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MARKETING & COMMUNICATIONS PLAN: PRIDE IN HULL 2017 

Project Overview
A weeklong series of lesbian, gay, bisexual, transgender families & supporters (LGBT+) focused cultural events will take place as part of Pride in Hull 2017.
Focussing on the fiftieth anniversary of The Sexual Offences Act 1967 which decriminalised homosexual acts in private between two men, a photography exhibition will explore the differences in culture, behaviours & attitudes towards homosexuality. People will be invited to submit images which will form a ‘travelling’ exhibition highlighting the differences in attitudes & behaviours between the two time frames from a local perspective.
Other events include a fundraising ball, plays, film screenings & a history day. Events are open to everyone & are designed to engage the whole community, diminish prejudice & promote community cohesion.
Project Budget: 
Marketing Budget: 


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

	Objective 1 
	
Make the LGBT+ community more visible in Hull

	Objective 2
	
Gain an audience of up to 10,000 attendees to our event

	Objective 3 
	
Send a clear message about public safety at our event




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

	Selling Point 1
	Our line up of LGBT+ iconic entertainment

	Selling Point 2
	Pride is much more fun than most other things going on

	Selling Point 3 
	We create a safe space for sometimes excluded people to ‘be themselves’







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

	Audience 1
	LGBT+ people, their families, friends and supporters in Hull and local area

	Audience 2
	LGBT+ people from further afield and UK Pride network

	Audience 3
	People who may otherwise have not felt able to attend a Pride event (it’s not for them, they’re too old, it’s too public etc)




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) 

	Location 1 
	Facebook

	Location 2 
	LGBT+ friendly venues

	Location 3
	Local news media


 

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

A rival LGBT+ friendly event or pop concert.

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). 

	Activity Type 
	Details 
	Budget 

	Print 
	Pride guide (8,000)
Pride week programme of events (1,500)
	£2,000

£1,250

	Distribution 
	Given freely to local venues and at Pride event
	£0 (volunteers)

	Direct Mail 
	Emails to UK Pride Organiser’s Committee
	£0 (volunteers)

	Advertising 
· Online
· Radio 
	
	

	Social Media 
	Facebook, Twitter, Snapchat, Instagram post promotions
	£2,000

	Other 

	Press releases to local and national media
	£0 (volunteers)




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
	Job Title
	Email Address 

	Sponsor, partners or funder details 
	Hull 2017
Hull City Council
Humberside Fire & Rescue
BP
Scruff
Humberside Police
Cornerhouse
Yorkshire MESMAC
James Legal
360 Accountants
St Stephens
- too many to mention

	





Info on request
	Info on request



Media 
(Consider how you are going to use the media to advertise your project)

	Activity
	Detail
	Deadline

	Are you going to submit a press release and send it to the media? 
	Working with Hull 2017 comm’s team
	

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










	Date
	Activity
	
Detail
	
Deadline


	
	
	
	


	
	
	
	

	
	
	
	


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


	Activity
	Detail
	Deadline

	Have you submitted images using the correct format (JPEG, high resolution)? 
	
	

	Have you supplied video 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). 

	Date
	Activity
	
Detail
	
Deadline


	01/01/17
	Marketing and Communications Plan
	Complete the plan and return to marketing lead at Hull 2017
	
31/10/2016

	31.01.17
	Social media release
	Call out for engagement and volunteers
	31.01.17

	28.02.17
	Press release 
	In collaboration with Hull 2017
	28.02.17

	01.06.17
	Press release and social media
	Entertainment line up announcements commence
	22.07.17








Evaluation 
(How are you planning to monitor the success of your campaign? 

Pride in Hull will take feedback from its audience through our website and social media – these channels give a very prompt and direct evaluation of our product.

We will engage with the local authority and safety advisory group and take feedback after our event in terms of public safety.

We will take feedback from Hull & East Riding LGBT Forum about the success or failure of our campaigns.

We are hoping we can engage with Hull 2017’s events research team as we did last year also.


Sign Off 





	Name
	
Job Title 
	Signed
	Date
	
Email

	Colin Wilson
	
Production Manager
	
	08.02.17
	
colin@prideinhull.co.uk

	Melissa Page 
	
CCP Marketing Lead
	
	
	
Melissa.page@hull2017.co.uk

	Cheryl Oakshott  
	
CCP Coordinator
	
	
	
Cheryl.oakshott@hull2017.co.uk
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