 

 
 
 

 
 

 
The 7 main stages of this process are outlined over the next few pages: 

 
 

5. Operational Proposals: Healthy Eating / Discretionary Foods 
Campaign 
 
Operational proposal relating specifically to the scenario for the Healthy Eating / 
Discretionary Food campaign as detailed in paragraphs 12-16 in Schedule 1  (weighting 
60%) 
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1. Learn

Sector Research:

In the preparation of this tender, we
have already delved into much of the
background information relevant to
Food Standards Scotland and healthy
eating, which has given us a good
understanding of the requirements to
build on.

Client Research: 

We would ask to see any other client
insight, research and previous
campaign results to further develop
our specific knowledge of the brief
and your historic marketing activities.

2. Listen
Campaign Brief: 

The campaign brief has been given in
the tender document. However, we
would welcome the opportunity to
further discuss it with the client
team, other stakeholders and
marketing partners, including The
Union.

Will include agreement of Project
Timing Plan.

Desk Research: 

We have used further desk research
to fully flesh out the background of
the campaign brief, as we do in all
campaigns.
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3. Discover
Develop Audience Insight:

Deep-diving of our suite of research
resources to discover meaningful
insights on specific target audiences,
particularly their media consumption
preferences.

Develop Sector Insight:

For this campaign, we have sought
out social marketing strategies and
theories that can particularly be
appled to the promotion of healthy
eating choices.

Specialist Consultation: 

The brief has been discussed with
the full agency planning team to
garner insight from people outwith
the core account team, including
individual Media Champions and the
digital team.

4. Disrupt
Challenge:

The team have considered the
campaign brief, objectives and
insight from atypical angles to
identify potential alternative
campaign approaches.

Creativity: 

Innovative media formats have
been brainstormed, developed and
evaluated for likely impact and
effectiveness.

Creative Consultation: 

The innovative media ideas included
in the proposal would be discussed
with your digital and creative
agencies for fine-tuning and sense
check in advance of presentation to
client.
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5. Create
Media Strategy & Selection:

Our recommended media
strategy has been defined to
ensure our media
recommendations are designed
to meet your objectives.

Media research data has been
analysed to identify the most
efficient media mix for achieving
the campaign objectives -
combined with 'DISRUPTION'
ideas which we believe will
contribute to objective fulfilment.
Traditional media solutions are
not always the answer.

Schedule Formulation:

A detailed media rationale and
schedule has been compiled for
the campaign, including
weights, costs, formats, dates
and deadlines.

Digital & creative agencies
would be consulted on
proposals and feedback sought.

6. Realise
Approvals:

The Food Standards Scotland internal
approval process will be implemented,
including raising of a PO if required.

TMS internal approval process will be initiated
for major campaigns, with senior
management feedback sought.

Buying:

Once the campaign is approved, final rate
negotiation will be undertaken, using historic
client costs and TMS pricing databank to
ensure we match or improve upon pricing
guarantees.

Clash Management:

If necessary, plans can be cross-referenced
with media plans from other Framework
Public Bodies to ensure clashes are avoided.
Media owners are given shared responsibility
for clash avoidance.

Implementation:

Agreement and written confirmation of all
details of bookings will be sent to media
owners and the client.

Technical Specifications:

Supplied to creative/digital agencies in advance
of deadline dates, in accordance with Project
Timing Plan.
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We will now explain how the main stages of this process have been specifically applied to the 
development of our proposals for the Food Standards Scotland’ Healthy Eating / 
Discretionary Foods campaign. 

 
 

  

7. Gauge

Measurement:

Agreement and implementation of
the campaign measurement matrix
in conjunction with clients,
stakeholders and other marketing
suppliers.

Evaluation:

Collation and analysis of
measurement data, during and after
the campaign. Live digital results
used to fine-tune the campaign on
ongoing basis, with weekly
reporting.

Reporting:

Campaign review document
produced summarising campaign
brief, objectives, strategy and
media plan. Reporting on media
delivery, performance, and
campaign impact data. Use of
ValueVIEW tool to calculate and
track ROMI.

8. Learn (again)

Discuss: 

Round table discussion of the
recruitment campaign delivery and
results, successes and areas for
improvement.

Feed Forward:

Learnings are recorded and fed into
the next stage of the campaign
development.
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5.2 Learn & Listen – Understanding the Brief 

 
Our first step in developing any campaign is to seek out all available information to ensure 
our understanding of the brief is right up to date.  This stems from the LEARN and LISTEN 
stages of The Media Shop’s ClearVIEW campaign planning process, which ensure we 
undertake robust background development and campaign brief exploration.  
 
Clearly your incumbent agency has the edge in this area, as they have been able to gain 

knowledge from previous campaigns they have worked on. To ensure we are not at a 

disadvantage, therefore, we have worked hard to deepen and update our knowledge of Food 

Standards Scotland. We have undertaken a review of all the reports on the organisation and 

its operations, and also research particularly relevant to the Healthy Eating / Discretionary 

Foods brief.   

