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Daintree: How we took hate out of the debate 

Rothco 

Rothco is a multi-award winning independent creative agency, passionate about ideas that solve 
commercial problems through creative solutions. We are 140 people changing the fate and fortunes of 
global and local clients.
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In September 2013, Dublin stationery shop Daintree Paper was forced to close down. Due to his 
religious beliefs, the owner at the time - who we’ll call NO from hereon in - refused to display a cake 
topper of two men in tuxes (or any products that would celebrate gay marriage). And let’s face it - if 
you’re in the business of selling fancy paper and decorations, you probably shouldn’t alienate gay 
people. The story received a good deal of editorial coverage. And the general public was up in arms - 
they took to social media and online forums to mobilise a public boycott of the shop.  

INTRODUCTION & BACKGROUND



3

Daintree: How we took hate out of the debate 

Rothco 

In March of 2014, NO sold Daintree Paper.

The shop’s new owners - who we’ll call YES from hereon in, and who fundamentally disagreed with 
NO’s view - inherited a serious image problem, and the business looked as though it was falling off a 
cliff.

YES’s new ownership of Daintree Paper coincided with the enormous amount of press coverage and 
social conversation in the lead-up to the Marriage Referendum (which was to take place on 22nd May, 
2015).

NO took an active role in campaigning against Marriage Equality - appearing in a video campaign by 
the anti-gay marriage group, Mothers and Fathers Matter, and received a lot of coverage vocalising his 
anti-gay marriage stance.

YES quickly realised that their fight was not against competitors for share of voice and spend. 
Daintree’s biggest enemy was the anti-marriage equality campaign, and Daintree’s continued 
association with it in the public’s eyes.

YES attempted to distance itself from NO with overt support of marriage equality, and by announcing 
that Daintree was under new management.

But because people had stopped going to the shop and had stopped visiting their site or following 
them on social channels, the messages were falling on deaf ears (their Facebook messages received 
no comments, likes or shares).

To win back business, YES needed to find an impactful way to communicate that the values of the 
shop had fundamentally changed.

INTRODUCTION & BACKGROUND
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The Referendum

All eyes were on Ireland in the run-up to the Marriage Referendum, as it was the first of its kind to be 
held anywhere in the world. Anticipation about the outcome and the impact it would have - not only 
in this country, but globally - ensured that it was the topic of conversation in the months leading up. 
Irish pride really shined in the run-up and there was a tangible feeling and hope for change in the air. 
You couldn’t walk anywhere in Dublin without seeing a YES badge or signage in shop fronts or murals 
on walls. This was an exciting moment for us all.

As serendipity would have it, in the middle of all the talk and coverage of the referendum, a gang1 of 
us formed in Rothco to see if there was anything we could do to help Yes Equality.  One of the gang 
spotted a potential opportunity to help the Equality campaign and help reverse Daintree’s decline.

1 At Rothco, every brand is assigned a gang i.e. a working group focused on creative excellence. A gang comprises a creative 
team, an account manager and/or director, a planner and a producer. Unlike a conventional team, a gang is self-regulating 
and egalitarian. It emphasises shared responsibility and grants members permission to step outside their designated roles. By 
fostering ‘collective vision’, a gang is a dynamic and rewarding work environment that also happens to be fun! 

INTRODUCTION & BACKGROUND
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Two objectives needed to be delivered upon to deliver successful reappraisal of Daintree:

1.  Restore Daintree’s reputation - to regain their customers’ trust and undo the damage caused by 
NO’s anti-gay marriage stance.

2.  Expand Daintree’s target audience by raising awareness that Daintree was under new ownership and 
had different values.

In addition, they also hoped to:

     Raise much-needed funds for the YES Campaign in Ireland’s forthcoming Marriage Equality 
Referendum on 22nd May, 2015.

    Begin to reverse the decline in sales.

MARKETING OBJECTIVES
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With NO front and centre as a vocal participant in the anti-marriage equality campaign, the negative 
classification by association continued.

We needed to side with the 73% of Irish people who were overwhelmingly in favour of gay marriage2.

And with no budget for media or PR to promote the campaign, we knew that whatever we did had to 
capture the hearts and imaginations of the public (so that they would become our medium).

