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Our  ( Diverse) Voluntary Marketing / PR Committee....

Stephen Kent  Marketing Director Bulmers Limited

Jens Gloeckner Marketing Manager Magners Irish Cider

Deirdre Houlihan Marketing Manager FBD Hotels

Ti H ttTim Hassett Commercial Manager Waterford Local Radio

Gary Breen General Manager Failte Ireland Waterford

Eamonn McEneaney General Manager Waterford Treasures at the Granary



Strategic Goals for Waterford 

A Successful Tall Ships event in Waterford would not only follow the letter of the contract  
but would cultivate the vision of STI  

Re Affirm Waterford’s pre eminence as a tourist destination in Ireland

and.....

Re-Affirm Waterford’s pre-eminence as a tourist destination in Ireland

Re-vitalise the Local economyy

Heighten International awareness for the Viking Quarter and The Crystal Centre

Legitimize Waterfords Maritime Heritage as a Festival platform or the future



Who’s Our Primary Target Consumer?

•The socially active 30+ (Bulls Eye)
•People with young families
•Maritime/sailing enthusiastsg

Secondary Target Market

Sailing Enthusiasts
Corporate Businesses and individuals
Hospitality Sales – Those using the Tall Ships for Corporate Hospitality.
Cruise Ships

Secondary Target Market

Cruise Ships
UK & Europe
Social Media
Online users towards http://www.waterfordtallshipsrace.ie/
Passengers through Port of Waterford
Passengers through Waterford Airport
The people and organisers of the Greenock stage of the Tall Ships 2011The people and organisers of the Greenock stage of the Tall Ships 2011
The people and organisers of the Lerwick stage of the Tall Ships 2011
The people and organisers of the Stavanger stage of the Tall Ships 2011
The people and organisers of the Halmstad stage of the Tall Ships 2011
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After agreeing the Event essence,we developed a 
visual Identity....



We wrote our Briefs and pitched to find our 
Agency PartnersAgency Partners

Public Relations won by : Grayling /  Bance Nolan
Dublin / Waterford Joint Pitch

Creative won by : TOTEM



And began our promotion on the Waterford Quay….

The Tall Ships Races 2011 – Waterford HQ



First however...
we agreed FOUR Core Event Pillars 2011

Engage  the World TO GENERATE ENQUIRIES

Fill the Sea and Quays with the colour of BIG TALL SHIPS

Make our Fringe Entertainment UNMISSABLE

Fulfil basic needs EXCEPTIONALLY



1. Engaging the World.........



Engage the World to GENERATE ENQUIRIES

Create the sense that this will be the biggest event in Ireland in 2011Opportunity

Core Strategic 
Pillars

500,000 +Consumers 18 - 50

Geography :  Ireland and Irish visitors

Other Events: St. Patricks Day, Waterford Hurling Matches, Cork Sailing Week

Goal

Other Events: St. Patricks Day, Waterford Hurling Matches, Cork Sailing Week 

ATL 2010 ATL 2011

SHORT TERM

Website Development

Comms Strategy – 3 strands
• Website
• Press
• Poster

Continue Recruitment strategy 
focusing on 
• Large Key Events

Activate TV

Core Actions

p

Waterford Quay Signage

Stunt Activity

Media mix - use of online, engaging
interactive content 

Placement:

Seek creative cut through

Innovative engaging mechanics with 
appeal prizes 

Stunt Visibility

BrochuresSeek creative cut through

Tell a Friend Program

Measures Of 
Success

Online data capture
Column inches/Broadcasts
Local v National Coverage

Saliency scores 
Hotline Enquiries

Facebook
Bookings 

Saliency scores 
Hotline Enquiries

Facebook, 
Bookings 



Local Advertising – Spreading the Word

Feb - Jun 2010...



Ireland‘s biggest billboard....



...was used to carry a more optimistic announcement...



With Two sites at Waterford Airport



The Waterford 10ft street banners...



Became the canvass for THE TALL SHIPS RACES...



Our Official Web Site Went live Feb 2010....Our Official Web Site Went live Feb 2010....







