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CAMPAIGN PLAN: ONE DAY, MAYBE
	Name
	ONE DAY, MAYBE

	Start Date
	1st September 2017

	End Date
	1st October 2017

	Duration
	One month



Approved Description / Overview
Deep within a hidden office complex in the city centre, a mysterious new Korean technology company is about to change the way we view the world.
Inspired by the Korean May 1980 Democratic Uprising, ONE DAY, MAYBE conjures a kaleidoscopic dreamscape where live performance, installation and pioneering technology combine to create a vividly dystopian vision of a world spinning thrillingly out of control.
dreamthinkspeak are global pioneers of site-responsive performance, previously taking over a paper factory in Moscow, the Old Treasury Building in Perth, Australia and an underground abattoir in Clerkenwell to create extraordinary and unforgettable audience journeys.

Project Team

	Organisation
	Name
	Department

	Hull 2017
	Laura Smith 
	Marketing  

	Hull 2017
	David Watson
	Digital

	Hull 2017
	Ben McKnight
	Media & Comms

	Hull 2017
	Cian Smyth 
	Programming

	Hull 2017
	Katy Fuller 
	Programming

	Hull 2017
	Carys Taverner
	Technical & Operations

	Creative Partner
	Tristan / Nick – Artistic Leads
	dreamthinkspeak

	PR Lead
	Anna Arthur
	dreamthinkspeak

	H17 PR Agency
	Project Lead - TBC
	Media & Comms

	Hull 2017
	Laura Beddows
	Programming 




Campaign Objectives

	Objective 1 
	Introduce audiences to a site-responsive experience, one like which they will have never experienced before

	Objective 2
	Build a new audience for dreamthinkspeak work in Hull & East Riding 






Measurable Goals

	Goal 1
	Attendance of 8800 across the run

	Goal 2
	Generate revenue of £104,000 [70%]

	Goal 3
	Quantifiable media / awareness goal(s) – PR / Comms – AA/BM



Target Audience (include geographic as well as demographic)

	Audience 1
	Existing audience – Those who actively follow Dreamthinkspeak and are fans of their work

	Audience 2
	Existing “engaged” audience, predominantly living in the Hull/ East Riding area – they are likely to have been to other Hull 2017 shows throughout the year and be keen to try something new

	Audience 3
	New audience – Those who haven’t yet engaged with Hull 2017. Using community engagement links here via learning / participation to introduce a new audience to this type of work 

	Audience 4
	Influencer audience – Press and key stakeholders 



Campaign Structure: Phases

	Phase
	Period
	Purpose

	Phase 1
	February – May 2017
	Building awareness 

	Phase 2
	w/c 22nd May – 31st May 2017
	Pre-sale (soft introduction)

	Phase 3
	31st May – September 2017
	Core campaign period 

	Phase 4
	October 2017
	Follow up / Audience development 




PROJECT BACKGROUND

Partner Supplied Synopsis
Technically – this is the same as the above, supplied by Tristan! 

Also, important to note that there’s a parallel story running here with the Korean tech company, Kasang, setting up in Hull and coming on board at a Hull 2017 City Partner. 

Once an audience member has bought a ticket, the idea is that they will receive direct correspondence with Kasang, rather than Hull 2017, so they already begin their journey in the site-responsive experience.

About the Company / Creative Partner
dreamthinkspeak are global pioneers of site-responsive performance, previously taking over a paper factory in Moscow, the Old Treasury Building in Perth, Australia and an underground abattoir in Clerkenwell to create extraordinary and unforgettable audience journeys.






Agreed contractual credit
Presenting Credit for presentation of original production in Hull by Hull 2017:
HULL UK CITY OF CULTURE 2017 and dreamthinkspeak
present
ONE DAY MAYBE
created by dreamthinkspeak
commissioned by HULL UK CITY OF CULTURE 2017
Originally commissioned and produced by Asian Culture Complex, The Museum of Art, Kochi, 21st Century Museum of Contemporary Art, Kanazawa, AsiaNow and dreamthinkspeak”

For all other productions and presentations:
ONE DAY MAYBE was commissioned as part of Hull City of Culture 2017; and was originally commissioned and produced by Asian Culture Complex, The Museum of Art, Kochi, 21st Century Museum of Contemporary Art, Kanazawa and AsiaNow

Nb.  Hull 2017 acknowledges that crediting of the original five partners of the Production will be agreed on a case by case basis, and that when used such credit shall be: “Originally commissioned and produced by Asian Culture Complex, The Museum of Art, Kochi, 21st Century Museum of Contemporary Art, Kanazawa, AsiaNow and dreamthinkspeak”.