2 Red C / Sunday Times Poll

THE TASK
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We identified four key groups that we needed to target to ensure that our campaign reached as many 
people as possible without any media budget behind it:

1. Previous customers who had turned away from Daintree and were not aware of the new values of   
    the shop;
2. The general public at large who did not know Daintree was under new ownership;
3.  Ireland’s LGBT community, many of whom could potentially give Daintree their business when 

Marriage Equality was passed after the referendum; and
4. The international LGBT community who could spread our message far and wide.

We knew that a simple and shareable idea would mobilise groups Three and Four (who were 
extremely active and influential in the run-up to the Marriage Equality Referendum). And we believed 
that if it gained traction, it would ripple out to members of groups One and Two who desperately 
wanted to contribute to the YES vote.

In late April, the debate surrounding the Referendum took an ugly turn. One of the members of our 
gang received a leaflet through their letterbox with the headline, “Should children be exposed to the 
sounds of sodomy?”

Leaflets from other anti-gay marriage groups containing hateful, homophobic lies also started to 
appear, featuring equally appalling statements.

THE STRATEGY
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Insight:

Our gang regrouped, fuelled by equal doses of humanity and anger, and crystallised our campaign 
insight:

Marriage Equality is about celebrating love, so hate should have no place in the debate.

We set out to remove hate from the debate – to create a Catch 22 for homophobes wherein the more 
hate they spread, the more they inadvertently contributed to the cause of marriage equality.

We wanted to empower people by giving them a way to neutralise homophobia. 

THE STRATEGY
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Daintree believe in making beautiful things out of paper. So when paper was used to print some ugly 
lies in the run-up to Ireland’s Marriage Equality referendum, we saw an opportunity.

We created a product and an idea:

We created a new product for Daintree called: “Shred of Decency” – confetti made from the homopho-
bic flyers and leaflets that were being distributed in the run-up to Ireland’s Marriage Equality Referen-
dum.

The idea was simple. We wanted to take these ugly lies, and recycle them into something beautiful.

Everyone in the agency pitched in. 

We collected as much hate as we could, i.e. negative and dishonest flyers. Then, staff from Rothco and 
Daintree (and our friends and family) stayed in the shop ‘til the wee hours turning hate into confetti. 
Our packs of confetti were packaged and sold both online and in Daintree’s shop in Dublin, and all 
profits went to support Marriage Equality.

As there was no budget for production, we rallied our troops in-house and called in favours and the 
kindness of our suppliers to help bring the idea to life.

And there was also no media budget! Owned channels would usually be the solution to such a di-
lemma, but the dark shadow of NO’s legacy casted doubt over how much we could rely on Daintree’s 
social channels to drive reach and engagement.

THE IDEA AND COMMUNICATIONS ACTIVITY



10

Daintree: How we took hate out of the debate 

Rothco 

So we created standalone social channels for “ShredofDecency” on Facebook, Twitter & Instagram. 

We knew that earned media was crucial if we had any chance to ensure we got the reach we so 
desperately needed.

We knew that we had to focus on two things:

1. Editorial Coverage – to generate mass reach and credibility
2. Earned Social Media – to amplify our reach and drive engagement with the campaign

We launched “Shred of Decency” with an online film that directed people to a purpose-built microsite, 
shredofdecency.ie

We sent key influencers, journalists and leaders in Ireland and the international LGBT community 
a press pack in advance of the campaign launch, including a pack of confetti and all the campaign 
details, imploring them to share.

Next, we targeted them through our ShredofDecency social channels, while pushing the launch film 
on Twitter, Instagram and Facebook.

Across the full mix, we asked people to share their support, and drove them to the website to 
purchase our confetti. It was all hands on deck, yet as it happened, we didn’t have to push very hard.

THE IDEA AND COMMUNICATIONS ACTIVITY
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Within 2 days, our campaign was featured in publications across the globe.

Success. We were everywhere!!! 

(And we were posting confetti as far as New Zealand and Canada!)

But we needed to keep up the momentum and conversation to help the YES campaign.

We adapted our plan and encouraged people to post photos celebrating with their confetti. We also asked them to send us any homophobic tweets they came across 
using #shredthistweet, so we could add them to the stack of lies waiting to be transformed into confetti.

THE IDEA AND COMMUNICATIONS ACTIVITY
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The total budget for the campaign was just €250. Yes, that’s two hundred and fifty euro. We haven’t 
left out any zeros!

(This figure was to cover the costs of Daintree distributing packs to key influencers and journalists via 
courier. The costs of production were covered in-house by Daintree.)

