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Marketing Communications Strategy
2012 Events


1. Background

Games Time is a live outdoor stage show combining music, video, fireworks, professional dancers and 160 members of the local community. Created to embrace the spirit of the Olympic and Paralympic Games, Games Time made its debut to 11,000 spectators on the sea-front at Skegness in July 2011. The event was successful but seen as having a specific marketing need as it was part of the SO Festival which already has an existing audience. This document will endeavour to address the specific needs of the three remaining locations.

Games Time will takes place at three locations within the East Midlands in 2012 and is one of four Community Celebrations funded by Legacy Trust UK; an independent charity set up to create a cultural and sporting legacy from the London 2012 Olympic and Paralympic Games. As well as the East Midlands, Legacy Trust UK is funding other large scale outdoor community events in Scotland, Northern Ireland and the South East of England.

The Games Time team is led by Déda|Producing and comprises Lea Anderson (Artistic Director), Walk the Plank, Mahogany, Mick McNicholas, ArtsAgenda and QUAD. See APPENDIX A.


The strategy will also look at ways to develop a deliverable marketing communications plan including an achievable activity schedule based upon a predetermined budget. 



2. Aims and Objectives of Games Time

Project Objectives

· To attract an audience for each event, whilst building momentum around the complete regional programme. 
· To maintain the artistic integrity of Games Time through all media.  
· To deliver a unique collaboration between indoor and outdoor creative professionals and art-forms, raising the bar on outdoor performance. Games Time will provide a high quality artistic experience for audience and participants; developing memorable and momentous events for all to experience and feel part of the London 2012 Olympic and Paralympic celebrations.
· Provide opportunity for sustainable learning outcomes for participants.
· Build resources and skills for regional festivals/venues.  
· Support partnership between key regional cultural organisations and local authorities.
· Promote the spirit of the Olympic Games: friendship, fair play, honour, peace and glory. 

The aims and objectives of the Marketing and Communications for Games Time
· Attract a significant audience to each show
· Effectively communicate all participatory opportunities to a defined geographical area for each show
· To promote the diversity of participation and audience in age, ethnicity, and gender
· Promote sense of friendship, fair play, honour, peace and glory in all participants and partners
· Raise the profile of Déda Producing as a producer of quality artistic works
· Manage and promote online content delivery to the consistent quality of the live shows
· Maintain high search engine ranking
· Ensure funders and other key stakeholders brand and communications guidelines are adhered to through all Games Time external facing communications
· Coordinate and maximise local partner in-kind marketing and PR contributions
· Manage consistent messaging across all partner communications
· Communications are evaluated and monitored

Targets
· 10,000 and 15,000 people attending each show – 30,000 to 45,000 in total
· Securing 200 – 250 expressions of interest from each location by mid-February 2012 – 600 – 750 in total
· To promote participation opportunities and performances as extensively as possible (within budgets), in order to attract audience and participants from a range of demographic and socio-economic groups.
· 10,000 people signed up to Games website by October 2012
· Marketing reports for LTUK delivered 8th January, 8th April, 8th July, 7th October 2012.
· Inclusion of Games Time in all partner publications including newsletters, what’s-on guides, web calendars etc.
· 10 significant regional press articles (half page and larger) detailing Games Time and Déda Producing
· 1 significant national press article detailing Games Time and Déda Producing
· Games site online January 2012
· 300 Facebook ‘likes’ by October 2012
· 600 Twitter followers by October 2012
· 1 new facebook and website update story each week from April to October 2012

An Action Plan is included with this document that details how the team will address the objectives.


3. Identify Key Contacts

By nature of the event and the number of funders and partners involved in delivering Games Time on a regional basis, the challenge is to ensure all are involved and communicated with appropriately. It is clearly beneficial to all partners involved that there is one clear and co-ordinated message including PR contacts and local publications, which need to be taken on their own merits within each location. It is also expected that through this partnership there will be a number of logos and brand guidelines to be taken into consideration.

Marketing communications will be led by the Déda marketing team, with support from a freelance Marketing Coordinator. See below for PR arrangements. The Derby team will oversee all marketing communications and will be responsible for communicating with relevant partners as appropriate in each location for marketing activities both online and offline.
As all partners have not yet got marketing plans for events in place, this document does not include all marketing activities that will take place as some will be reactive as they arise. 

The partners that have been identified are:

Core Funders: Legacy Trust UK / Arts Council England – Lottery Funded 

Production Partners: Déda Producing / Arts Agenda / Walk the Plank / Mahogany / QUAD 

Local Partners:

Loughborough: The Spark Children’s Arts Festival / Loughborough University / Charnwood Arts / Charnwood Borough Council / Leicestershire County Council
Northampton: Royal and Derngate / Northampton County Council / Northampton Borough Council 
Derby: Derby Festé / Derby City Council

4. The Message

Games Time is an ambitious series of four large-scale outdoor events taking place around the East Midlands. The debut performance took place in July 2011 at the SO Festival in Skegness and will have its last performance in September 2012 at Derby Festé. 

The 2012 locations are Loughborough, Northampton and Derby. All promotional material and messages for Games Time will adhere to the communications and branding guidelines of Legacy Trust UK.  

The Northampton event will take place during London Festival 2012 and has been granted permission to use the branding on promotional collateral. The branding guidelines have been received and will be adhered to as appropriate.

