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	Name
	Larkin: New Eyes Each Year

	Start Date
	5 July 2017

	End Date
	1 October 2017




Project Team

	Organisation
	Position
	Name

	Hull 2017
	Marketing Lead
	Sarah Moor

	Hull 2017
	Digital Lead
	Eleanor Churchill

	Hull 2017
	Comms Lead
	Ben McKnight

	Hull 2017
	Assistant Producer
	Hannah Williams Walton

	Hull 2017
	Producer (Main Contact)
	Cian Smyth

	Hull 2017
	Executive Producer
	Henri Duckworth

	Hull 2017
	Curator
	Anna Farthing 

	Creative Partner
	PR Lead (Hull Uni)
	Nicola Oldfield

	Creative Partner
	Marketing Lead (Hull Uni)
	Megan Kinsey

	Hull 2017
	Curator
	Anna Farthing




Campaign Objectives

	Objective 1 
	Engage with existing audiences

	Objective 2
	Use the ‘selfie’ for popularization to engage new/younger audiences

	Objective 3
	Link up all of flagship ‘Larkin’ events (Grayson Perry, Larkin Reflections)

	Objective 4
	Engage with interest groups associated with Larkin’s personal interests (e.g. Jazz Groups)

	Objective 5
	Link up all of the cross-city literature events (BBC Contains Strong Language, Big Malarkey)

	Objective 6
	Explore ideas around self-image (links to Health campaign?)

	Objective 7
	Engage with Larkin in a different way – Larkin the man over Larkin the work

	Objective 8
	Get people interested in poetry 

	Objective 9
	To sustain interest throughout the duration of exhibition – not just early stages




Measurable Goals

	Goal 1
	Engage younger audiences with Larkin 

	Goal 2
	XXXXX visitors to Brynmor Jones Library / Gallery

	Goal 3
	Quantifiable media / awareness goal(s)





Target Audience (include geographic as well as demographic)

	Audience 1
	Aged 50+, BBC Radio 4 listeners

	Audience 2
	Biographical, literary, history audience over an arts audience

	Audience 3
	Younger generation (18+)

	Audience 4
	Existing literature enthusiasts (BBC Contains Strong Language, Big Malarkey etc.)




Campaign Structure: Phases

	Phase
	Period
	Purpose

	Phase 1
	April 2017 – End May 2017
	Awareness Building 

	Phase 2
	June 2017 – 5 July 2017
	Core campaign period 1

	Phase 3
	6 July – 1 Oct 2017
	Core campaign period 2

	Phase 4
	October 2017
	Evaluation  




PROJECT BACKGROUND

Partner Supplied Synopsis
This biographic exhibition at the University of Hull, where Larkin spent three decades as Librarian, lifts the lid on the life of one of Hull’s most influential creatives.
Featuring his love of music, unseen letters, photography and personal possessions, Larkin: New Eyes Each Year explores connections between Larkin’s life and work in Hull and the writing that led to him being described as Britain’s best loved poet.
The wider exhibition programme includes artists’ responses to Larkin’s life and work, and questions about how we choose to present ourselves now.
Curated by Anna Farthing.

Additional info
NEEY name of exhibition - Each year young eyes turn up at library and look at books – books are renewed by this new looking.

Agreed contractual credit
Hull UK City of Culture 2017, The Philip Larkin Society and The University of Hull Archives present Larkin: New Eyes Each Year.




Key Selling Points of Show

	1
	Larkin – a local icon

	2
	A different take on Larkin – Larkin the man over Larkin the work

	3
	Embraces / engages with selfie culture

	4
	Location – at the University – easy access to students, historical context 




Competition
Audience dilution may result from one or more of the following, although none are seen as direct competition:
Paper City 30 Jun – 9 Jul, States of Play 6 Jul – 25 Sept, Hull Folk & Maritime Festival 20 – 23 Jul


SWOT Analysis

	Strengths 
	A different take on Larkin – the man over the work (special guided tours). Strong existing audience. Strong selfie audience – masses want to engage. Multiple themes: dark/light side to personality, music/poetry, childhood/adulthood, public/private. Opportunity for visitors to contribute.