Our research has covered the following resources:  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 

 

 
 
 
 
 
 
 
 
 

 Attitudes to Diet and Health in Scotland 2015 (Food Standards 

Scotland & Scott Porter Research) 

 Diet & Nutrition Remit (Food Standards Scotland, Apr 2015) 

 Eatwell Guide 

 Finalising the FSS Strategy and Corporate Plan (Board Meeting, Mar 

2016) 

 Food & Drinks purchased into the home in Scotland using data from 

Kantar WorldPanel (Food Standards Scotland) 

 Food Standards Scotland Communications and Marketing Strategy 

(Board Meeting, Mar 2016) 

 Our Food Future 2016 (Food Standards Agency & Food Standards 

Scotland 

 Obesity in Scotland (SPICe Briefing, Scottish Parliament, Jan 2015) 

 Preventing Overweight and Obesity in Scotland (The Scottish 

Government, 2010) 

 Revised Dietary Goals for Scotland (The Scottish Government, Mar 

2016) 

 Supporting Healthy Choices: A Framework for Voluntary Action 

(The Scottish Government, June 2014) 

 The Scottish Diet: It needs to change (Food Standards Scotland ) 

 The Scottish Health Survey 2014 (The Scottish Government) 

 The 2014 Food and You Survey, Food Standards Agency) 

 www.foodstandards.gov.scot 
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5.2.1 Background to the Campaign Brief 
 

There is no doubt that Scotland has an unhealthy diet, which is contributing to health 
problems and a burden on the healthcare services of as much as £600 million per annum 
(Obesity in Scotland SPICe Briefing, Jan 2015). 65% of us are overweight including 28% who 
are obese, which can lead to people developing heart disease, strokes, type II diabetes, and 
some cancers.  
 
It’s clear, and has been for some time, that this needs to be tackled to ensure Scotland has a 
healthier future. To tackle any form of behaviour change like this, society and government 
should implement a complementary range of tools, which can be summed up in the deCIDES 
strategic approach below: 
 
 

 

 

 

Adapted from French & Blair-Stevens, 2010 

 

A recent news story included on an example of how ‘design’ could be used to impact on 
consumer’s food choices, when the Chief Executive of the Royal Society for Public Health 
suggested using new icons on food packaging. These would tell you how much exercise you 
need to do work off the calories: 

 

Communicate the 

key messages on 

benefits, risks, 

and how to 

change behaviour 

Educate people on 

the benefits of 

healthy snacking 

Alter the environment to 

nudge people towards 

better choices 

Rules, penalties and 

legislation 

Offer practical assistance 

such as cookery demos, tips 

and planning tools 
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The combined effect of all tools within this framework will have a much greater impact than 

implementing one tool on its own. And indeed, The Scottish Government certainly has a 

comprehensive range of policies and strategies in place to address this challenge, as set out 

in their Route Map: Preventing Overweight and Obesity in Scotland. These include free 

school lunch entitlement for P1-P3 pupils, the Supporting Healthy Choices framework for 

retailers and manufacturers, and the Eat Better Feel Better social marketing campaign.  

 

This particular advertising campaign undertaken by Food Standards Scotland should aim to 

deliver on the Inform, Educate and Support areas of the deCIDES framework. It will be 

another crucial element of the national strategy, particularly focusing on raising consumer 

awareness and reducing consumption of ‘discretionary’ foods and drinks – that is, food and 

drinks that are high in calories and / or salt, low in nutritional value, and which aren’t required 

for our health. We understand this to be a particular area of focus for Food Standards 

Scotland due to the impact that the food and drink retail and marketing environment has on 

people’s choices. 

 

There is certainly a problem with people’s awareness of the impact of these foods on their 

health. Three quarters of adults in Scotland say their diet is healthy, yet 20% of all calories, 

and 50% of sugar we eat comes from discretionary foods. Whilst people from more deprived 

areas of Scotland consumer a higher proportion of calories from discretionary foods such as 

confectionary, regular soft drinks and bread, there is no doubt this is a nationwide problem. 

 

A high proportion of food and drink bought in supermarkets falls into the discretionary 

category and a high proportion are purchased on promotion (50% of purchase) compared 

to other staple healthier categories (30% of purchase.) People also choose a lot of 

discretionary foods when purchasing food and drink away from home, e.g. in cafes, 

takeaways, restaurants etc. 

 

The good news is that over half of people in Scotland agree that they would like to reduce 

the amount of discretionary foods they eat (Attitudes to Diet & Health in Scotland 2015). 

However, they cite lack of willpower and that unhealthy food is hard to resist as top reasons 

for why it is difficult to eat healthily in the home. People find it even harder to eat healthily 

out of home, with half of adults / parents saying it was quite or very difficult, blaming limited 

availability and convenience of healthy options (although they also admit they do want to 

just eat what they like when out of home).  

 

The majority of snack consumption in adults is related to habit (e.g. whilst watching TV, or 

‘just because I feel like something sweet, a snack’) and also emotional factors such as stress 

and boredom. In children, the perceived reason is more related to satisfying their hunger at 

key times of the day, such as school break or lunchtime, or after school.  
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5.2.2 The 2016 Brief: Specific Campaign Objectives 
 
The specific objectives for this campaign are outlined below:  
 
 

 

 

 

 

 

 

 

 

 

 
AND 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Raise awareness of the amount of unnecessary sugar and saturated fats 
that we are consuming via discretionary foods. 

 

 

 Help people understand the impact the retail and marketing 
environment has on encouraging us to eat more of these foods, through 
promotions, marketing strategies, advertising campaigns, retail 
positioning strategies and so on. 

 

 

 

 Encourage people to reduce the amount of discretionary foods we 
consume, persuading  and supporting people to make small 
incremental changes. 

 

AND 

 Position Food Standards Scotland at the heart of the diet and nutrition 
landscape in Scotland. 
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5.2.3 The 2016 Brief: Campaign Target Audiences & Other Parameters 
 

The core target audience for this brief has been identified as C1C2 parents, aged 25-45. It 
makes sense to focus on one key audience as tight targeting is the basis for successful social 

marketing. 

And parents’ concern for their children’s health can be used as a key trigger for behaviour 

change.  Indeed, parents view the healthiness of their children’s diet as significantly more 

important than their own. Two thirds of parents said it was very important to them to ensure 

that their child eats healthily, compared to just 1/3 of adults viewing healthy eating as a high 

priority for themselves. (Attitudes to Diet & Health in Scotland 2015) 

 
Secondly, you have requested a campaign which will also reach out to a broader audience: 

16-55 year olds, parents and non-parents, BC1C2D. Therefore, although C1C2 families 
will be at the heart of our media plan, we will also ensure we create a campaign which 
reaches the wider population too. 
 
