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Title Mrs Ms Miss Mr Dr Other

First Name

Surname

Job Title

Organisation Name

Organisation Address

Town

Postcode

Contact Number

Email

Twitter account @

Organisation Profile/Overview (100 words maximum)

CATEGORY ENTERED (please click):
Category 1 – Demonstrating Marketing Excellence

 Public libraries Further education libraries Higher education libraries

 Health libraries Archives Museums

Category 2 – Joint Marketing Project of the Year

 Joint Marketing Project of the Year

ENTRY FORM FOR CATEGORY 1:  DEMONSTRATING MARKETING EXCELLENCE 
AND CATEGORY 2: JOINT MARKETING PROJECT OF THE YEAR

Please complete this section if you are entering Categories 1 and/or 2 only. Please note these details will be 
used for all future correspondence regarding this specific entry. All fields are compulsory. This information 
will be used for publicity, therefore please ensure all sections are completed accurately.



Project title 
Enter the title or name of the marketing project – this will be included in all relevant publicity.

Context
Describe the background/reason for this project. What challenges or opportunities were you faced with? 

Aims and Objectives
State the aims and objectives that were set for this project – where possible these should be SMART 

objectives – for example, how many new users or people attending the event were you hoping for?  If 

possible, include budget and timescale information.

What is a SMART objective? Specific, Measurable, Achievable, Realistic, Time-bound

The total word count for the section below must not exceed 2500 words. A maximum of two additional 
documents may be submitted to support your entry not exceeding 5MB in total or provided as a ZIP file. 
Alternatively please provide relevant links.



Strategy & Planning
Outline the strategy taken to achieve your objectives and justify your marketing approach – did you 

undertake any research for example; have your developed new or existing partnerships; did you target a 

new audience or try a new approach to promoting your services?

Tactics and Implementation
Set out the plan of activities undertaken to implement the strategy and evidence these over time and 

against budget. Include examples if appropriate – you may append or link to two additional pieces of 

supporting evidence – if internet links are included please ensure these will remain live until March 2015.  

What promotional activity did you undertake; did you use social media and/or traditional media?

Results/Measurements/Outcomes
Present the results of the project, state whether your aims and objectives were achieved and if they were 

delivered on time and within budget. Evaluate the project using measurements where possible, such as 

number of new members/visitors, added value to the organisation and digital marketing metrics where 

applicable (google analytics, Facebook insights, tweetreach). Reflect on what could have been done better; 

is the project sustainable, could it be rolled out to other user groups or organisations?



Date of Project
Provide the start and (if appropriate) finish dates of the project.

Summary
Provide a brief summary of your project (approx. 150 words) to be used for promotional purposes on the 

website, social media, etc.

ENTRY FORM FOR CATEGORY 3 – MARKETING CHAMPION OF THE YEAR
Please complete this section if you are entering Category 3. Entries must be nominated by a manager 
or equivalent – you cannot self-nominate. The nominee must give consent to be nominated.

Please tick the relevant box below - 

      Library Marketing Champion

      Archives Marketing Champion

      Museum Marketing Champion

Name of Nominator

Job Title

Organisation Name

Organisation Address

Contact Number

Email

Twitter account @



Why are you nominating this person? 
The total word count for the section below must not exceed 1000 words. A maximum of two additional 

documents may be submitted to support your entry not exceeding 5MB in total or provided as a ZIP file. 

Alternatively please provide relevant links.

• Notable achievements

• Differences made to the service

• Examples of innovative or creative working

• Challenges and barriers overcome

• New partnerships

• Examples of engaging colleagues in marketing 

 

 

 

 

Contact Details of Nominee

Name of Nominee

Job Title

Organisation Name

Organisation Address

Contact number

Email

Twitter Account @

Please submit the entry form and any additional documents to jane.purdie@wrexham.gov.uk and  

nicola.williams@wrexham.gov.uk by 30th January 2015.

Thanks for entering the Marketing Excellence Awards 2015.


