[image: image1.png]=l
o]

HULL
2017
UK

City

of
Culture






Land of Green Ginger Communications Plan 

Project: 
Land of Green Ginger is a groundbreaking citywide community project, transforming and animating the places where people live. We have commissioned seven artists to deliver seven acts of wanton wonder in in seven neighbourhoods as a pilot ahead of 2017.
Communications objectives
· Support engagement and encourage debate by asking questions on social media – who put them there, what do they mean?
· Connect individuals and communities to one another by sharing the story, not telling the story.
· Maintain a sense of mystery.
Key messages
We can’t control key messages as we aren’t proactively issuing any PR or putting anybody up as spokesperson. However, we can brief the artists on the following key messages:
· We want to bring a sense of surprise to the streets of Hull.

· We want to unlock the imagination of the local community by inspiring wonder.

· We are encouraging the community to gather, participate and share stories.

Reactive key messages:
· We support anything that creates a buzz about the city ahead of 2017.

Audiences: 

	Audiences
	Communications 

	Hull residents

	Hull Daily Mail
Social media


Media proposal

· Reactive not proactive –but need to be flexible and fluid.

· Prepare Q&A to respond to the inevitable question: Is this Hull 2017?
· Meet with Ian Midgley of Hull Daily Mail and invite him to be part of the secret.
· Position The Visitor among the journalists on the train for Project 22. To avoid suspicion, while also drawing attention to him, ‘kick him out’ of first class as he doesn’t have a ticket. This would also force him into other parts of the train to get the general public curious. (TBC)
Digital proposal
Social
We have a few different ways of using social. These are:
· Artist social channels

· This could include targeted, paid social ads in their own voices.
· We’ll need to create some social guidelines about how far they can go, but they can still be playful and creative with it.

· Our official social channels

· Can use retweets and other second-hand sharing.

· If we create our own news-style editorial about this (eg. Spotted: strange visitor on Anlaby Road or Surprised shoppers get more than they bargained for at North Point etc.) we can share this on social.
· This might be too overt, albeit tongue in cheek.

· We also need ways of responding to the inevitable ‘Is it 2017?’ question.
· Volunteers

· We can recruit digital volunteers to share updates and mobile phone photos of events with their own networks, hopefully getting the ball rolling with other members of the public.

· Depends on getting volunteer request in soon to arrange shifts and training.
· Other partners

· Eg. North Point Shopping Centre. ‘Have you visited our newest shop?’

· Members of the public sharing what they find.
Hashtags
· #nosetoseeyou and #TheDoorInHull are confirmed.

· A Message in a Bottle is another good opportunity to create a hashtag and encourage people to share photos of responses to receiving a bottle

· The other projects could have hashtags too but they might not add as much as those above.
Internal communications proposal
· Script for staff
Evaluation
· We will measure the number of media hits and score each hit according to sentiment (positive/negative/neutral).
· We can monitor hashtags easily, as well as words and phrases that relate to specific projects. For example: social posts including ‘monster’ OR ‘beast’ OR ‘visitor’ AND ‘hull’.
Risk analysis

	Risk
	Response/mitigation
	Risk level

	The residents of Hull don’t engage with the projects.
	Artists are working with communities in advance at workshops.

Residents who actively participate in some of the projects will be rewarded eg those taking part in Message in a Bottle will receive a clue leading to the beginning of a treasure trial. 
Locations of art are in places with good footfall – audience should naturally gather and participate.
	Low

	Somebody leaks to the media that it is part of Hull 2017.
	We plan to let Hull Daily Mail in to the secret in the hope they will play along.
	Low

	People may find out that none of the artists in the project are from Hull.
	Focus on the participation of the local residents.
	Low

	Situational risks eg the public smash the glass bottles, homophobic abuse around The Door etc.
	
	


Projects
	Date
	Location
	Artist
	Project
	Summary

	31 Aug – 4 Sep
	North Point Shopping Centre, Bransholme
	Joshua Sofaer
	Nose To See You

#nosetoseeyou
	A pop up service offering the public a false nose of their own nose.

	2 - 3 Sep
	Holderness Road (empty shop unit TBC)
	Scottee
	The Door

#TheDoorInHull
	If you are brave enough to step through the door, you will meet drag queens and drag kings of every size, shape, gender, race and variation

	7 - 12 Sep 
28 Sep - 2 Oct
	Pop-up locations TBC, studio recording sessions at The Warren (TBC) & Beverley Road (bus stop)
	Thor / Aswarm
	Voices that take you places
	A mobile phone box will record voices, which will later be played in the bus stop.

	15 Sep - 10 Oct 

	Longhill, including either St Margaret’s or East Mount Community Centre for the project hub.
	Lone Twin
	The Visitor
	A unique ‘one-to-one’ performance encountered by many as it moves through the spaces and places of everyday life.

	23 Sep/30 Sep/7 Oct
	Greatfield
	Periplum
	A Message in a Bottle
	Overnight a series of bottles will magically appear on doorsteps. The bottles will contain messages, maps, folklore and legends, presented as illustrations.

	25 & 28 Sep 
	West: Walton Market, primary schools in the area (TBC)


	Dominic Wilcox
	The Office of Lost + Found Oddities
	In a market, a fantastical Lost and Found stall appears boasting an array of fantastical, strange and thought provoking objects