 

Furthermore, as research shows that women are still the main supermarket shoppers it may 
make sense to put a greater emphasis on reaching them than men. Women are more likely 
than men to say they are responsible for all or most of their household’s main food & grocery 
shopping (68% compared with 32%). (The 2014 Food and You Survey, Food Standards 
Agency). 

 
The other campaign planning parameters are summarised below: 
 
 
 

 

 

 

 

 

 

 

 

 

 

We find the most effective campaigns come about when we work in close partnership with 

the other marketing partners, particularly the appointed creative agency. We have worked 

with The Union on many occasions, and currently work together on the National Trust for 

Geography: 

Cover all of Scotland 

Timing: 

September 2016 

Media Budget: 

£200,000 to include 

outdoor production 

costs 

To incude outdoor pre 

 

Key Messages: 

1. We are treating ourselves and our children too often with snacks we 

don’t need, without even realising we’re doing it, and it’s making us fat 

and unwell. 

2. The environment makes the problem worse, but we all have 

responsibility for changing our snacking culture. 
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Scotland advertising account and would be delighted to work with them again on this 

campaign.  

Upon appointment we would therefore immediately meet with The Union, and 

Consolidated PR, to ensure we have a full understanding of the creative and campaign 

strategy they have developed for this campaign. We would also advise them of our media 

proposals and rationale, using their feedback to adjust the proposals as necessary. 
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5.3 Discover – Building Insight 
 
We know Food Standards Scotland is an organisation that adopts an evidence, insight based 
approach. So does The Media Shop. 
 
In the Discover stage of our planning process we use our media and marketing research 
resources to further probe the lifestyle and media preferences of the campaign target 
audience, and also take into consideration any other research pertinent to the objectives of 
the brief. 

 
5.3.1 Preferred Media 
 
Firstly, we have looked at the typical media preferences of the core campaign audience: C1C2 
adults, aged 25-45 with children to see if we can identify any areas in which their media 
consumption differs from the general population.  
 
The chart below shows the % of this audience who are medium-heavy consumers of each 
medium, compared to the index (line graph) against the average for the whole population.  
 

 
 

Source: TGI Jul 14 - Jun 15 
Base: C1C2 parents aged 25-45 (331,000) 

 
The chart shows that the internet and posters will reach the largest % of the audience but 
we can see that they do have a strong preference for commercial radio (as well as internet, 
posters and cinema) over the average population. Newspapers appear to be a low-interest 
medium for this audience. 
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Internet 
 
We have identified that this audience have high internet usage, so we can now get a picture 
of the top uses of the internet for this family target audience, below.  

 
Source: TGI Jul 14 - Jun 15 

Base: C1C2 parents aged 25-45 (331,000) 

 
 
 
Email, social networks, and instant messaging are the most preferred uses. In terms of index, 
downloading TV programmes, listening to the radio, and reading/writing Twitter feeds are 
the top uses. 
 
 
 

Use Internet For % Index 

Email 74.5% 113 

Social Networking 61.4% 156 

Instant Messaging 45.1% 165 

Listening to Music 27.4% 137 

Music Websites 27.3% 127 

News (excluding Newspapers & Magazines) 25.9% 130 

Weather Forecasts 22.3% 89 

Sport 21.6% 124 

Watching Video Clips 18.7% 118 

Keeping up to date with Sports scores 17.4% 148 

Read/write Twitter feeds 16.4% 180 

Listening to Radio 14.9% 182 

Following Sports News 14.8% 127 

Looking for practical information (e.g. recipes, 

ideas for home décor etc) 
14.6% 105 

Watching TV 14.4% 129 

Food, cuisine 13.2% 112 

Voucher Code Websites 13.0% 172 
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The chart below shows the frequency with which the target audience use social networking 
sites: 

 
Source: TGI Jul 14 - Jun 15 

Base: C1C2 parents aged 25-45 (331,000) 

 

 

It is clear that the people in this audience love social networking. 59% of them use social 
network 2 times a day or more, much than the general average of 39%. Overall, 86% use 
social networks, compared to 66% of the population as a whole. It is a key medium for 
reaching the type of person we want to talk to with this campaign. 
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Out of Home 
We have also looked at the top outdoor formats seen ‘in the past week’ by this audience.  

 

 
 

Source: TGI Jul 14 - Jun 15 
Base: C1C2 parents aged 25-45 (331,000) 

 

 
Large billboards, ads inside supermarkets, in washrooms, and inside buses and bus shelters 
come out top. In terms of index, this audience shows the greatest preference for the formats 
in shopping centres / malls, outside convenience stores, and on phone boxes, compared to 
the average. 
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2.22%
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Large advertising sites at the side of the road/buildings
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TV 
Although the initial chart showed that the audience’s overall consumption of TV is slightly 
lower than average, we have probed further to identify which specific channels are more 
likely to reach them. 
 

 

The data below shows that they are more likely than average to be viewers of Channel 4, and 

ITV Breakfast (and Five, by a small margin). In terms of reach, the greatest % of them are 

medium-heavy viewers of other channels (i.e. satellite and cable channels). 