[bookmark: _GoBack]The following copy has been agreed and is available to all partners for publication to explain the event and the expectations of the recruitment. Partners will be expected to use the same copy and a set of agreed images for consistency. 

[list local partners] present Games Time, a spectacular live outdoor stage show combining music, video, fireworks, professional dancers and 160 members of the local community.

Created to embrace the spirit of the Olympic and Paralympic Games, Games Time made its debut to great acclaim in front of 10,000 spectators on the sea-front at Skegness in July.

It will be showing throughout 2012 across the East Midlands, in Loughborough, Northampton and Derby.

The Games Time team is led by Déda Producing and comprises Lea Anderson (Artistic Director), Walk the Plank, Mahogany, Mick McNicholas, ArtsAgenda and QUAD. 

The event is one of four projects funded by Legacy Trust UK, designed to create a cultural legacy from the London 2012 Olympic and Paralympic Games.

Each show of Games Time will consist of the following elements:

· Recruitment of 160 local people
· Four sessions of rehearsal plus rehearsals in production week. 
· Outdoor performance spectacle.
· Fire & pyrotechnic display plus digital projection.
· Online experience / game play.

Links to Games Time’s online interpretation will be explicit through all promotional activities.

5. The Website

There are two main elements to the website designed, managed, hosted and updated by the Games Time marketing team:

1. Marketing website: www.GamesTime.org.uk contains the latest news, images and information about events and locations. This site is updated and managed by the marketing team and also includes partner links who will be invited to link to the site for details of Games Time in their promotions. 

Purpose: To communicate the latest news, images and details of events. The site will also provide promotional and contact details for recruitment of participants in the run up to rehearsals.

Target: Audience development to live performances and recruitment of participants. 

2. Gaming website: www.GamesTimeOnline.org.uk specific gaming element that has been designed around the look and feel of the live events. This is being managed by the Games Time steering group and online designers Airborne.

Purpose: ‘Gamers’ are invited to sign up to a team – red, yellow, blue or green – to echo the design and look of the live performances. Designed for ‘Gamers’ to have fun and will contain a series of puzzles in the form of code breaking challenges (for example).

Target: Online gamers 16-30 age range, opportunity to cross-sell to participants and audiences of live events.

The marketing site will run alongside the gaming site and cross-promotion will be required for recruitment of participants for both, although the audiences are very different. 

It is recognised that the audiences and purpose of both sites are very different and this marketing strategy only details development of the live performances audience and participants not the ‘Gaming community’. This will be delivered under a separate strategy, which will be developed with Robert Giles of Airborne.

6. Marketing Activity Schedule

Refer to attached PR and Marketing Plan

On-going PR and marketing communications opportunities include: 

· Local media following group through recruitment, rehearsals and show
· Participation successes.
· Interviews with Lea Anderson.
· Interviews with Walk The Plank.
· Interviews with Mahogany.
· Costumes on Tour.

7. PR and Media Activity

Games Time have appointed a PR consultant who will be responsible for press liaison through existing contacts that partners have locally and regionally in each Games Time location. 

The focus for PR is to raise the awareness of Games Time through local interest stories and participant development, both in the run up to events and after. Appropriate leads around the Torch relay and other Olympic themed events within the region will be followed up by the PR consultant as well as any potential national press opportunities.

Loughborough and Northampton must be treated as stand-alone events that cannot rely on an existing audience as there was in Skegness through the SO Festival. Due to funding issues it may be that Derby Feste will not take place to the same scale as previous years and may require the Derby event to be marketed as a stand-alone presentation.


An initial outline of PR activity is shown in the activity schedule not all opportunities can be outlined until closer to the individual events as opportunities with local and regional contacts.

A PR Action Plan accompanies this document

8. Off-line collateral

Games Time branded materials will support the online activities and it is expected that the distribution of these will include display at partner premises, alongside as many sites as possible with partner contacts.


Games time will be represented in all appropriate partner marketing material to maximise opportunities of communicating with existing potential audiences

It will be the responsibility of Déda|Producing Marketing staff to ensure that Games Time (and associated funders) is represented appropriately at all wider events.

As Games Time is an evolving performance over a 17-month period, it is unreasonable to expect a single piece of promotional print to meet all the requirements of the whole project. It is proposed that we look at a save-the-date flyer for each Games Time project, the design of which will reflect the aesthetics of Games Time at large whilst being sympathetic to its local ‘home’.

Leaflet – main focus are dates, participant recruitment, locations and links to Games Time website and social media channels.


9. Online

Games Time exists in the physical world in a series of East Midlands locations. However, it is also intended to have a parallel life online. These two worlds should exist side-by-side, be complementary to each other and offer differing levels of engagement for audiences.

The online side of Games Time will draw together the different locations for activities with up-to-date information on news and opportunities for participation. 

Email marketing – partners databases can be used to target ‘friendly’ users with timely and appropriate messages. Some messages are outlined in the marketing activity schedule above but this will need to be developed further as key messages are established. 

Airborne who are developing the Games Site will be consulted as to the most appropriate marketing methods to target this specific audience

10. Social Media

The use of Social Media platforms will be a powerful way to engage audiences, joining all of the Games Time locations and the UK as a whole.

Twitter and Facebook will also be used to offer different kinds of gameplay to further spread the ethos of Games Time, as well as spread news and regular announcements to followers.

You Tube – a channel has been set up to stream footage from events. This channel will be used to link to and from the marketing website. 

-ends-
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