


A LITTLE BIT 
ABOUT US
Four Mutts is an experiential marketing and 
digital content creation team centred around 
dogs. 

We love dogs. Not only are they good for 
business, they’re good for the soul. They 
connect us online and off-line, they stick 
with us during difficult times, like these. The 
benefits of spending time with dogs are 
infinite. Four Mutts expands on these benefits 
to bring dog owners and dog appreciators 
together for great brand experiences both 
online and offline.

We tell ‘tails’: we create original formats, 
content and series for companies that want 
to engage a dog-loving audience and target 
the (soaring) hound pound. We focus on 
stories about the dogs and their people and 
the impact they have on each other’s lives. 
We’ve a wealth of strategic and practical 
marketing experience and a great track record 
of delivering results.





THE BRIEFS
Twinings are looking at new ways to position 
tea to bring health and wellness and 
excitement to every day tea users. 

We are responding to this challenge using 
the ‘marketing’ aspect of the list of potential 
approaches, but we will be taking it one 
step further, using innovative content and 
experiential solutions to meet the brief and 
deliver results.

Twinings are asking the question “How do 
Twinings get people who pause with a coffee 
mid afternoon, to choose Twinings as a way to 
feel more connected with the real world?”

For this element of the brief, we are focusing 
on Communication: how can Twinings 
communicate its offer in a compelling 
way? Again, we are responding to this 
using an innovative range of content-driven 
communications.



TEA AND DOGS…
WHY THIS WORKS
There’s nothing more calming and reassur-
ing than sitting down with a cup of tea…apart 
from sitting down with a cup of tea and your 
dog! 

Dogs are the perfect embodiment of mind-
fulness as they live in the moment and expe-
rience joy in so many of life’s simple pleasures. 
We want to encourage people to be mindful 
and just enjoy the moment of everyday luxury 
as they take time out with a cup of their fa-
vourite Twinings.

Twinings varieties range from the traditional, 
dependable English Breakfast, to the wellbe-
ing-focused Superblends and colourful, fla-
voursome fruit and herbal varieties – just like 
our beloved dogs who come in all shapes and 
sizes.  

Both can be enjoyed anywhere: at home, even 
at work (for those of us with an office dog!) 
or on the go. We want to create an associa-
tion for Twinings with joy and wellbeing: the 
feeling that so many of us get from spending 



SOME FACTS AND FIGURES

The Pet Pound trend is one that is yet to reach its full potential, offering a wealth of marketing, 
product placement and new product development opportunities for a raft of businesses, from 
travel and lifestyle, to bathroom and kitchen brands – WGSN

The value of the UK pet products and services market is forecast to reach £2.1 billion by 2023, a 
25 per cent increase from an estimated £1.7bn this year - Mintel

Twenty-five per cent of the nation’s households now own a dog and 17 per cent of households 
own a cat, amounting to 9 million dogs and 7.5 million cats in the UK at the last count - PFMA





HOW WE SEE IT…

Twinings’ biggest strength in marketing is its diverse product range. This is supported by a 
strong visual identity, a vibrant colour palette and a high level of brand awareness in the UK 
with a name synonymous with tea.

We feel that the consumer perception of Twinings is quite traditional, but we can see that 
there is a clear intention to move the brand towards new audiences with diversification of 
product range and a modernisation of the visual identity for the less traditional products – 
whilst maintaining the brand’s heritage. 

We want to help Twinings take its marketing and communications to the next level by moving 
away from the product as the hero and instead, focusing on the experience and the feeling 
you get from taking time out for a Twinings moment.

This concept has huge potential to reach a wide range of audiences, as the experience will be 
different for everyone: their choice of Twinings drink, where they drink it and who they enjoy it 
with.

Above all, we work in partnership. We’d immerse ourselves in the business and become an 
extension of the Twinings team, working collaboratively towards your end goals.



THE STRATEGY
Using dogs as the central idea to bring to life 
the feeling you get when you take time out for 
Twinings.

Reach existing Twinings drinkers through 
social channels and build Twinings as a brand 
that users want to engage with.

Build Twinings as a social brand and move 
away from the product-based approach to 
marketing, focusing on experiences and 
emotional associations.

We’ll achieve this through a blend of bespoke 
video content, created especially for Twinings, 
and campaigns that will produce user-
generated content to amplify the brand and 
build engagement.





OUR CAMPAIGN 
IDEAS
We’d work with Twinings to develop 
campaigns that support the business 
strategy and fit with the brand whilst 
using our creative flair, our expertise and 
knowledge in producing content. 

Some of our ideas are shown in the following 
slides.