 
 

Top 10 Programmes  
By % who specially choose to watch 

 
Source: TGI Jul 14 - Jun 15 

Base: C1C2 parents aged 25-45 (331,000) 

 
The top 10 programmes this audience specially choose to watch shows includes several 
mass-market STV programmes, such as Ant & Dec’s Saturday Night Takeaway and Britain’s 
Got Talent. Although not all the STV programmes index highly, it still suggests we need a 
campaign presence in them to ensure we reach the full audience, particularly in the family 
entertainment programming. 
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5.3.2 Behavioural Change Insight 
 
As well as media audience data, we can apply certain behavioural change research and 
principles to help shape the strategy for this campaign. 
 
DeCIDES Framework 
We have already identified that this campaign should aim to deliver on three areas of the 
DeCIDES behavioural change framework:  
 

 To Inform people of the risks of poor snacking choices, and more persuasively, 
the benefits of healthier choices. 

 To Educate people, providing them with the right skills to motivate and enable 
them to change their behaviour 

 To Support people with tips and ideas on how to make healthier food choices.   
 
 
 
The Power of TV 
Behavioural change research shows the important role TV advertising can play in persuading 
people to change their behaviour. A review of IPA effectiveness case studies shows that the 
majority of government social marketing campaigns include TV in the mix, due to the power 
of the medium in delivering measurable results in this area. (IPA Databank) 
 
 
 
The Importance of Relevance 
Millward Brown’s ‘Engaging Consumer’s Brains’ research identified learnings from the field 
of neuro-science which could be applied to marketing. A key conclusion was on the 
importance of ‘relevance’ for ensuring consumers engage with your campaign message. 

‘Relevance is required for engagement. Information, including brand messaging, will be 
engaged with if it is determined to be relevant. Yet few brands are so important or interesting 
that consumers will engage with them every time they see or hear about them. Therefore, 
marketing communication needs to be relevant to consumers at the time and place they 
encounter it. Thus both the mindset and the motivation of a consumer encountering a 
particular form of media must be considered.’ 

This has important implications for this campaign. 

 

Barriers to Change  
A recent study of ‘Behavioural Economics and Public Health’ by Christina A. Roberto and 
Ichiro Kawachi (2016) identifies 5 key barriers to the kind of behavioural change we want to 
create, particularly with regards to making choices with improve our health in the long-term. 
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Barriers to Change 

 

‘Behavioural Economics and Public Health’ (2016) 

 

These barriers are all relevant to the challenge of reducing people’s consumption of 

unhealthy snacks. People buy them on impulse, without giving due thought to what they are 

doing. Even when they are aware they are choosing an unhealthy option, they lack the 

willpower to resist (certainly over repeated occasions), and also discount the future impact 

of this choice. 

Roberto and Kawachi offer a 4 Ps Framework for Behaviour Change which we can apply to 

help us ‘nudge’ people towards making healthier choices with regards to snacks. The 4 Ps 

are: Possibilities, Process, Person, and Persuasion. Not all of the elements of the Framework 

come within the remit of marketing but there are 3 which we have identified as having 

implications for our media (and creative) strategy: 

Moments of Truth 

People will be most receptive to persuasion when they are already thinking about the 

goal. We must convey our message to people when the goal relevant to our desired 

behaviour is most salient. This is similar to the Relevance principle outlined earlier. 

Setting Goals 

Setting specific motivational and measurable goals will improve people’s ability to 

change their behaviour. Goals are particularly shown to be more achievable when 

broken down into smaller steps in the first instance, such as just aiming to cut out 

snacks on every 2nd day of the week, or on weekdays. 

Pre-commitment 

Pre-planning behaviour allows the more rational part of the brain (System 2, as the 

authors refer to it) to make a reasoned decision ahead of time, thus cutting down on 

the opportunities for the more rash System 1 to make impulsive decisions. In the context 

of this campaign, this could include encouraging people to do more of their grocery 

shopping online (shown to reduce impulse purchases), or plan ahead to take home-

prepared healthy snacks and lunches into work. 

We are wired to 
favour impulsive 

choices

We're too busy to 
make clear 

headed decisions

We have finite 
willpower

We often act 
without thinking

We live for today
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5.4 Create and Disrupt – Developing The Media Strategy  
 
We now go on to develop our media strategy incorporating this insight. 
 
The most effective campaigns are built upon a clear, well-informed media strategy - deciding 

how we should best use media to meet our objectives. Based on our insight findings so far, 

and the parameters set out in the brief, we have identified the following key pillars of our 

media strategy for the Healthy Eating / Discretionary Foods campaign. 

 

Key Pillars Of Media Strategy 

 

 
 
1. Focus on preferred media of family audience 
 
C1C2 adults aged 25-45, with children, have been identified as the audience that we most 
want this campaign to have an impact on. Therefore, when making choices between media, 
it makes sense to focus the budget on the formats which will have the best reach of this 
audience.  
 
The research above has highlighted the following media as being key for this audience, and 
these will form the basis for our campaign plan: 
 
 

1. Focus on 
preferred media of 

family audience 

2. But reach wider 
Scotland too

3. Choose media 
likely to influence 
behaviour change

4. Plan media 
around touchpoints 

and triggers

5. Use each medium 
for different role
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2. Reach wider Scotland too 

We must also ensure that we choose at least one medium which will give us wide reach across 

the whole social spectrum of Scotland, as we wish the effect to be felt outwith the core 

audience too. This will lead to a two-tier weight of campaign. 

 

 

3. Choose media proven to influence behaviour change 

We have already noted the role that TV has played in many social marketing campaigns to 

influence and change behaviour. There is no doubt its power can be harnessed to play a role 

on this campaign too. 

Radio is a great medium for reaching people on an emotional level, and speaks to people on 

a one-one basis. Therefore it could also have a key role to play in this campaign.  

