
C A S E  S T U D I E S



ATTENTION, TALKABILITY AND PRESS 

COVERAGE FROM LOCATION-

SPECIFIC OOH

B A C K G R O U N D :

The Gut Stuff is an online business that aims to empower 

gut health in everyone. 

The site is packed with straightforward, accessible 

information, advice, recipes and products all designed to 

help everyone take care of their gut.

C A M PA I G N  D E TA I L S :

January - March 2021

Classic 6-sheet channel

Tightly targeted to South-West London (Balham, 

Clapham, Stockwell and Brixton)

Location-specific creative by purpose consultancy Revolt 

O B J E C T I V E S :

Raise awareness of The Gut Stuff business to the 

greatest possible number of potential consumers

Position the brand as accessible and universally relevant

Attract attention and build intrigue for the brand, 

encouraging people to go online to the Gut Stuff website 

and social media channels to find out more

Increase on-site sales

C A M PA I G N  R E S U LT S :

Direct to consumer website sales +73%

Website users +165%

Nearly 4m impressions on Instagram

The Gut Stuff



Gut Stuff campaign coverage, The Guardian March 2021



“At The Gut Stuff we really believe it’s vital to provoke thought and 
conversation, and through this strategy inspire consumers to find 
out more about gut health.

“The results of our Out-of-Home campaign reinforce the 
effectiveness of this strategy and really prove the power of a bold 
campaign.

“Despite this being a small, targeted campaign, our unique creative 
and OOH’s ability to attract attention and build intrigue and 
awareness led to exceptional business results as well as more than 
a few double-takes!

“When compared to the period prior to the campaign launch, we 
saw our website user numbers grow by 165%, and on-site sales 
increase by 73%. In addition, we achieved nearly four million 
Instagram impressions, 36% of which were from London during the 
campaign duration, including, through the social post of our OOH 
campaign, our highest engaged non-competition social post to date. 
This really demonstrated how Out-of-Home channels can enhance 
social media effectiveness. The campaign was also picked up by 
The Guardian, with a journalist inspired by the posters to write an 
article on the whole area of gut health. 

“The campaign therefore achieved our ultimate goal, which is to see 
thousands more people ‘living that gut life’.”

L I S A  M A C F A R L A N E
F o u n d e r  &  C E O ,  T h e  G u t  S t u f f

“The sites offered us a chance to be relevant to the local area that 
really increases engagement, whilst adding in humour to delivery 
alongside a purposeful message. It’s a very powerful combination.”

P E T E R  B A R D E L L
F o u n d e r ,  R e v o l t  L o n d o n


