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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.

Title

Mrs

Ms

Miss

First Name

Andrew

Surname

Hignell

Job Title

Heritage and Education Co-ordinator

Organisation Name

Glamorgan County Cricket Club

Mr

Dr

Other

Organisation Address The SSE SWALEC, Sophia Gardens
Town

Cardiff

Postcode

CF11 9XR

Contact Number

02920 419383

Email

higgers@glamorgancricket.co.uk

Twitter account @

@GlamCricket

Organisation Profile/Overview (100 words maximum)
Glamorgan CCC is Wales' sole representative in professional cricket and proudly hosts both domestic and
international cricket at its headquarters at The SSE SWALEC in Cardiff. Amongst the facilities at the
Stadium is the CC4 Museum of Welsh Cricket which celebrates the long and distinguished history of cricket
in Wales. In keeping with the its mission statement, the Museum aims to preserve, celebrate and broaden
recognition of cricket and its rich cultural heritage, besides allowing community participation, learning
outcomes and outreach activities. Making effective and sustainable contact with a diverse range of
community groups is therefore an integral element of the Museum's marketing plan.

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

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.

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

CC4 Museum of Welsh Cricket - "The Six Ball Offer"

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

The CC4 Museum of Welsh Cricket (MWC) was opened in September 2012 and during the course of the
past few years it has sought to interact with a wide range of diverse communities across Wales. Amongst the
offerings are a range of match day and non-match day activities which integrate a visit to the Museum as
part of a Stadium Tour and skills-drills activity session in the National Cricket Centre at Glamorgan's
headquarters.
The Museum's marketing activities run parallel with those of Glamorgan CCC, in particular "opening the
doors of The SSE SWALEC to the community" with the Museum team ( who are part of Glamorgan CCC's
Community Dept.) developing a marketing plan (called "The Six Ball Offer") which has the clear goal of
increasing the footfall and the number of visitors to the Museum.
The Plan has built on a number of opportunities, especially the high-profile, international games staged at
The SSE SWALEC. In July 2015 the ground hosted the opening Test of the Ashes series and in the months
leading up to the match, we worked with a number of schools across Wales as part of the Ashes Partner
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However, we were eager to attract even more visitors and in particular, overcome a number of obstacles,
including the fact that cricket is perceived as a game played by white, middle-class and upper-class males.
In the Autumn of 2015 we drafted a Marketing Plan (see attachment #1) based on the success of the schemes
We were especially keen to interact with people from disadvantaged communities to show that a lack of
in 2015 associated with the Ashes. The plan for 2016 identified a number of key areas - enhanced use of
money or time were not barriers to participation. We also wanted to work with members of
social media; a takeaway and information pack; a teacher's forum; ezine newsletters for schools and clubs;
ethnically-diverse neighbourhoods and BME communities to highlight the global and multinational
online images and films of visits; improved information on the Club's website; and special promotions.
dimension of the modern game. In addition, by working with the community coaches employed by Cricket
Wales, we were able to break down other barriers imposed by distance (away from Cardiff) with a greater
The creation of an information pack was integral to this plan. Called "The Six Ball offer", it highlighted the
geographical diversity of visitors to the Museum.
various pathways by which schools and groups could participate with Glamorgan CCC and undertake visits
to the Museum (see attachment #2). It was written in conjunction with the coaching staff from Cricket
Wales, and used a series of vibrant photographs together with a series of testimonials from teachers and
youth group leaders. Attachment #2 is the English-language version - a Welsh-language version was also
produced.
A series of SMART objectives were set in place - in particular:
1. Increasing the number of visitors to in excess of 5000 during 2016.
2. Having an affordable and attractive ticket package for home T20 matches at Cardiff.
3. Developing new match-day programmes for visiting schools e.g. Watch and Count
3. Organising a series of Transition Days to showcase the Stadium's facilities for new groups of primary and
secondary schools.
4. Creating sustainable links with disadvantaged communities within Cardiff.
Each of these could be measured by bookings and visitor numbers

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?

The Strategy for the plan involved a series of fact-finding and consultation meetings with
- teachers from those schools who visited during 2014 and 2015
- educational advisors and sports co-ordinators from local government bodies
- community coaching staff from Cricket Wales
- community and heritage staff from other county clubs to share examples of good practice
- leaders from school and community groups within the Cardiff area and the Vale of Glamorgan
- representatives from organisations such as Communities First, Sport Cardiff, Cardiff Education service etc.
This consultation process was undertaken to ensure that the offerings were demand-led and that the "Six
Ball Offer" reflected the needs of the schools and youth clubs.
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 2017.
What promotional activity did you undertake; did you use social media and/or traditional media?

A small budget was set aside for the implementation of the plan, as follows:
a - accurate and up-to-date information on the Club's website (no specific amount was dedicated to the
scheme as it was part of the Club's whole website budget)
b - the creation of community-specific information via social media, with new twitter pages being created
(@glamcricket; @glamcommunity)
c- producing the "Six Ball Offer" booklet and making it available in print, or online, for every school in
Wales. The booklet cost £800 to produce
dResults/Measurements/Outcomes
- liaising with staff from Cricket Wales and briefing their community coaches. There was a zero cost for
GCCC
as these piggy-backed the programme already put in place by Cricket Wales.
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GCCC following the setting-up of the pages on social media,
Results and Measurements
g - an updated feedback form from visitors - this was done by email and incurred zero cost
The results of the project have been very impressive. In terms of footfall alone, the number of school visitors
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95% of feedback has been positive, with the only negative comments relating to rainy days when groups
could not play out of doors.
Four Transition days were organised - with Willows HS, Ysgol Glantaf and Michaelston CS. A fifth with
St.Illtyd's CS was planned for the Autumn 2016 but owing to staff availability this had to be deferred to
Spring 2017. In total, this allowed us to work with 15 new primary schools and pupils from a number of
disadvantaged communities in Cardiff. 8 of these schools have subsequently made bookings or enquiries for
follow-up visits.

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

Start - Jan 2016
Summary
Provide a brief summary of your project (approx. 150 words) to be used for promotional purposes on the
website, social media, etc.

During 2016 Glamorgan Cricket enhanced its range of educational and community packages,on both match
and non-match days. Called the "The Six Ball Offer" the project saw a significant rise in the number of
visitors to the CC4 Museum of Welsh Cricket from around 1867 in 2014 to 4512 in Ashes Year of 2015 and
to 5,000 in 2016 (see attachment #3). By liaising with professionals in the world of education, and engaging
with community staff from a variety of organisations, Glamorgan Cricket developed a successful marketing
programme utilising a variety of media to promote and encourage a sustainable programme of activities for a
diverse range of user groups, besides breaking down the barriers - either perceived or real - to participation.
The Club looks forward to building on the number of visitors to the Museum in the coming years, as it
attempts to make cricket the national summer game of Wales.

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

• Challenges and barriers overcome

• Differences made to the service

• New partnerships

• Examples of innovative or creative working

• 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 by 20th
January 2017.
Thanks for entering the Marketing Excellence Awards 2017.