 

4. Plan media around touchpoint and triggers 

The behavioural change insight in Section 5.3.2 shows us that reaching people at the point of 

relevance, or the ‘moment of truth’ will ensure the message has the greatest possibility of 

being acted upon. This will be a core principle of our campaign and will guide our planning in 

several ways: 

Internet, 

particularly 

music, news, 

weather, sport 

and video content 

Out of Home, 

particularly 

billboards, 6 

sheets and 

advertising at 

supermarkets 

and shopping 

centres 
Commercial radio 

TV across the 

spectrum:  C4, Sky, 

ITV Breakfast, STV, 

video on demand 

Cinema 
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Reach people at the point of PURCHASE: if the campaign message is going to refer to the 

impact the shopping environment can have on their purchases of discretionary foods, then 

we must endeavour to reach people just as they are about to enter a shop or supermarket. 

 

Reach people at point of CONSUMPTION: likewise, we want to reach people with our 

message just as they are about to consume snacks, in order to impact on their choice. Key 

snacking situations that we have identified are: 

 On the sofa watching TV programmes (on the TV or downloading on tablets) 

 At work / at your desk 

 Driving in the car 

 On public transport 

 At social occasions e.g. the cinema / soft play / bowling alley / in the pub 

 Snacks for kids after school 

 Browsing the internet for leisure  
 

Reach people at point of PLANNING: the 4Ps Framework identified pre-commitment as a key 

tool for getting people to change their behaviour. If we can reach people as they are planning 

their food shopping or consumption then we can impact on their choices there and then. For 

example, we can encourage someone to pop a banana into their work bag or child’s packed 

lunch instead of a packet of crisps, or remind them NOT to add the bag of Haribo treats to 

their online shopping order. 

 

5. Use each medium for a different role 

Clearly, not all media we use can reach people at all of the above trigger points. We will 

therefore build a clear targeting matrix, for both media and messaging, to ensure we use 

the right messages in the right media at the right time. We will plan this in collaboration with 

The Union to ensure it both fits with their overall strategy, and is practical with regards to 

the number of messages affordable. 

As well as impacting on immediate behavior, we would also suggest we use some of the 

messages to encourage people to set goals for reducing their snacking behaviour. 

Behavioural change research has identified this as an important way in which to encourage 

people to adjust their behaviour, particularly if the goals are broken down into small 

achievable chunks. 

For instance, we could suggest people cut out snacks on certain days of the week or certain 

occasions, for example, establishing ‘Snack Free Until Thursday’, ‘Sugar Free At School’ or 

‘Water Only At Work’.  
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5.5 Media Selection 

 
We now decide on the best intra and inter-media mix, making sure we develop and 

incorporate any innovative solutions that we believe will add to the campaign’s effectiveness.  

Taking into consideration the research and strategy we have developed so far, we 

recommend the following media mix for achieving this campaign’s objectives:  

 

 

TV 

 
There is no doubt that TV still holds the greatest power to reach a large % of the population 
in a short period of time, and to impact on their behaviour in some way. Therefore, it can not 
only reach our core audience, but will help us ensure we reach the wider Scottish population 
too. 
 
Commercial TV reaches 

 
 
 
 
And although people’s media consumption habits are changing, TV still accounts for nearly 
half of people’s (chosen) media day, as this chart from Thinkbox shows. Therefore the TV ads 
will have the greatest potential to create share of mind for the campaign amongst the target 
audience. 
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TV is also the medium which people trust the most, which is vital for  a social marketing 
campaign where the target audience must relate to, trust and respect the deliverer of the 
message. 
 
 

 
 
 
Therefore, we recommend TV as a key medium for this campaign.  
 
The TGI research showed that the core target audience had a preference for Sky, ITV 
Breakfast and Channel 4, over STV. However, we also saw that STV’s light entertainment 
programming such as Ant & Dec’s Saturday Night Takeaway and Britain’s Got Talent held a 
great appeal for our audience. We therefore recommend a mix of TV channels to ensure we 
have a good reach of the audience. 
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What we are proposing: 

We propose using a 30 sec ad across a 3 week campaign period, and on the following stations: 

STV (150 adult TVRs) 

ITV Border (150 adult TVRs) 

C4 Scotland (35 16-34 TVRs / approx. 50 adult TVRs) 

ITV Breakfast (Scotland) (35 adult TVRs) 

TOTAL WEIGHT 235 adult TVRs 

 

Laydown:  

This is light-medium weight across 3 weeks but social marketing theories suggest a sustained 

presence of messaging gives the best results, as it takes time for people to change their 

habits. In conjunction with the other media, it will contribute to a medium-heavy weight 

campaign overall. 

On STV, ITV Border and C4 Scotland activity will be bought on a natural delivery basis, i.e. 

following the pattern of viewing with 65% of TVRs being delivered in peak time. 

 

Sky Adsmart 

The standard broadcast activity will be supported by 661,230 impressions on Sky Adsmart, 

specifcially targeted to Sky households of adults aged 16-54, with kids aged 0-17, across 

Scotland.  

Sky Adsmart is bought on an impressions basis, not TVRs like other TV. The ad will be shown 

661,230 times across a universe of 199,957 homes, and on average 1-3 people will see each 

ad. We estimate it wil reach about 68% of these homes, with a frequency of 4.6. This converts 

to about 41 TVRs.  

 

TV Campaign Combined weight: 

APPROX TOTAL WEIGHT 276 adult TVRs 
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  Radio 
 
 
We recommend radio for this campaign for several reasons: 

Firstly, radio came out clearly in the TGI analysis as a preferred medium for the core family 

target audience. 

Radio speaks to people on a human, one-to-one basis and is therefore the perfect medium 

for tapping into people’s motivations and conscience. 