We agreed a Communications Strategy ……

Geography Waterford City & County

Media Local radio, outdoor, press, , p

Objectives Call to action for the local & regional audience.  
Trigger “tell your friends” response.
Generate word-of-mouth.  
Create a sense of anticipation.
Drive traffic to website

June 2010

Drive traffic to website. 

Possible support 
messages

Our City is getting ready for the biggest event of 2011…. Be part 
of it!

Geography Hartlepool (host port of Tall Ships Race 2010)
Media AdVans, 48 sheets
Obj ti E ili / iti th i t th d i H tl l t i it i 2011 d

August 2010
Objective Encourage sailing/maritime enthusiasts gathered in Hartlepool to visit in 2011 and 

experience the start of the 2011 races in ’s Sunny South East.  
Drive traffic to website. 

Possible support 
messages

“If you think this is great – wait ‘till you come to Waterford next 
year.“year.



Which will begin in earnest next year……

Geography Mainly Ireland & GB
Media Travel magazines: Aer Lingus/Cara, Ryanair in-flight magazines and 

possibly other GB travel publications
Objective Call to action: book your short break in ’s sunny South-East of NOW.

Trigger “tell your friends” response.
Generate word-of-mouth.  
Drive traffic to website. 

Possible support 
messages

If you visit only one festival this year, make sure it is this one!
May 2011

Geography National, local & digital
Media National television. 

National & local radio. 
N ti l & l lNational & local press. 
Selected outdoor sites in key cites ()
Digital.
Possibly transport media on key routes and . 

Objective Call to action: “be part of the biggest party of the year”
T i “t ll f i d ”

June 2011

Trigger “tell your friends” response.
Generate word-of-mouth.  
Drive traffic to website. 

Possible support 
messages

If you visit only one festival this year, make sure it is this one!



The Creative Proposition:

THE TALL SHIPS RACES 2011 – WATERFORD

IRELAND’S
BIGGEST EVERBIGGEST EVER 

QUAYSIDE PARTY





Creative Approach

FOUR key areas of the Festival 
Proposition: 

• FAMILY – Fun for all 

• MUSIC Concerts nightlife• MUSIC – Concerts, nightlife

• PARADES – Street festivals, 
fperformers 

• FOOD – stalls, local 
specialities, fresh Waterford 
produce







Radio

• Consistency across all media

• Two “call to action” messages for this year-to-go campaign:Two call to action  messages for this year-to-go campaign:

1. Tell your FRIENDS/family and encourage them to come “home” 
to Waterford for TSR 2011to Waterford for TSR 2011

2. Become a SPONSOR and support the festival

We have therefore edited three versions: 
• A “master” version which includes BOTH “call to action” 

messages (40secs)
• A FRIENDS version (30 secs) 
• A SPONSOR version (30 secs) 

• Great Music…!



We have started to activate our Online Comms Strategy 

PHASE ACTIVITY OWNER TIMELINE
Phase 1 Website ICAN Dec 09 – Feb 2010Phase 1 Website ICAN Dec 09 Feb 2010
Phase 2 SEO ICAN Feb 2010 onwards
Phase 3 Paid Search ICAN Oct 2010 – Jun 2011
Phase 5 Social Media ICAN Sept - Jan 2011 

onwards
Phase 6 Display (The final push) ICAN Mar 2011 – Production

Li d tLive dates 
Apr 2011 - Jun 2011

Medium Traffic /  Friends TIMELINE
Website 18,155 visits by 13,375 

Unique visitors to date.
August 2010 peak MTD

Feb 2010 - Oct 2010

Facebook 1,700 Friends Aug 2010 – Oct 2010





Gives general updates 
about events in 
Waterford, provides 
somewhere for fans to 
chat, upload photos, 
ask each other 
recommendations etc. 

1,700 Friends by 
October 2010



From March 2011 Display Advertising will commence…….

All Ab tAll About ....



B ildi A ti i tiBuilding Anticipation...



Ab t th T ll ShiAbout the Tall Ships...



C i tComing to...



Waterford !!!



In 2011...