Key Selling Points of Show 
	1
	Dreamthinkspeak – widely recognised reputation for providing exceptional experiences

	2
	Mixed media of live performance, film and installation

	3
	Exciting, site-specific experience where visitors are part of the story




Competition 

Local competition:

Although there is no completely direct competition with cross-over of similar artforms, there are some events happening in and around the city during September which may attract a % of audiences. There could be a potential to cross-sell here and use this to our advantage.

-Freedom Festival, Hull City Centre (1-3 Sep) - specifically 2 x shows (Counting Sheep and Market Theatre of Jo'burg)
-The Royal Ballet, Hull New Theatre (16 Sept) – there will also be supporting engagement work happening before this event working with local dance companies and participants
-Jane Eyre, Hull New Theatre (18 – 23 Sept)
-Hull Trinity Festival, Trinity Square (23 –24 Sept)
-Turner Prize 2017, Ferens Art Gallery (26 Sept 2017 – 7 Jan 2018)

Regional/ National competition: 

-Alice’s Adventures Underground (The Vaults, London Until 23 Sept) – Immersive dark theatre experience – has five stars from Time Out
-Leeds Light Night 2017
-onRoundhay Festival (Leeds, Sept 2017) – Music Festival




SWOT Analysis 

	Strengths
	dreamthinkspeak – strong existing reputation and following. Experimental site-specific experience – something different to what has been on previously in the Hull 2017 programme. Visitors are part of the experience. Based in the centre of town – easy to get to. Mixed media – variation with performance, film and installation. 

	Weaknesses
	May seem too experimental for the Hull demographic. Not much given away in the copy overview - people may be unsure about what it is. This may lead to them being reluctant to spend money on a ticket (which is a higher price point than some of the other tickets that are / have been on sale for Hull 2017 shows).

	Opportunities
	Momentum from the build up to the Turner Prize could help attract an exisiting contemporary art audience already planning on coming to Hull. They could perhaps do both at the same time? 

	Threats
	Turner Prize could take focus of our intended audiences. Running length is over a month period – will need to maintain momentum throughout.




	eats
	


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

	1
	The Electric Fence (Art Installion) – 4 Jul – 30 Sept at Holy Trinity Church 

	2
	All We Ever Wanted Was Everything (Gig theatre) – 6 – 17 June at Welly Club

	3
	Land of Green Ginger (Immersive Experience) – Various dates/ locations – Could be a good way to engage with “audience 3” listed above

	4
	Trent Falls To Spurn Point (Mixed media installation) – 22 Jun – 15 Jul at University of Hull

	5 
	See 2 x Freedom Festival Shows (listed above) - good opportunity to cross promote

	6
	Depart (18 May – 22 May) – Circus at General Cemetery – experimental audience

	7
	Back to Ours (30 May – 4 June) – Tipping Points – Circus




Comms & Positioning 
*NB – Anna Arthur PR has been employed by dreamthinkspeak and will take lead on key PR activity, working closely with Ben McKnight and Cornershop.

· Major event for Hull 2017 and during Freedom Season. Following on from events like Flood and All We Ever Wanted Was Everything this event is taking audiences on a journey like no other
· Mix of national, regional and local – print, broadcast, online – arts, theatre, general 
· A another unique event that will be a highlight of the Hull 2017 year
· Specific funding credit, if appropriate, TBC.







High-level budget (*CONFIDENTIAL*)

	Total Project Cost 
	£XXX,XXX

	Hull 2017 Contribution
	£XXX,XXX 

	MarComms Allocation
	£26,500 held in the project budget 



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

DELIVERY PLAN: PHASE 1 “AWARENESS BUILDING”
February - May 2017

Budget Allocation – N/A 

	Overall MarComms Allocation 
	N/A

	Allocation to Phase [X]
	N/A

	Additional Contribution(s)
	N/A

	Phase 1 Other
	N/A



Approach
Outline the approach that has been agreed for this phase

· What we intend to do?
· Why we intend to do it?
· How we know it will have worked?


	Name
	Description
	Resource / Lead

	Branding
	Image provided by dreamthinkspeak for the season guide.
	TS

	Print Collateral
	One Day, Maybe received a full double page spread in the Freedom section of the Hull 2017 Season Guide. 100,000 copies of the guide have been printed and distributed locally, regionally and nationally.
	LS

	Online
	The web page went live on 28th Feb to coincide with the press/public launch of Seasons 2 & 3. 
	DW

	Social Media
	General promotion about the production across social channels. 
	DW

	Print Advertising
	We have included ‘One, Day Maybe’ in 2 x event lisiting style adverts – one advert was provided to VHEY for an insertion in a NE Lincs publication, the other was for Visit York.
	LS









Learnings

From what we can determine so far, people have been interested to hear more/ find out more about the show. Up until this point we’ve had to be quite generic with the language used to discuss what it’s all about, so moving into phase 2, we can be a little more creative and descriptive - especially when it comes to editorial profiling and comms surrounding the show . We’ll also aim to build a profile for Dreakthinkspeak in the local area to whet the appetite with audiences for their work.