Radio also offers many opportunities to target people at their ‘trigger points’: listening peaks 

in the mornings when people’s will power is at its highest, and they are planning the food 

consumption for the family, e.g. making packed lunches, popping snacks into briefcases. It 

will also reach people when they are in their cars, travelling to work and surfing the internet. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Finally, radio offers very cost-effective frequency of message. This repetition will allow the 

details of the messages to be absorbed across the campaign period. It takes time to change 

a habit and we must frequently remind people of our messages to support them in that 

change. 

 

 

 

 

 

 

 

 

 

 



   

46 

 

What we are proposing: 
 
Bauer Radio FM stations 
We recommend a two week  Spotlight (branded content) campaign on all of Bauer’s Scottish 
FM stations; Clyde, Forth1, Tay FM, Northsound 1, MFR 1, Borders and Westsound. Instead 
of standard airtime, we will harness the style and appeal of the stations who will each create 
3 x 40 sec spotlight features to be broadcast at key times of the day, highlighting the effects 
that discretionary foods have on our health, and suggesting a healthy snack alternative. 
 
The on-air activity will drive listeners to a bespoke campaign page on each of the station 
websites, where they will have a chance to win a 6 month subscription to a healthy Graze 
snack box (worth around £106), each week. 
 
The bespoke feature page will host key messages and hyperlinks to the 
http://www.foodstandards.gov.scot/  and an entry area for the competition.  
 
To enter, we’ll ask listeners to tell us their “snack attack” tips i.e. what healthy snacks they 
have created to replace their usual unhealthy ones. 
 
On each of the 2 Fridays, a winner will be selected and revealed during the ’Through the Day’ 
show on each station.  
 
First Radio Scotland  
The Bauer campaign will be complemented by airtime on First Radio Scotland to cover the 
areas not covered by Bauer stations: Fife (Kingdom FM), Central (Central FM. 
 
The ads could also be created in the style of a station advertorial. 
 
 
 
 
 

 
 

Outdoor 

 
We recommend outdoor formats for several reasons: 
 
Outdoor is the only 24-hour medium and so will play an important role in providing round 
the clock ‘reminders’ to people, supporting them in making healthier snacking choices at 
crucial times and locations across the day. 
 
The TGI analysis showed that outdoor has a strong reach of the core C1C2 family audience, 
who spend a lot of time out and about. It also highlighted posters in close proximity to 
shopping centres and supermarkets to be formats with a particularly high exposure to the 
audience, which fits our strategy perfectly. 
 
 
 

 

 

http://www.foodstandards.gov.scot/
http://www.foodstandards.gov.scot/
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What we are proposing: 
 
Roadside 6 Sheets: targeted to CTNs (Confectionary, Tobacco and News retailers) 
We recommend buying a light-weight campaign of 200 panels across Scotland specifically 
selected in close proximity to CTN stores, thus providing that timely campaign reminder at 
the ‘moment of truth’ when someone is about to make a snack purchase. 
 
 
6 Sheets: at supermarkets 
We will also use 6 sheets at supermarkets to remind people to choose healthy snacks on their 
shopping trip, again reaching people just at the right moment to affect their behaviour.  
 
We recommend digital 6 sheet sites at Tesco as (after ASDA*) it is the most preferred 
supermarket for the core target audience with 29% using it for their regular main shopping. 
We have also recommended the standard 6 sheets at Morrisons. Although Sainsbury’s has 
the next best reach (17.5%), Morrisons is not far behind (17.3%) and has a higher % of 
shoppers falling into the target audience (8% vs 7.5%). (Source: TGI) 
 
(*The poster contract at ASDA stores is changing over in July this year and no details are 
currently available on costs or formats. We would swap from Morrisons to ASDA if practical, 
once details are known). 
 
 
4 Sheets and 6 Sheets: at train stations 
We earlier identified public transport as being a key location for people to buy and consume 
snacks, so we have included 4 sheets (x97) and digital 6 sheets (x12) at train stations in our 
campaign. The 4 sheets will be in standard stations, and the digital 6 sheets in the main hubs 
of Glasgow Central, Edinburgh Haymarket and Edinburgh Waverley. 
 
 
Field Marketing in Bus and Train Stations 
We would also recommend field marketing in transport hubs: creating ‘healthy snack’ stands 
manned by a field team who could hand out fruit or other healthy snacks to people, getting 
them to think about the snacking choices they usually make. However, we have not budgeted 
for this on the plan as we understand The Union is responsible for your Field Marketing 
budgets. 
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Digital 
 

Digital has the potential to give the greatest reach of the key target audience – C1C2 adults 
aged 25-45 with kids. The TGI data showed this was particularly clear for social media. 
 
We will use digital to deliver tips and reminders to people throughout the day, but 
particularly at trigger points, e.g. surfing on the sofa, at work break times. It will fulfil a dual 
role: to immediately affect people’s behaviour, but also to drive traffic to the campaign 
website where they can find out more healthy snacking tips. 
 
Online advertising will therefore provide us with measurable results for the advertising 

campaign, allowing us to identify which channel and format works best.  

We recommend the following mix:  

 
Video content  
Video is increasingly at the forefront of people’s internet consumption, as it is naturally 
engaging and presents information in an easy to digest format. The average internet user in 
the UK watches an average of 274 videos per month (22 hours of content). A piece of short-
form content (possibly a variation of the TV ad) can be woven through the digital media 
selection below (social media, Native, etc) to great effect. 
 
 
Facebook & Twitter promoted posts  
We know social media is a preferred medium of the core audience. Social media ads have 
the added benefit of driving engagement easily and encouraging sharing.  
 
We recommend a mix of promoted video and standard image posts on Facebook and Twitter. 
These can be used to push the TV ad, and also convey tips and reminders at key times of day. 
 
 
Programmatic display advertising  
Using an ad network, we can target ads demographically (families) and contextually (food & 
drink, health, dieting, parenting, family content).  
 