Our PR Campaign began with a 500 Day Countdown…….



With specific 500 Day Countdown Messages …Feb 15th 2010

KEY MESSAGES – LOCAL / SOUTH EAST
• 500 Day to Go – Waterford gearing up for TSR 2011
• 500 000+ Irish & overseas visitors expected500,000+ Irish & overseas visitors expected 
• Estimated economic boost of €35m
• C70 ships 

100 I i h t i t il f W t f d t G k• 100+ Irish trainees to sail from Waterford to Greenock
• Capt Liam Keating, Stavros S Niarchos, returns to Waterford to 

help launch website with Mayor, City Manager and TSR 
h ichairman

• Norway’s Christian Radich first ship confirmed for 2011
• Online & digital a new focus for 2011 – how things have 

changed since 2005
• Unveiling of new website – Log on & Spread the Word!



500 Days 

to Go



nd some opportunistic Advertorials……. Feb 15th 2010



We appointed a local celebrity Keith Barry as Ambassador who went on to 
do some unusual photo shoots for the press…..



2. Make the Tall Ships the epicentre



Fill the sea and quays with the colour of BIG TALL SHIPS

Create the sense of adventure and self discovery among young and older people about Tall ShipsOpportunity

Core Strategic 
Pillarsa s

70+ Ships    ( 23 secured by Oct 31st 2010)

300 Sail Trainees anticipating a Great race

Re-inforced by a great maritime history in Ireland’s oldest city

Goal

Re inforced by a great maritime history in Ireland s oldest city

SHORT TERM

Liaison to enlist 

2010

Comms Strategy – 3 strands

• Website........Profiling the ships
• Press announcement about the first 

2011

Full page announcements

Core Actions
The Tall Ships are coming

PR about the race

big ship and its crew

• Poster

Competitions to rally the sail trainees

Activate TV with Sail Training PR 
story on Nationwide

Stunt Visibility

School competitionsp

Tell a Friend Program

Measures Of 
Success No of Ships Sail Trainee No’s and enquiries

Column inches
Enquiries and entries to competitions

70+ ships secured



Our Trainee Programme
Timing: Summer 2010 ongoingTiming: Summer 2010 ongoing

PR Support elements include:

• Media relations: features, interviews with past   trainees 

Online / viral campaign•Online / viral campaign

• Online – a day in the life….   the trainee experience 

•Media Experience – ‘be a trainee for a day’

• Blogosphere – invite a blogger to become a sail trainee and

relay the experience to the blogosphere.



So Far so Good…..



Our Schools Programme will boost the pride of the 
city….

Timing: Launch 2011, ongoing activity

• Important to make it easy and accessible for teachers and students 

Programme to comprise:Programme to comprise:Programme to comprise:Programme to comprise:

• Online  Ideas forum / ideas boxes in schools for children – best ideas adopted –

• Promoting ownership, pride and engagement 

• Postcard campaign – schools to invite international crews to Waterford

•Essay competition what TSR means to them•Essay competition – what TSR means to them

• Art competition – brining TSR to life

• The consultancy will develop schools pack & coordinate the programme, 

publicising key elements with national, international & local media 

• Seek to secure & support appropriate sponsor for schools programme 



3. Make our Festival unmissable



Make our festival FRINGE entertainment UNMISSABLE

Create the biggest festival event in Ireland in 2011Opportunity

Core Strategic 
Pillarsa s

Over 300 Live Acts

Diverse Cultural and Music appeal

With something for everybody, all the family young and old

Goal

With something for everybody, all the family young and old

2010

SHORT TERM

Securing the Headliners 

Spraoi to drive the Fringe

• Website........Profiling the Acts
• Press announcement about the first 

Headliners
• Radio interviews

2011

Full Communications campaign
Core Actions Theatre

Identifying the paid and unpaid 
venues

Secure sponsors

Maximise exposure at other Festivals

Make it Diverse ……Active PR 
programmes

Full Communications campaign

Interviews with the Acts

Staged communications at every HOT 
PRESS, Radio interview, TV Secure sponsors
programme

Measures Of 
Success

Vision of Acts and Venues
Capacity plan in place
Sponsors identified

Media sponsors in place

Full PR Plan in place
Ticket enquiries/sold

300 Acts



Our Sponsors Bring Scale to the Festival….