• Bespoke content
• User-generated content
• PAWS’ for a cuppa
• While the kettle boils
• Which Twinings is your dog?
• Other activity
• Future plans



BESPOKE VIDEO 
CONTENT
Bespoke video content

We specialist in producing innovative, original 
content targeted to brands’ consumer 
audiences. 

We’d work with Twinings to come up with 
on-brand production ideas – either one-off 
video content or a series, which engages 
followers and tells the brand story around the 
Twinings experience and how it contributes to 
those little moments of wellbeing and joy in 
our every day lives – with dogs (and Twinings 
products, of course!) at the centre of it all!

You can view our showreel here. 
https://vimeo.com/398991983 



TWININGS 
CONTENT IDEAS

Some examples of bespoke content we’d look to develop for the Twinings brand:

Chez Barks – celebrity chef creating bespoke recipes for dogs and humans using Twining blends whilst 
chatting with a range of celebrities, influencers, sports people and charity founders who share a love of 
dogs. Downloadable recipes will be available through the Twinings site.

Dog Days Out – in association with Twinings partner, English Heritage, a series of interviews with 
influencers and their dogs that showcases the rich history and activities you can do with your dog (while 
social distancing, of course!) – and for the wider, international audience, to discover these iconic locations 
from the comfort of your sofa whilst cuddled up with your furry friend. 

Educational Content – teach your dog a trick while the kettle boils – with dog training specialists.

“Bite Sized” learning with your dog – our colleague Anne Cakebread has a series of language books 
including Teach your Dog and Cat Welsh – that can be produced into an animated series for social.



‘PAWS’ FOR A 
CUPPA
This campaign begins to cement the 
relationship between spending time with your 
dog an spending time with a cup of Twinings.

We’d develop narrative content, video and 
branded typographical posts that begin to tell 
the story of the joy and wellbeing that taking 
time out to be mindful can bring.

We’d engage followers to share their own 
content, using the hashtag #paws4acuppa 
to let us know what the Twinings experience, 
shared with a four-legged friend, means to 
them.



‘PAWS’ FOR A 
CUPPA



WHILE THE 
KETTLE BOILS
What can you do while the kettle boils? 

It’s not just about sitting down to enjoy your 
Twinings moment. There’s so much you can 
do while you wait for the kettle to boil…and it’s 
even better if you spend that time with your 
dog. Could you teach him a trick? Play with his 
favourite toy? Or just give him a cuddle?

We’d encourage followers to show us how 
they interact with their dog while they wait 
for the kettle to boil. This content lends itself 
well to Instagram Stories, and we’d develop a 
range of Twinings branded GIFs for the Giphy 
library for users to add to their stories.

We’d also engage with influeners on TikTok to 
develop routines they can do with their dog in 
the time it takes to boil the kettle.






WHILE THE 
KETTLE BOILS






WHICH TWININGS IS 
YOUR DOG?
We love the idea of developing parallels 
between the diversity of the Twinings range 
and the fact that dogs come in all shapes 
and sizes!

Instagram filters are becoming increasingly 
popular (especially during the coronavirus 
lockdown) and we’d develop an interactive 
filter: Which Twinings flavour is your dog?
This would be supported by content on other 
social platforms simply asking people to tell 
us which flavour they think best represents 
their dog.






OTHER 
ACTIVITY
We’ll continue to build up Twinings’ social 
following and engagement through shareable, 
engaging content, including competitions 
encouraging followers to share with others.

Over time, to take advantage of Twinings’ 
growing following, we’d recommend a 
planned schedule of posts to introduce 
and promote new and existing flavours and 
varieties, keeping focused on the ultimate 
objective of increasing sales to existing 
drinkers and encouraging purchase from new 
customers.



FUTURE PLANS: 
PARTNERSHIPS WITH 
POTENTIAL
FourMutts loves to partner with brands, 
businesses, charities and causes that share 
its ethos. And part of that is bringing people 
together to create teams and alliances greater 
than the sum of their parts. 

We’d love to recommend and facilitate other 
appropriate partnerships for Twinings that 
are a great fit, and that help to grow the 
brand in the right direction. In the longer 
term, this could include charitable causes, 
complementary products and services. In 
the immediate future, we could recommend 
partnerships around recipe development 
using Twinings – for human and canine 
consumption!

We are also specialists in experiential 
marketing and we can see great opportunities 
for Twinings to be involved with our future 
events, which will be centred around dogs, 
but of course with the overarching focus of 
wellbeing, enjoyment and connection.





GET IN TOUCH!

Get in touch!
We’d love to work with you!

Drop us an email, or give us a call on the dog 
‘n’ bone.

jennifer@fourmutts.com
07475158301