The display campaign can also be scheduled so the display ads appear at the same time as 
the TV ads, thus reinforcing the message at crucial times of the day, particularly evening ‘sofa 
snacking’ or after the afternoon school run. 
 
 
Native advertising 
In order to enhance the audiences’ understanding of the messages, and motivate them to 
change their behaviour, we recommend using native advertising. This would appear as an 
article on a selection of websites that fit our target audience’s profile (e.g. family or food & 
drink content), including tips for healthier snacking, better lunch boxes and so on. 
 
Native content is also a useful way of addressing the increasing use of ad blockers installed 
on mobile devices. 
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Video on Demand 
The TGI media analysis identified downloading TV programmes as one of the top uses of the 

internet by the core target audience. They are 22% more likely than the average to watch 3 

or more hours of video on demand in a week. (Source: TGI) 

Using pre-roll ads on STV, C4 and Sky video players will allow us to extend the reach of the 

TV campaign, and reach a younger audience who may be less inclined to be heavy viewers of 

traditional TV. 

Watching VOD is seen as ‘me time’ and there is a high likelihood that it will coincide with a 

snacking moment. 

 

Media Timing & Scheduling: 

We propose that the campaign launches with TV, radio and digital on 5th Sept. Once the basic 

message has been established through TV and radio (the more ‘explanatory’ media), then the 

out of home media will commence on 12th reminding people of the key messages in ‘short, 

sharp shocks’ at key trigger points. 

The digital will run for 4 weeks, giving the campaign some longevity not really affordable in the 

other media. 

The digital and radio activity will be specifically scheduled to hit people at peak ‘snacking’ times 

across the day such as early morning, lunchtime, afternoon break and evenings. 
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5.6 Targeting Matrix: Media and Messaging  

As mentioned in points 4 and 5 of our media strategy, we intend to use the different media 
to prompt and remind people at different trigger moments. A demonstration of this strategy 
is shown in the matrix below, along with examples of how the media mix could impact on 2 
typical people from our core target audience, right across the day: 
 
 

 

 

 

 

Time of Day / 
Occasion 

Media Trigger Point Impact 

Breakfast TV 
Radio 

Social Media 

Packing lunch 
and snacks for 
the day ahead 

Gillian sees the ad on breakfast TV and 
resolves to replace the juice and crisps in her 
son’s packed lunch with something healthier 
today.  
 

On the way to 
work in the car 

or on public 
transport 

Radio 
Out of Home 
Social Media 

Thinking about 
buying 

something for 
breakfast 

John hears the feature on the radio on his 
commute into work, and sees the ad in the 
train station too. He decides he won’t pick up 
his usual sausage roll before going into the 
office – after all, he’s already had breakfast! 
 

During the day TV 
Out of Home 
Social Media 

Mid-day 
snacking 

Gillian usually has a couple of biscuits with 
her cuppa after the kids are at school, but 
she sees a reminder ad on Facebook and 
decides to have a banana instead. 
 

Work breaks Online 
Social Media 

About to 
purchase and 

consumer 
snacks 

John stops for lunch at 12.30 and usually 
checks the sports news online before 
popping out for a sandwich. He notices an ad 
on the website, and then again on his way to 
the corner shop. He swaps his usual can of 
Irn Bru for a bottle of water. 
  

At the 
supermarket, 
convenience 

store, or petrol 
station 

Out of Home About to 
purchase snacks 

John has to pop into Tesco on the way home 
to get something for the family dinner. He’d 
often pop some treats into the basket too, 
whatever is on special offer, but spots the 
poster outside which gives him the resolve to 
resist today. 
 

Evenings TV 
Online 

Social Media 

Sofa snacking After the kids are in bed, Gillian is online and 
sees the ad again. It’s also on the TV too! She 
resists her usual evening trip to the kitchen 
for some chocolate, and paints her nails 
instead as a distraction. 

Gillian, a 29 year  
old mum of 2 

from Banchory 
 

John, a 37 year old dad 
of one from Perth 
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The full proposed media plan for the Healthy Eating / Discretionary Foods campaign is shown 

overleaf.



  

 
 

5.7 Food Standards Scotland: Proposed Media Plan  

 

Medium Format Weight Reach & Frequency Gross Cost Client Cost 29-Aug 05-Sep 12-Sep 19-Sep 26-Sep

STV 30 secs 150 adult TVRs 39,200£                 34,888£           

ITV Border 30 secs 150 adult TVRs 3,558£                   3,167£             

ITV Breakfast (Scotland) 30 secs 30 adult TVRs 5,098£                   4,537£             

C4 Scotland 30 secs 35 16-34 Ad TVRs (50 Ad TVRs) 18,500£                 16,465£           

Sky Adsmart 30 secs 661,230 HH impressions 30,000£                 26,700£           

Bauer Spotlight 40 sec feature 45 - 70 spots per station per week  42% reach / 6.7 OTH 16,700£                 15,030£           

Spotlight Production
Features x 3 per station, plus online 

page, and 2 prizes per station 
3 scripts per station n/a n/a 6,300£             

First Radio  (Central FM, Kingdom 

FM)
30 secs 4 OTH p/w x 2 weeks 32% reach / 6 OTH 1,000£                   900£                 

Supermarket 6 Sheets 6 sheets (standard and digital)
Morrisons x 40 (standard) / Tesco x 41 

(digital)  = 81 total x 2 weeks
28,634£                 25,198£           

Train Station 4 & Digital 6 Sheets 4s and Digital 6s 97 x 4s / 12 x digital 6s 13,145£                 11,568£           