	Weaknesses
	Location – university isn’t that easy to get to and campus can be disorientating. Not what people are expecting – could be disappointing. Older audiences may seek poetry over personality.

	Opportunities
	Jazz Festival 11 – 15 July – engage with new audiences? Big Malarkey, Larkin Reflections, BBC Contains Strong Language, Andrew Motion talk.

	Threats
	Contains Strong Language and much of Larkin reflections is planned for the closing weekend NEEY. There is a risk that this weekend becomes the central spike of awareness for Larkin as, of course, the exhibition will be closed as soon as it happens. 




Agreed Shows to Upsell or Cross-Sell (Pre- or -Post)

	1
	BBC Contains Strong Language

	2
	The Word is Hull (Larkin Reflections, Hull University)

	3
	Big Malarkey

	4
	Jazz Festival

	5
	BP Cultural Vision Lecture Series (Andrew Motion)

	6
	Turner Prize – exit flyer exhibition with Turner Prize collateral




Comms & Positioning 

· Hull celebrates one of its most famous literary heroes as part of UK City of Culture Year
· National print and broadcast (eg Today programme), literary pages, local and regional press, potentially international interest
· Possible press visit and briefing on 5 July – need to check Culture Diart for any clashes and get date in the diary out in May
· Maximising any potential opportunity arising from Grayson Perry
· Working closely with the University as host and partner on Larkin project, also Hull History Centre and Hull Libraries
· Messaging includes: Larkin part of Hull's great literary heritage, from Andrew Marvell to Stevie Smith and Alan Plater to Shane Rhodes / part of Hull 2017 literature programme / exhibition and opportunity look at Larkin with fresh eyes / in the age of the selfie, Larkin was a forerunner / possible review of the exhibition design and designer / credit to funding partners as required.
· Potential links through schools?
· Key media collateral: Forward planning-date in the diary note / listings information to PA, AMI, Precise, etc / Pre-briefing for key media / identify 2-3 people to be spokespeople / Rosie to be Hull 2017 lead, as writer and Hull Uni alumna / Press release for day of press event / possible trail in Sunday paper ahead of exhibition opening.


High-level budget (*CONFIDENTIAL*)

	MarComms Allocation
	£10,000 held in the project budget 



Contractually Hull 2017 is responsible for the marketing and digital promotion, and media relations, of the project.


DELIVERY PLAN: AWARENESS BUILDING
April 2017 – Early Jun 2017

Budget Allocation

	Overall MarComms Allocation 
	£10,000 > £11,671.47
ZK109 K270 C290

	Allocation to Awareness Building Phase
	£1,819

	Image/Asset Creation 
	£1,000 

	Exhibition specific flyer and poster – the design style for this would be informed by key themes in the exhibition 

Exhibition A3 Posters 50
Exhibition A5 Flyer 5,000 
	Poster Design & Flyer design
£300 (You Make Me)

Poster Print £50
Flyer Print £219 (5000) /
Flyer Print £273 (10,000) (Bluestorm)

	Social Media activity – link in with exhibition
· Promote Larkin Reflections at University
· Promote Larkin in Hull talk
· BP lecture with Andrew Motion
· Start conversation using Larkin twitter handles
	N/A

	Editorial
20 things you may not know about Phillip Larkin

An exploration of Larkin’s representation of himself through his doodles and other objects from his office at University (tie in with images collected for press use) Images to be taken.

	£0


£250 images to be taken at Larkin’s office



	Season Guide feature
	N/A

	Lamppost Banners city centre – mid-May TBC
	City Dressing budget



Approach
Outline the approach that has been agreed for this phase

· What we intend to do?
Early stage ‘teaser’ activity to set the scene and begin to build awareness about the exhibition. Build a strong visual campaign which sets up an expectation for the exhibition and builds on the key themes.
· Why we intend to do it?
To establish interest and key themes – to generate intrigue and to present the exhibition as a little different – Larkin as we’ve never seen him before.
· How we know it will have worked?
Number of selfie contributions, digital engagement of teaser posts