DELIVERY PLAN: PHASE 2 “PRE-SALE”
w/c 22nd May 2016 – 31st May 2017

Budget Allocation

	Overall MarComms Allocation 
	£8,000

	Allocation to Phase 2
	£7,656

	Additional Contribution(s)
	N/A

	Phase 2 Advertising 
	£6,000

	Phase 2 Digital Activity
	£1,000

	Phase 2 Photography or Film
	£500

	Phase 2 Print materials 
	£500



Approach
Outline the approach that has been agreed for this phase

· What we intend to do?
· Why we intend to do it?
· How we know it will have worked?




	Name
	Description
	Resource / Lead
	Budget

	Print Collateral
	Postcards for the Pod and exit flyering opportunites i.e. BTO, Depart (x5,000 copies) 
	LS
	
£197

	Event Page
	22nd May – Updated with new copy
	DW
	N/A

	Trailer
	Short trailer produced for launch W/C 22 May. 
	DW
	£500

	Email Marketing
	Featured in monthly newsletter promoting production / on-sale. Solus email to the entire database. 
	DW
	N/A

	Editorial
	Positioning editorial feature about DTS and their previous work and promoting the upcoming work. 
News feature flagging the on-sale. 
	DW
	N/A

	Social Media
	General editorial feature promotions and call out to booking pages.  
	DW
	N/A

	Outdoor Advertising
	3 x flagship 6 sheet sites surrounding cinema/retail locations – Hull city centre, West Hull (Willerby) and Kingswood (North Hull)
Station Drum branding – on Hull 2017 pillar at Paragon Interchange 
	LS
	

£1,285

	Print Advertising
	Local press advertising – Saturday insertion in HDM on 27th May/ Beverley Advertiser insertion 1st June
	LS
	
£1,380

	Radio Advertising
	Capital FM – 2 weeks x 2 production adverts (one focusing on pre-sale and one when they are on-sale)
	LS
	
£3,294

	Digital Advertising
	A series of digital ads across facebook/twitter/isntagram promoting the production and on-sale. Starting w/c 22nd May.
	DW
	
£1,000

	PR/ Comms 


	Approach online platforms such as: Buzzfeed, Digital Spy, CultureTrip, Huffington Post, WOS, A Younger Theatre, Culture Whisper, Vice, High50, ReviewsHub, My Theatre Mates etc
Distribute press release to journalists/press publications.
Lobby, book and co-ordinate critics to review.
Secure interview with Tristan Sharp and other key creatives.
Photo ops with National picture desks

BBC Radio 4 news, arts and current affairs programmes.
BBC Radio 1,2,3 and local.
	AA
	






N/A

	Other
	Looking at what’s possible with Partners – for example Hull Trains and their transport hubs and poster sites. Can we provide artwork for them to put up for us? Are there any additional city dressing opps i.e. lamp post banners/ shop window vinyls?
	LS
	
N/A




Nb. Design costs built in with budget figures outlined above! 

Media Opportunities Phase [2] 

	30/05/17
	Positioning activity, ahead of tickets going on sale, possibly with focus on dreamthinkspeak and reputation

	
	Underline uniqueness of the event, to local, but also potential audiences across the country






Key Dates / Timeline

	08/05/17
	Sign off of plan – citing activity for phase 2 of activity 

	09/05/17
	Booking deadline to confirm media: outdoor sites, radio and press 

	12/05/17
	Artwork deadline for outdoor adverts (6 sheets)

	12/05/17
	Artwork deadline for 5,000 x A6 postcards

	12/05/17
	Briefing deadline for radio commercials (2 x different calls to action at the end)

	12/05/17
	Artwork deadline for FOC ad in ‘Mighty Atoms’ programme

	16/05/17
	Deadline for 48 sheet on Anlaby Road

	17/05/17
	Deadline for Train Banner Artwork

	18/05/17
	Print deadline for 5000 x A6 postcards

	19/05/17
	Briefing deadline for social media adverts (demographics, geography, messaging etc)

	19/05/17
	Deadline for HDM / Beverley Advertiser artwork

	22/05/17
	48 Sheet on Anlaby Road goes live

	22/05/17
	Radio ad to go live until 4 June – Capital FM

	22/05/17
	Deadline for any updates for the “event page” to go live

	22/05/17
	Deadline to get the DTS e-shot approved 

	22/05/17
	Social Media targeted advertising to go live

	22/05/2017
	Solus email to the entire database. 