Over the next Two Months, Our Festival detail will be 
announced

Main Stage

Thur – Sat
5.00pm – 10.00pm

Plaza

Thursday
4.00pm – 10.00pm

John Roberts

Thursday
4.00pm – 10.00pm

North Warf

Thur – Sat
2.00pm – 10.00pm

Main Act
8.15pm – 10.00pm

Support Act 2
7.00pm- 8.00pm

Theme
Waterford Showcase

Friday 
2.00pm – 10.00pm

Friday 
2.00pm – 10.00pm

Saturday

Theme

Brass
Percussion
Acousticp p

Support Act 1
5.00pm – 6.30pm

p p

Theme
Traditional/Celtic

Saturday
12 00 10 00

y
12.00pm –1 0.00pm

Theme 
World Show Case

12.00pm – 10.00pm

Theme
Rock /Pop

….Official Launch Details….Official Launch Details
….The Captains Dinner
….The Crew Parade
….The Parade of Sail
….The Food Village
….The Craft Village
….Cultural & Heritage



4. Fullfil basic needs EXCELLENTLY



Fulfill basic needs Excellently

Over deliver on quality of food, accommodation, safety and convenience for everyoneOpportunity

Core Strategic 
Pillarsa s

Fill every Bed

Top quality Food and Drink offering in place

Convenient park and rides and a Safe experience for everyone delivered

Goal

Convenient park and rides and a Safe experience for everyone delivered

2010

Secure the Food and Drink sponsors
2011

SHORT TERM

Identify Accomodation capacity

Website channelling Accomodation
requests

Maximise the benefit of the Park and Ride 
for everyone

2011

Full page announcements...City gets 
ready for the invasion

Food and Drink features….great 

Core Actions Identify locations for Marquees 
and vision for them

Identify Park and Ride locations 
and full event location plan

y

Location plan in place and ready

Invite a Friend

PR to support full offering

restaurants and places to stay 
at Waterford

Ticket system in place 

Full information programme in place PR to support full offering p g p
to make it navigable for 
everyone

Bring them Home Campaign

Measures Of 
Success No of Beds

Locations secured
Sponsors secured

Safety programme signed off
Accomodation enquiries

Full Houses
Event delivered safely

PR reviews on Food and Drink
Waterford success stories



Looking Forward to 2011

100 Day Countdown 100 Day Countdown –– March 2011March 2011
• A landmark date for TSR 2011 Waterford 

• Opportunity to generate new interest 

• Press release to focus on 100 facts about TSR 2011

• Outdoor broadcasts Dublin (2FM) & Waterford (WLR)• Outdoor broadcasts Dublin (2FM) & Waterford (WLR)



Phase Three – The EventPhase Three The Event



Preparing for the Welcome! 

Team onsite from Tuesday, 28th June 2011
Roles include but not confined to:

• Photography / DVD supervision & creation

• Broadcast supervision and liaison e.g. Ireland AM live, sponsored broadcast p g , p

• Issuing of daily press releases & updates in relation to events; crews; visitor  

numbers; landmark events; special guests etc.

Media facilitation• Media facilitation

• Management of press office – consultancy recommends an independent, visible  

location such as The Tower Hotel with hospitality area; interview room 

• Media registration / ensuring non registered, accredited media can access passes 

• Media trouble shooting

• Attendance at daily briefing meetingsy g g

• Media briefings 

• Identifying unplanned opportunities – for exploitation within the media

• Hosting media at key hospitality events• Hosting media at key hospitality events



And the Farewell will be special a Waterford One! 

Parade of Sail
Timing; July 3rd 2011 

Consultancy to coordinate 

• Venue for & transport to Parade of Sail

• Entertainment Media boats to accompany Parade of Sailp y

• Photography & press release

• Feedback reports from Irish crews as they reach Greenock



So All that Remains to say for Now is………..


