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Culture

MARKETING & COMMUNICATIONS PLAN: PARK LIFE

Project Overview

Mentored by a professional theatre company, students from Sirius Academy
West take audiences on a journey of oral storytelling in Park Life - a
promenade performance that promises to be moving in every sense of the
word. Devised, site-specific pieces, will be staged in various locations across
Pickering Park, allowing the audience to navigate the space and get close to
the action.

Powerful, humorous and provocative, the performance traverses past to
present, as students communicate their personal experiences, and those of
their communities, linked to themes of the Freedom season including poverty
and social justice.

Overall Project Budget: £11,000
Marketing Budget: £500

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

Attract a target audience of 400 local people for each
oTa4\- Il performance, with the aim of gathering an audience of 2,000
over the course of the 3 days.

It is anticipated that there will be a ready-made audience of
students, staff, parents and the local community with an
existing connection to Sirius West but the project also aims
ol [Tad\7- WAl to bring new audiences to the performance through our
marketing activity. This includes people from the local and
wider community and children and young people from across
Hull with targeted matinee performances for schools.

To fully engage the audience with participating in the social
media aspects of the performance to document and live
steam the event to a wider audience.

Objective 3

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

This will be a ‘once in a lifetime’ free public performance
with limited tickets due to the nature of the event. It is
EILG RO anticipated that due to the free and unique nature of the
event that it will ‘sell-out’ quickly so people will need to
book their tickets early to avoid disappointment.

The project is an opportunity for the people of Hull to
SEILER Il support and celebrate the creative voices of the City’s
children and young people.




Selling Point 3 As‘it 15 a devised site specific performance créated by the
5 performers it will be unique and never to be seen again.

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

,_Those who do hot usually attend theatre/ performance events_
Audience 2 @ ticular ch‘ldren and young people from across Hull aged

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)

gj'Prcmo v1ded$ and ongoing promotlon via Soc1al Medm

Competition

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

TBC

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).

2 sided A6 pos_ ‘




Distribution

Direct Mail

Paid-for

Advertising
Online
Radio

Social Media

toall setondary

headteachers in Hutl in

:‘All soc1al med;a SItes W1ll

Twitter will be updated
frequently leading up to

:"Academy West webmte and
allsocial medta




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).

Sponsor, }

Sllent
 Uproar
d

partners |
or

funder
details

Media
(Consider how you are going to use the med1a to advertise your project)

Are you going to

submit a press ts eleased (Enc _

release and send S nen ~ . and second. press rele at

IR Ya . least 2 weeks before. event
: ' (end of June 2016) .

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?

February
2017

April/May

flyers, eitérs to  opening of ‘box office’
_parentsand . m May
“schools etc.




28/04/17

June/July

26/06/17

26/06/16

11/07/17

f};retease _

“of the ‘box office’ on.
'10705/17 and release
of prom video on-

kets and Press

parents etc.

_ d or cﬁéuldn’t get
o ._’_t1ckets (if sold out)
Second promo v1deo for

“Hult2017.  “attend or couldn’t get
e  tickets .(m sold out)

0 28/04117

| alongSIde press release b

. ..0n26/06/17




Have you

submitted images &
using the correct
format (JPEG,

high resolution)?

Have you ‘ ideos witl be | |
supplied video  made once workshops and e
GRS GIRIELN T rehearsals are underway ; = 32%//%1// 11'7;’4

the Hull 2017 (see Communications e

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).

WIRPIZIXLE Communications  return to marketing ~ 02/12/2016
il sy B

December  [riwiliial Reshoot and editing of  09/12/16
Promo Pictures: “initial promo picture S

December

N Sce Updé.ted- B AEotherkey.da'tes as
 Project Timeline per Updated project
and - timeline (attached).

Communicat“ion's and Communication

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

Success will be evaluated in terms of ticket sales, actual audience figures and
social media participation. Social media build up before the event will also be
monitored including number of view of promo videos. Audience will be invited
to film, photograph and share images from the performances on social media
which will also be monitored. There will also be official social media
documenters for the performance who will be part of the student/staff
production crew who will live stream the performance on social media.



Number of live stream viewers will be monitored. The audience will have a
forum during and after the performance to share their own Park Life stories if
they have been inspired by what they have seen in the park which will be
monitored and evaluated. Participants will also be able to document and
reflect on their experiences as performers.

Sign Off

Julia Quillin

: CCpP
fielloaitage Marketing Lo Melissa.page@hull2017.co.uk
Lead

Cheryl /7, /
Oakshott C(;P { (Kt-’t(&taiha_t( 09/01/2017 Cheryl.oakshott@hull2017.co.uk
Coordinator