	Name
	Description
	Resource / Lead

	Branding
	Mosaic-like image (& animation?) of Larkin’s head
	EC / DW

	Print Collateral
	Exhibition flyer and poster – to be distributed locally and to targeted audiences. Speak to Waterstones about flyers in bags, open day packs, post grad accommodation?
Season Guide feature
	SM

	Online tickets
	Mon 22 May
	EC

	Social Media
	BP lecture – promote tickets, promote editorial pieces, teaser images
	EC

	Editorial
	Editorial
20 things you may not know about Phillip Larkin

An exploration of Larkin’s representation of himself through his doodles and other objects from his office at University (tie in with images collected for press use)

	EC

	Outdoor Advertising
	City centre lamppost banners – May (TBC)
	SM

	Photography
	New photography of objects from the exhibition, collation of existing images from archives.
	EC



Media Opportunities 

	XX/XX/XX
	

	XX/XX/XX
	

	XX/XX/XX
	






Photography & Filming Plan
Photography of objects required


Key Dates / Timeline

	6 Mar
	Season Guide feature

	20 Apr
	Promote BP lecture at University – link to exhibition 

	21 Apr
	Promote Larkin in Hull talk in Pocklington – link to exhibition (26 April)

	5 May
	Promote Larkin Reflections at University (25 May)

	By Mid-May
	Image/brand creation

	w/c 22 May
	‘On Sale’ date

	End May
	Exhibition flyer and poster design

	End May – Start Jun
	Exhibition flyer and poster print

	End May
	An exploration of Larkin’s representation of himself through his doodles – e.g. why does he represent himself as a seal?

	End May
	Lamppost banner design (Hull 2017)

	w/c 29 May
	20 things you may not know about Philip Larkin

	w/c 29 May
	Design of 6-sheet adverts

	6 Jun
	6-sheet artwork deadline

	Early Jun
	Exhibition flyer and poster distribution



Learnings
What have we learnt from implementing the Building Awareness Phase that can inform the next period of activity?

DELIVERY PLAN: CORE CAMPAIGN PERIOD 1
Mid - June 2017 – Mid - July 2017

Budget Allocation

	Overall MarComms Allocation 
	£10,000 > £11,671.47

	Allocation to Core Campaign Period 1
	£8,692.47

	Literature Print
A5 6pp, 10,000 copies
A piece of literature print likely to cover NEEY, BBC Contains Strong Language, Larkin Reflections, potentially Children’s Literature Festival – wide distribution locally, some targeted regional distribution

	Flyer Design 
£Part of above price

6pp flyer print, 150gsm uncoated £584 / 
8pp print saddle stitched 70gsm journal £615  


	Research target groups and send flyers in post – Bluestorm £1000

	£1,000

	
Local ad campaign:
6 Sheets across 32 sites in the city £1,500 (6 June artwork deadline) 
The Journal ad half page £287.50

Design of ads

	

£1,787.50


£250

	Editorial:
Spotify playlist – Larkin’s favourite jazz tracks- tie in with jazz festival
‘Introducing’ video interview with Andrew Motion
	
£0

£250

	Signage and way-finding, pull up banners, foamex boards, lamppost banners including installation

Design of wayfinding, banners, foamex boards, pull ups, floor vinyl
	£4,039.97

£500

	E-mail newsletter – end of the month
	£N/A

	Photography or Film  (e.g. Hull Uni Jazz Band performance)
	£250

	Use of digital screens in Hull University (reaching post grads, open day visitors, staff etc)
	N/A



Approach
Outline the approach that has been agreed for this phase

· What we intend to do?
Pull together all of the literature-themed events in a piece of targeted print to be distributed locally and to key regional locations.
· Why we intend to do it?
Target specific audiences, package the events together for cross-promotional purposes
· How we know it will have worked?
Uptake in visitors / ticket sales, greater awareness about the literature programme/offering

	Name
	Description
	Resource / Lead

	Print Collateral
	Literature print
	SM

	Social Media
	Continue conversation about Larkin exhibition on social media using twitter/facebook
	EC

