
Category:  Best Business Communications Campaign 

Title of Work:  Why Prysmian? 

PR Agency:  Ridgemount PR 

People:   Anna Hern 

   Sam Hiner 

   Keon Dadgostar 

Company Name: Prysmian Group, Trade and Installer (T&I) division 

Address  The Studio, 1 Pooley Drive, London, SW14 8LU 

Contact:  Anna Hern, 020 8392 0500  anna.hern@ridgemountpr.co.uk 

 

 

 

BUDGET: Over £100,000 

 

OBJECTIVE / BRIEF 

 

Prysmian Group is the world’s largest manufacturer of electrical and communications cable.  In the 

UK, Trade and Installer (T&I) is an important division for the group, supplying electrical cable to SME 

electrical contractors.  As the products are supplied through distribution – typically specialist electrical 

wholesalers – Prysmian’s direct contact with its end-user customers has been limited.  Anecdotal 

reporting in 2016 suggested that brand awareness with this key target audience, while still high, was 

in decline.   

 

The following objectives were set for the campaign: 

 

1. Increase awareness of the Prysmian brand and the key product benefits  

2. Establish Prysmian as the centre for technical expertise and advice 

3. Persuade our audience to develop into positive advocates for Prysmian 

4. Make an impact 

 

STRATEGY 

 

1. Identify the benefits that differentiate Prysmian products from their competitors and which can 

persuade contractors to make a positive brand choice in a commodity market. 

2. Research the audience to understand current levels of awareness and investigate where and 

how contractors research product information 

3. Create a high-impact promotional campaign across all existing touch-points with the 

contractor audience. 

4. Build a body of advice and information on topical issues, establishing Prysmian as the primary 

source of technical advice on all cable issues and 

5. Promote this content directly to users via social media 

6. Test, measure and analyse all communication activity regularly to fine-tune the promotional 

campaign 

 

 

MEASUREMENT / EVALUATION 

The campaign started with market research.  400 electrical contractors were polled to establish the 

base level of brand awareness and to understand more about their behaviour.   

 

The results drove the campaign: we established the issues of most importance to the contractors and 

also where they find product information.  We established that the majority refer to trade publications 

for information but that they also use social media – particularly Facebook. 
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Each element of the campaign activity had its individual measurement criteria, but for the whole 

campaign, three overriding objectives were set. To increase:  

 

 prompted awareness by 4%;  

 unprompted awareness by 9%  

 Net Promoter Score from 40% to over 50%.   

 

Market research was repeated three more times throughout the campaign to check on progress.  

 

The year-long campaign launched in June 2017.  With three months still to go: 

 

 prompted awareness has risen by 5% 

 unprompted awareness by 6%  

 Net Promoter score now stands at over 60%. 

 

 

METHOD DEPLOYED 

 

We developed a high-impact, multi-channel campaign, taking Prysmian promotion into entirely new 

territory. Prysmian used a new, more approachable voice, communicating its expertise with less 

formality and focusing on digital channels for the first time. 

 

We used established channels – trade publications, wholesaler outlets and websites – and added 

video content, online communities and digital promotion, injecting a big dose of vitality into the 

programme. 

 

The campaign focused on four key attributes of the Prysmian brand, which research indicated are of 

primary importance to our audience: 

 

 High quality product that performs with complete reliability 

 Guaranteed compliance with all relevant standards 

 Made in Britain 

 Unparalleled technical expertise and advice  

 

These attributes collectively support the proposition “Professionals Choose Prysmian” – used across 

the advertising campaign and website. 

 

The WhyPrysmian? website was developed as the central resource for the campaign . We steadily 

built a body of relevant and useful content adding blog posts weekly. Subjects were suggested by 

topical issues in the industry and, as the campaign progressed, we were able to answer questions 

and issues raised via our direct engagement with contractors.  Blog posts were promoted via 

Facebook and Twitter with both organic and promoted content. 

 

The results were immediate and impressive. In July, traffic to the WhyPrysmian site increased by 

1,450% over the previous month (up to 7,530 visits) with a bounce rate of less than 10%. 89% of this 

traffic was driven by social media. Visitors to the leading blog page in this month had an average 

dwell time of eight minutes – demonstrating the relevance of the subject for our audience. 

  

 

The audience did not only consume the content – they reacted to it. Responding to comments from 

contractors brought Prysmian closer to its users than ever.  Key concerns were highlighted, but so too 



was an enthusiasm for the promise of the Prysmian brand.  From these responses we built a 

community of Prysmian advocates whose insight and comment is being incorporated into the ongoing 

campaign.  

 

At the same time, a press relations campaign sees by-lined feature articles appearing in key trade 

publications, supporting Prysmian’s position of expertise and thought leadership. To date nine such 

features have appeared in titles such as Professional Electrician, Electrical Contractor News and 

Electrical Wholesaler.   

 

To promote the focus on local, high-quality manufacturing we developed a “how it’s made” video, 

filmed in Prysmian’s Aberdare facility.  Designed primarily for social media distribution, we tested 

different versions before deciding on the final cut for full-scale promotion.  

 

Once promotion got underway we were able to monitor the drop-off point and realised that many 

viewers were missing some of our key messages.  We re-edited the video into shorter, bite-sized 

sections, each concentrating on one key message, and promoted the shorter versions via Facebook. 

To date, the full video has achieved 150,000 views – at a cost of 18p per view (including all video 

production and promotion costs). 

 

RELATION TO OBJECTIVES AND COST EFFICIENCY 

 

There are approximately 140,000 electricians in the UK, the vast majority work for small businesses.  

They are constantly on the move and difficult to reach, but use their mobile phones to run their daily 

lives. Our campaign was designed to break into the channels they use every day with timely, relevant 

and engaging content. 

 

There is little guesswork in this campaign: we have established the key messages through research 

and every aspect of the campaign is tested, measured, evaluated and revised where necessary. 

 

Digital channels have proved hugely cost-effective in terms of proven results – cost per click, per 

video view and per engagement all used as measures.  The wider press relations and advertising 

campaigns cannot be individually measured in the same way, but contribute to the overall change in 

perception and awareness. 

 

CREATIVITY AND ORIGINALITY 

 

Social media is a new concept for many B2B product manufacturers. It required a leap of faith for 

Prysmian to sanction a campaign relying so heavily on an untested communication process.  

Changing the language, tone and culture of the communication was also a challenging decision. The 

combination is leading to an unprecedented degree of engagement with the professionals who use 

cable products every day on site – it’s not a selling process so much as a process of building an 

understanding. 

 

 

OTHER ORGANISATIONS INVOLVED WITH THE CAMPAIGN 

 

Website design, advertising creative, point of sale material and video production by HCT Creative 

PPC and digital advertising by IB3 

SEO and website traffic analysis by Catalyst Internet Consultancy  

 



 

 
The Why Prysmian? Website acts as the central point for all content with regular blog posting driving 
traffic 

 

A still from the “How it’s made” video 



 

 

An example of the media relations programme – from ECN, March 2018 