	Radio Button 5: Choice1
	Radio Button 8: Choice6
	Radio Button 9: Off
	Text Field 1: 
	Text Field 8: June
	Text Field 9: Francois
	Text Field 10: Head of Marketing
	Text Field 11: St Fagans National History Museum
	Text Field 12: 
	Text Field 13: Cardiff
	Text Field 14: CF5 6XB
	Text Field 15: (029) 2057 3176
	Text Field 16: june.francois@museumwales.ac.uk
	Text Field 17: StFagans_Museum
	Text Field 18: St Fagans National History Museum is the top heritage attraction in Wales and is considered one of the best open-air museums in the world.  It is known for the original re-erected buildings set in a 100-acre parkland that show how the people of Wales lived at various times in history. The Museum is the home of Welsh history, and a place which many people from Wales and all over the world experience the story of Wales.
	Text Field 20: 2014 Escape to St Fagans Main Season Marketing Campaign
	Text Field 31: Analysis of St Fagans visitor figures has found it is heavily dependent on the main visiting season of April to September for achieving its annual visitor target. This critical 6-month period accounts for two-thirds of the annual Museum’s visitor figure.  As a result marketing activity needs to focus on this critical time of the year for attracting visitors in order to achieve the annual visitor targets that are agreed with Welsh Government.  In 2012/13 St Fagans found itself at the mercy of the elements during critical moments of the main peak season.  There was an unusually cold Easter period, a wet June, and a scorching hot July driving local day visitors to the coastal areas.  It was therefore crucial in 2014 that marketing activity delivered a strong visitor footfall during key moments of the main season. The catering operation is also tied to visitor numbers so in 2014 we needed to demonstrate a highly credible marketing campaign to drive the necessary footfall.
	Text Field 32: The overall aim was to run a series of integrated marketing campaigns throughout the 2014 main season that would drive visits and communicate the brand experience of St Fagans but at the same time deliver a key objective of the new corporate marketing strategy for Amgueddfa Cymru to attract more visits from local people with C2DE backgrounds.  St Fagans is one of the seven museums operated by Amgueddfa Cymru, with the same set of priority audiences, which are families, tourists and young people.  A major Visitor Profile Study we conducted in 2012/13 by research consultants BDRC revealed we have a strong family audience (36% of all visitors) and many tourists (33% of all visitors) but that we needed to attract more C2DE families as these are biased towards ABC1s.  Young people defined as 16-24 accounted for 6% of visitors. We were also keen to create opportunities for visitors to engage with social media for communicating their personal on-site visiting experience and to exploit the potential to use one of the main communications tool used by this younger demographic.
	Text Field 48: A new corporate marketing strategy was adopted in February 2014. As Amgueddfa Cymru has a corporate objective to diversify and broaden its audience, an audience segmentation approach was adopted as the strategy recognises that we are both a key component of the visitor economy and the cultural provision for local communities. The free entry policy funded by Welsh Government must benefit people from all backgrounds. Audience segmentation helps with an awareness of how different visitor segments are separated from each other by virtue of their differing requirements, and developing separate marketing programmes that best resonate with the needs of each of these sets of visitors and the impact of wider market forces. The museums can be positioned as delivering the benefits sought by the target groups and using the most effective marketing communications channels for maximising the reach of these audiences.  The 2012/13 Visitor Profile Study revealed the key motivations that visitors have for visiting St Fagans.  People treat it as somewhere to which to escape and unwind. It is perceived as a special place and accorded a must-seen attraction status. Indeed, the same study by BDRC found that the national museums scored very highly as a visiting experience that is inspirational, a place to learn, offering a better understanding of people, providing enjoyment, as unique, and somewhere to escape.Other recent visitor research was also used to inform our approach. A study conducted by Beaufort Research among under-represented audiences such as C2DEs found that this demographic are particularly keen on active experiences in terms of what there is for visitors to both see and do. We know as well from other research that in this visual age the visual motivation is important for when people make their final decision on places to visit during their leisure time.Using this customer insight data, we decided to run a series of campaigns in the main season under the ‘Escape’ theme as somewhere to unwind in one of the best open air museums in the world. To avoid any perceptions that St Fagans is a passive experience, the pillars of the marketing campaigns were built on conveying an active visiting experience whereby people have an engaging visit by interacting with the buildings, grounds, activities and events. This approach also fits in with the Making History investment programme to create more hands-on experiences as part of the longer timeline that will be told of the story of Wales. Digital marketing was incorporated as a unifying factors across the campaigns by creating a #lovestfagans# hashtag to amplify the brand experience for visitors to share their enjoyment of St Fagans and also to meet our audience development objective to diversify audiences among younger people. Lastly, we knew from another study that tourists and day visitors enjoy picking up leaflets when they arrive at an area destination, and therefore the needs of the tourism segment would be met by our other marketing collateral.