	Email Marketing
	Inclusion in our email newsletter (end of the month)
	EC

	Editorial
	· Spotify playlist – Larkin’s favourite tracks – to tie in with jazz festival
· Interview with Andrew Motion – opportunity to talk about Larkin – find out little known facts
	EC

	Direct Mail
	Distribution to targeted audiences 
	SM

	Outdoor Advertising
	Lamppost banners down Cottingham Road? 6 Sheets across key sites in the city.
	SM, MK

	Print Advertising
	Local press – HDM, Yorkshire Post? 
	SM

	Radio Advertising
	Radio 4
	SM

	Digital Advertising
	Use of digital screens at Hull University 
	SM




Media Opportunities (Phase [X])

	XX/XX/XX
	Guardian editorial

	XX/XX/XX
	Insert suggested media op

	XX/XX/XX
	Insert suggested media op



Key Dates / Timeline

	Early Jun
	Way finding and banner designs

	Mid-Jun
	Literature flyer design

	End Jun
	Literature flyer print

	Request before end of June
	Inclusion in Email Newsletter

	12 Jun
	Lamppost banners ready to be replaced on campus and Cott Road

	16 Jun
	Video Interview with Andrew Motion (post around 26/27th)

	21 Jun
	Jazz playlist – Larkin’s favourite jazz tracks – tie in with Jazz Festival (11-15th July)

	End Jun
	Lamppost Banners – Cottingham Road

	Start Jul
	Literature flyer distribution

	3 Jul
	Audience testing with volunteers

	4 Jul
	Press and media previews – send photographer?

	5 Jul
	Opening – Live social media images

	Starting w/c Wed 5 Jul
	Advertising campaign: Radio 4, 6 Sheets, local press

	TBC
	Email newsletter

	Mid Jul
	Guardian half page ad



Learnings
What have we learnt from implementing Phase [X] that can inform the next period of activity?

DELIVERY PLAN: CORE CAMPAIGN PERIOD 2
Mid - July – 1 Oct 2017

Budget Allocation

	Overall MarComms Allocation 
	£10,000 > £11,671.47

	Allocation to Core Campaign Period 2
	£1,160

	Advertising  
Half page in Beverley Magazine / Hull magazine £110 / £300

	£410

	Social Media 
· FB/Twitter Grayson Perry - lecture
· Promote readings of Larkin’s poems in Gardens and Pearson Park (The Victoria Fountain Charity)
· Post about Jazz festival – link to Larkin
· Promote second Larkin’s reflections poetry readings (18 August)
· ‘Selfie’ campaign?
	£500

	Experiential - Jazz flash mobs?
	£Hull Uni

	Photography or Film – Shoot with Grayson Perry for press?
	£250



Approach
Outline the approach that has been agreed for this phase

· What we intend to do?
Maintain momentum throughout the duration of the exhibition – right through to October.
· Why we intend to do it?
To maintain footfall and continue to build on momentum around ‘Larkin’ related events (Larkin Reflections, BBC Contains Strong Language, Big Malarkey).


	Name
	Description
	Resource / Lead

	Social Media
	Continue social media conversation throughout period of exhibition – also promote above events
	EC

	Email Marketing
	Literature focused emailer to relevant audiences using segmented data 
	EC

	Editorial
	Editorial piece around the selfie focusing on identity – link to thinking positive – health campaign? – choose selection of images from Larkin project – ask people why it’s nice for them to be part of it – ask people why they chose particular selfies.
	EC

	Print Advertising
	Beverley / Hull local adverts
	SM

	Digital Advertising
	Will we need a sponsored ad for the Larkin exhibition?
	EC




Media Opportunities 

	XX/XX/XX
	Insert suggested media op

	XX/XX/XX
	Insert suggested media op

	XX/XX/XX
	Insert suggested media op




Key Dates / Timeline

	XX/XX/XX
	

	XX/XX/XX
	

	XX/XX/XX
	

	01/10/17
	Exhibition closes



Learnings
What have we learnt from implementing Phase [X] that can inform the next period of activity?


	APPROVAL
	SIGNATURE 
	DATE 

	Marketing Lead: Sarah Moor
	
	

	Digital Lead: Eleanor Churchill
	
	

	Comms Lead: Ben McKnight
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