	25/05/17
	Ad in Beverley Advertiser to be published

	25/05/17
	Artwork for Train Station Banner goes live

	26/05/17
	Deadline for trailer production for the online video

	27/05/17
	Ad in Hull Daily Mail to be published

	30/05/17 – 31/05/17
	Press release announcing production and distributed to agreed national and local media database



- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -

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











DELIVERY PLAN: PHASE 3 “CORE”
June 2017 – September 2017

Budget Allocation

	Overall MarComms Allocation 
	£ 26,500

	Allocation to Phase 3
	£ 10,000

	Additional Contribution(s)
	£ 0

	Phase 3 Print: Re-print 3000x A6 postcards
	£ 97

	Phase 3 Advertising: Bus streetliner ads, 48 sheet site Leeds, press advertising (Leeds City Dweller), 4 sheet site x2 York and design for all
	£ 4,965

	Phase 3 Digital Activity: Target specific audiences
	£ 2,000

	Phase 3 Other
	£ TBC



Approach
Outline the approach that has been agreed for this phase

· What we intend to do?
· Why we intend to do it?
· How we know it will have worked?


	Name
	Description
	Resource / Lead
	Budget

	Design
	Design costs as per the below items
	LS/CP
	£315

	Print Collateral
	3000 x A6 postcards
	LS / CP
	£97

	Social Media
	Targeted Google Display Ads alongside facebook/twitter/Instagram adverts. Split across two waves (start of on-sale 2 and half way through on-sale two).  
	DW
	£2000

	Editorial
	Promotion of general editorial article from print magazine (by Tristan). Possible additional editorial around creative production elements. 

	DW
	N/A

	Outdoor Advertising
	Bus Streetliner Adverts (x35 buses) – 2 weeks
48 Sheet Site (Leeds) – 10 days
4 Sheet Site x2 (York) – 2 weeks
Traditional 6 Sheet at rail stations on TPE route
	LS/CP
	

£4335

	Print Advertising
	Half Page ad in Leeds City Dweller
	LS/CP
	£295

	Radio Advertising
	Radio advertising on Capital FM on the South/West Transmitter covering York, Sheffield, Leeds (using ad from previous booking) - TBC to review after we see how sales are going in July
	LS/CP
	

£2768

	Digital Advertising
	Digital 6 Sheet (Manchester Piccadilly Station) [TPE Partnership]
Screen advertising on Hull Trains
	LS/CP
	
FOC

	Other
	Summer magazine – DPS - distribution out of region – 30,000 copies
	LS
	



£7062 (actual spend)

Media Opportunities (Phase 3)

	06/17 – 07/17
	Underline uniqueness of the event, to local, but also potential audiences across the country

	07/17 
	Radio interviews to take place eg. BBC Radio 4 Digital Human




Photography & Filming Plan
Are production shots required? Do we need to document the project for the archive?


Key Dates / Timeline

	01/06/17 – 06/06/17
	AA to visit Hull. See venue with TS and meet Hull 2017 team.
Contact longlead consumer titles.
Longlead coverage including listings secured .

	06/17 – 07/17
	National feature(s) secured
Radio Interviews in place eg. BBC R4 Digital Human
Second release with further call to action and also to ensure dts included in roundups of what to see in Autumn 

	22/06/2017
	[bookmark: _GoBack]Google / Social Media Advertising

	23/06/17
	Deadline for Artwork of A6 postcards

	23/06/17
	Deadline for Artwork for Bus Streetliners ad

	23/06/17
	Deadline for artwork for 4 sheet sites in York

	29/06/17
	Deadline for delivery of A6 postcards

	13/07/17
	Deadline for artwork for 48 sheet site in Leeds

	03/07/17
	Live date for 4 sheet sites in York

	21/07/17
	Live date for 48 sheet site in Leeds

	24/07/17
	Live date for Bus Streetliners ad

	08/17
	Continue to secure local and national coverage
Lobby critics: AA in Edinburgh – opportunity to speak to critics directly

	31/08/17
	Possible press photocall 15.30-16.00

	01/09/17 – 06/09/17
	Final lobbying of critics
Radio & TV interviews (on site?)
Opening week coverage secured on multiple platforms

	06/09/17 – 07/09/17
	Press performance at 18.00




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


	APPROVAL
	SIGNATURE 
	DATE 

	Marketing Lead: Laura Smith
	
	

	Digital Lead: David Watson
	
	

	Comms Lead: Ben McKnight/ Anna Arthur 
	
	




image1.emf



HULL,
CULTURE,