	Text Field 49: Media planning informed the exact marketing channels to use across the mix of campaigns given that each channel offers a particular reach of a certain audience and that running campaigns across a range of different channels would not only substantially increase our audience reach but also importantly increase the number of opportunities to see a campaign to achieve saliency and raise awareness of St Fagans on people's mental shortlist as one of the places to visit over the spring and summer months.A series of integrated marketing campaigns were planned for the main season to cover radio, TV, outdoor and social media channels. The final campaigns were planned for targeting visitors across 'high days' i.e. bank holiday weekends, the important summer school holiday period and high profile events such as the September St Fagans Food Festival. All the campaigns were integrated with the #lovestfagans# hashtag.The rationale for using each was as follows:Radio – offers a ‘theatre of sound’ experience using the script and sound to create an image of the attraction in the minds of listeners.  Commercial radio stations have a strong C2DE listener profile. Four radio campaigns were booked with Heart FM – two May bank holiday weekends, August bank holiday weekend and the September Food Festival.  TV – this is still an effective medium for reaching audiences with recent data from the Broadcasters Audience Research Board (BARB) showing that 89.9% of TV is watched live despite video on demand streaming services leading to time-shifted viewing.  We drew on our experience of the enormously successful TV advertising campaign we ran in July 2012 on ITV Wales and S4C for all seven national museums that contributed to the best ever visitor figures achieved with a record 1.75 million visitors. As a dynamic visual communication tool TV has the benefit of communicating the visiting experience as an enjoyable day out against a backdrop of attractive visuals of a heritage offer to create positive emotional connections for people. Commercial media outlets also offer extensive reach of C2DE audiences. We chose to re-run the 10-second reminder commercial produced for St Fagans which still looked fresh and to avoid any new production costs. The TV campaign ran on ITV Wales from 14 to 23 July and on S4C from 14 July to 10 August.Outdoor – chosen to target visitors to Cardiff and as a visual reminder to support other marketing, we concentrated high footfall sites with large 6-sheet posters in the peak month of August by booking poster sites at Cardiff Central train station and bus shelters in Cardiff Bay.  Social media – to encourage visitors to talk about St Fagans and increase brand awareness the #lovestfagans# hashtag was used as it was noticed that this hashtag was already being used by visitors. The hashtag was used to promote our events and also for free entry reminders. The on-site experience was profiled by encouraging people to take selfies, and to take photos from a scavenger hunt around the buildings and grounds, as well as running competitions for re-tweeting to win a hamper, a meal for four in the Castle Buttery and an annual car park pass.Low income families – a family friendly ‘Free Summer Fun’ brochure was produced for distribution to schools in Cardiff with a high percentage of pupils eligible for free school meals selected from our Learning department’s database. All media buying was done in-house and the artwork, radio script and TV script, and summer fun brochures were designed in-house. The only external support provided was for the social media campaign when we commissioned Jam Jar, a fast up and coming new Welsh agency.
	Text Field 50: For April-September cumulative figures in 2014 were 397,361 compared to 375,755 in 2013, up by 5.8% and an extra 21,606 visitors. The TV campaign was seen by 938,475 adults who saw the commercial at least once, and 310,400 adults saw the commercial four times or more.  The radio campaigns reached 548,457 adults. The Free Summer Fun brochure reached 15,701 pupils across 56 primary schools.The social media campaign resulted in 1,041 new Twitter followers, 858 unique users, 1,308 mentions, 721 retweets and 4,778,034 impressions.The costs of advertising on TV, radio, outdoor, summer fun brochure and social media external support amount to an average of 8.4p per visitor.This was a commendable performance given the industrial action that took place on most weekends during August at the Museum. The experience of the social media campaign has built on our knowledge of how to incorporate the social media as part of the on-site visiting experience and not just purely as a promotional tool for conveying messages to encourage visits.The overall approach confirmed the benefit of running an integrated mixed media campaign for maximising campaign objectives.The radio, TV, outdoor adverts, brochure and social media activity is uploaded on our FTP server.  Just click on the link below and type in the User name and Password listed below. The marketing collateral is in a folder called 2014 Escape to St Fagans Main Season Campaign.Username – public (lowercase)Password – Jo3Publ1cHost – ftp.nmgw.ac.uk
	Text Field 47: An integrated mixed media campaign to communicate the brand experience and drive visitor footfall at St Fagans National History Museum by selecting marketing channels to maximise audience reach of target audiences. An advertising campaign to communicate the core visiting experience on radio, TV, outdoor and traditional printed materials combined with active social media ensured the success of the campaign. Customer insight informed the creative executions across all platforms. An active social media campaign encouraged engagement with the site and social conversation. The campaigns were aimed at target audiences in Amgueddfa Cymru’s corporate marketing strategy for the national museums, which are defined as tourists, families (further subdivided into low income families) and young people. The campaign resulted in visitor figures exceeding the previous year’s and increased followers on Twitter and social active engagement.
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