There was no Media or PR budget, and all agency time and production was pro bono, as the campaign 
was ultimately raising money for a worthy cause - Marriage Equality.

We had four key metrics for success to deliver on our objectives.

1. Impressions from Editorial Coverage

The campaign was an outstanding success for Daintree, with more than 62 million media impressions 
in earned editorial coverage over the course of the campaign.

It was featured in publications all over the world, from Buzzfeed to the Huffington Post to Mashable 
and many, many others, reaching over 150 countries. Incredibly, this was all earned, organic reach.1

2. Social Media Engagements and Follower Growth

The campaign generated hundreds and thousands of likes and shares, and millions of social media 
impressions.

RESULTS
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     #shredofdecency and #shredthistweet garnered 6,243,560 social impressions via Twitter and 
Instagram mentions.

     Daintree’s Twitter followers grew by 199%, Instagram followers grew by 202%, and Twitter profile 
views increased by 7,778%.

3. Funds raised for the YES campaign

Unsurprisingly, we sold out of confetti.

Just over €5,000 was raised for Yes Equality, but more importantly, we created an idea that people 
could easily share to mobilise and share their support for YES. We’re proud to say we helped take lies 
and hate out of the Marriage Equality debate.

As for the most important result of all… On 22nd of May, 2015, Ireland became the first country in the 
world to approve marriage equality by a popular vote, with a landslide majority!!!!

Sources: Keyhole report, Twitter and Instagram Analytics, Daintree’s own sales figures.

4. The Decline was Reversed

Not only did the decline in sales stall, they were reversed.

The people voted in favour of Daintree with their purses and wallets – and we made huge inroads in 
reversing the decline.

The chart opposite is based on annual sales provided by Daintree. We have made a conservative 
projection on the annual sales figure for 2016 based on extrapolated sales data for the first 3 months 
of 2016, and the knowledge that historically, peak times for Daintree are at the backend of the year.

RESULTS
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Positive brand sentiment, achieved

91% of the coverage from both influencers and individuals showed that perceptions of Shred of 
Decency and Daintree were positive. 

ROMI, a success 

ROMI is a hard number to land on this campaign, for most of its success was attitudinal and for the 
greater cause – the Yes vote. 

Discounting Factors

There are no other obvious factors which could have reversed the decline. 

    The product mix remained broadly the same
    The price range remained broadly the same
    There were no other key changes in store staff  
     There was more competition; quality stationery was available at cheap prices in ‘Pound Shops’ (e.g. 

Euroshop, Dealz) and convenience stores (e.g. Centra, Spar), and specialised design shops were 
popping up in the surrounding areas. The competition was stiff.

 

IMPACT ON BEHAVIOURAL ACTIVITY AND PAYBACK 
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We conservatively estimated payback. Annual sales increased by 17% from 2014 to 2015. We have 
applied a very conservative margin of 25% (the fact that there are little overheads - i.e. a very small 
number of staff, one location, and ‘unbranded’ paper would lead us to believe this number could 
be easily be higher). When we divided the actual increase by the cost of the campaign (€250), the 
campaign achieved a ROMI of 144.

Sources: Keyhole Reporting, Daintree Paper Sales Figures

IMPACT ON BEHAVIOURAL ACTIVITY AND PAYBACK 
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We knew that with no budget, our idea needed to be implicitly simple, social, and culturally sticky if it 
were to be seen by anyone.

Tapping on the momentum and conversations of support for Marriage Equality, we created collateral 
that was easy to share and an easy way to show support for the marriage referendum, all at the 
expense of the No Campaign.

We also recognised that people engage with campaigns and content in different ways.

Some people just like to reshare a post, but we knew that for such a passionate cause, some people 
would want to do a lot more.

To satisfy the majority, we created multiple ways to facilitate participation: watching the video; 
sharing or liking a post; purchasing confetti online or in store; uploading a photo with confetti; 
sending in homophobic messages for us to turn into confetti.

NEW LEARNINGS
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With just one smart, low-budget campaign, we turned around the fate and fortune of a small 
stationery shop - Daintree Paper. A reputation that had been badly damaged by a previous owner 
was restored, business growth was achieved, and people worldwide were talking about a little paper 
shop on Camden Street. And all of this happened while we raised thousands of euro for the cause of 
Marriage Equality in Ireland.

SUMMARY
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MEDIA GALLERY

A Shred of Decency 


