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MARKETING & COMMUNICATIONS PLAN: PLAYING
THE BRIDGE

Project Overview

Playing the Bridge will explore the sonic potential & hidden engineering of the
bridge as it is turned into a giant musical instrument. Initiated by the
architect of the bridge, Jonathan McDowell, the project draws parallels
between the large steel plates & supporting girders that form the structure of
the bridge & the music of the Javanese Gamelan percussion ensemble.
Members of the community will be invited to become sound explorers,
culminating in a live performance & audio-visual installation on the structure
itself by the composer Nye Parry and artist Madi Boyd. By ‘Playing the Bridge’
participants & audiences will form a new relationship & think differently about
a local landmark.

Overall Project Budget: £11,450
Marketing Budget: £300

Objectives
(Outline up to 3 key objectives that you want to achieve through marketing
activity)

Attract 15 regular workshop participants for Gamelan and
Playing the Bridge workshops. R i
Attract an audience of a minimum of 15 people for the
Concert on Bridge.
Attract an au

Objective 1

Objective 2 |
Objective 3

Key Selling Points :
(Why should people choose to attend your event over everything else that is
going on at the same time?)

ject is unique for the Hull 2017 programme and it

cale Lane Bridg
ulti-media artwork.

Target Audience
(Who do you see as your key audiences? Try and include an audience that you
would like to develop in here)

‘Amateur musicians and music lovers with an interest in other
musical traditions and/or unusual musical :

Audience 1 . R :
experiences/instruments Lo




@252 n;u‘s,u:r renthumasts mteﬁés;tié'df in "]Qgstallatlon and local

Festivrat:aUdiences' wah;jng.;gm.isual experience.
Audience 4 Hull and East Riding Residents who want to experience
something different and/ interested in the project,
Target Locations

(Where do your target audience hang out? What’s the best way to reach them
with marketing activity? Add more locations in if you feel relevant)

ocation |

 As above as well as inclu ing e
YA website, issues press releases
distributing posters,

Location 3

Competition

(Is there anything happening locally that would impact on the attendance at
your event?)

No

Marketing Activity

(Thinking about who your target audiences are and where they hang out, list
the tools under the headings below that you will use to communicate your
selling points. You don’t have to use them all but give as much detail as
possible including costs against the ones you choose).

Distribution

Direct Mail

Advertising
Online
Radio




Social Media

| Grrmsby Telegraph 1 week in the '
4 Scunthorpe Telegraph & uploaded to

: vill update our Facebook page
regularly leading up to our workshops

Monocle
Nowness




Urban Realm , ,::..,i'fi _—

Matter Arch1tects have' donated the

Additional sponsors/funding partners that need to be declared

In addition to Hull 2017, are there any sponsors, partners or funders who
need to be mentioned? Do their logos have to be included on marketing
communications? (Please include details below, including names, job titles
and email addresses).

[ |Name | JobTitle Email Address 7

Sponsor, gl Umversn:y ‘Lecturer in Music mbarnard@hulla c.uk
partners & ~ Technology '

TR Ul York Umvers1ty Director York ne1l sorrell@vork ac. uk
details ' o R

Media

Are you going to
submit a press
release and send

it to the media? arts featurés will be.

contacted via producers -

Has the press
release been
submitted for
approval to the
Hull 2017 team?




What are the key milestones with regards to communications? Do you have
any media calls/workshops planned?

B Advertise -
30/01/17 PressR ease - :Perform nce and February 2017

30/01/17 Press Rj

Have you

submitted images
using the correct
format (JPEG,

high resolution)?
Have you

supplied video 5
content for use of &
the Hull 2017

team?

Key Dates for Roll-Out

(Creating a plan of key dates will allow you to keep track of what needs to
happen, when this should happen and what your deadlines are if you’re going
to meet these goals).

20/11/16

~Music Servi

December }Marké:t'ihg a.n‘d":" T g gg:%ﬁaeré?:?m e o
2016 Communjcgt:jgnsrrflan L L January 2017




marketing laad k) 3 72
--Hull 2017

ldentify - o
organisations to
" approach to'find.
ail lis! .. potential o
15/12/2016 ite/ott participa

- percussion”
- weekend

15/01/17

R0y ICP AR information at site concert ‘
and installation promotion  Installation
o o y workshop at

25/02/2017 B3] 25/02/2017

and
ridge percussion,
o . Single poster for
14 ' - display on Scale
| _Lane Bridge

260032017

14/03/2017

28/03/2017

PO kIVIAFA Installation opening event

- L Friday, Saturday
01/04/2017 I thraushan and-Sunday

01/05/2017 Rl

Evaluation
(How are you planning to monitor the success of your campaign? Please
include a statement of intent - no more than 100 words)

¢ Feedback will be gathered from workshop participants through the
Facebook page and blog.

e We will monitor how our social media community grows via through the
number of likes and comments.



* Audijences at performances will be given questionnaires to evaluate
both their satisfaction with the event and how they heard about it.

Sign Off

“

Melissa Page

Cheryl .
Oakshott Coordinator

10702717 . Cheryl.oakshott@hull2017.co.uk