6 Sheets targeted to CTNs 6 sheet 200 panels targeted outside CTNs 30,300£                 26,664£           

OOH Production Print of 6s and 4s 107 x 4s and 265 x 6s (incl spares) n/a 2,083£             

Facebook Video & Image Posts 250,000 views Estimated 12,500 clicks 5,000£                   5,500£             

Twitter Video & Image Posts 31,250 views Estimated 3,125 clicks 2,500£                   2,750£             

STV Player Video pre-roll 96,000 video views Estimated 240 clicks 2,400£                   2,280£             

All4 VOD Video pre-roll 80,000 video views Estimated 200 clicks 2,400£                   2,280£             

Sky Go Video pre-roll 85,000 video views Estimaed 212 clicks 2,400£                   2,280£             

Programmatic Ad Network Banner / MPU / Leaderboard / Sky 2,380,952 viewable page impressions Estimated 1,190 clicks 5,000£                   4,750£             

Native Content Traffic driving ad unit and article 306,372 page impressions Estimated 2,450 clicks 5,000£                   4,750£             

Ad Serving Costs n/a n/a 700£                 

TOTAL MEDIA SPEND 198,789£        

PLUS ASBOF & AUDITOR'S LEVY 199,982£        BUDGET £200,000

(dependent on number of creatives)

75% reach / 14 OTS

65% reach / 4 OTS

Campaign Period
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5.8 Campaign Measurement 
 
The final 3 stages of our ClearVIEW operational process are Realise, Gauge and Learn, and 
they refer to how we would implement, monitor and measure this campaign. A key element 
of this is measurement, and this section outlines how we approach that. 
 
We ensure that we measure 3 areas: 1) the effectiveness and impact of each client campaign, 
2) the delivery and performance of the media campaign itself, and 3) the performance of our 
own staff.  The following processes show how this is done: 
 
 
5.8.1 Campaign Measurement 
 
To ensure we measure the impact of the Healthy Eating / Discretionary Foods campaign, we 
will implement our Campaign Measurement Matrix. This sets out the campaign KPIs, how 
each will be measured, and any actions which need to be taken to ensure the measures are 
in place and accurate.  
 

Example: Campaign Measurement Matrix for the 
Healthy Eating / Discretionary Foods Campaign 

 

 

Attitudinal Research

We recommend continued tracking
research to measure changes to
attitudes and self-reported behaviours
around purchase and conumption of
discretionary foods.

Measuring Behaviour Change

Tracking of changes in purchases in the 
discretionary foods category, through 

the Kantar WorldPanel data

Increase in traffic to website

Identify all pages and downloads to be 
tracked

Compile data for before, during and 
after campaign for context

Tracking of Digital Advertising

Decide on click thru URL

Decide if tracking other pages 
respondents look at / and download

Tracking pixels to be implemented on 
relevant pages / documents

Weekly reporting on digital results

Radio Competition

We will be able to gauge interest in the 
campaign through responses to the 

online competition on the Bauer 
websites
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We will work collaboratively with the Food Standards Scotland marketing team, The Union 

and any digital and PR agencies to isolate the advertising effect on these results. 

 

5.6.2 Media Measurement 

Each of our media campaigns has a buying review attached to the activity, which measures 

and reports on the following:  

 Delivered activity vs planned 

 Areas of over-delivery 

 Images of advertising copy in situ 

 Audience reach and frequency of message 

 Media buying rates and discount tracker 

 Any issues which arose and their satisfactory resolution 

 The Media Shop team performance 

 In the case of digital campaigns, further specific metrics are reported on: 
 Reach 
 Click thrus 
 Cost per click and click thru rate 
 Conversions / views of key pages 
 Cost per conversion and conversion rate 
 Regionality/demographics of respondents 
 Respondents’ social behaviour 
 Viewability 
 Video view thru rates 
 Social media engagements 

 
 

Media Measurement Tools  

We invest a 6 figure sum each year in a comprehensive suite of media and marketing research 

tools. This ensures we have the best industry tools for analysing campaign delivery against 

targets. This includes the following: 

 ABC and ABCe 

 National Readership Survey 

 Target Group Index (includes digital media data) 

 JICREG 

 RAJAR 

 BARB  

 ROUTE 

 Mosaic  

 Tapclicks Digital Dashboard 

 Doubleclick  

 ComScore 

 Google Trends 

 Think With Google 
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5.6.3 Measuring Our Performance – Continuous Improvement 

Continuous improvement and a desire to outperform is firmly embedded into The Media 

Shop’s DNA. It is essential for client satisfaction and the long-lasting client relationships that 

we pride ourselves on.  

We will therefore measure our skills and delivery on an ongoing basis, in the following 2 ways. 

 

Agency improvement:  

ClientVIEW – quarterly face-to-face client performance reviews of the agency’s work, 

including feedback on the following:  

 Process – observations on highlights or issues 

 Insights – quality of sources and quality of the insights 

 Deliverables – suitability, quality 

 People – responsibilities and quality of individual contributions 

 Timings – adherence to the plan 

 Cost – adherence to budget, cost reductions, added value 
 

Cost Efficiency:  

To retain and win new clients, we have to be competitive.  We are continually finding ways 

to improve cost efficiency through: 

 Application of media research data 

 Annual contracts  

 Exploiting late space or seasonal opportunities 

 Real-time spend tracking with MediaOcean 

 Building in added value 

 Measurement and tracking of ROMI 

 Proactive compensation negotiation 

 Monitoring and evaluating the team buying standards 

 Benchmarking 

 Incentivising with ‘STAR BUY’ awards 

 Regular negotiation training 
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We have completed the historic pricing matrix as requested, and which is attached 

separately. 

 

The costs quoted in the media plan in this document are also all based on the pricing 

guarantees given in our initial Scottish Government Media Buying Roster tender. 

 

 

6. Pricing Comment 


