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DON’T WASTE TIME….
Plunge straight in with publicity

30 June 2006



Build bridges with the media

• Meetings with editors
• Secure your own backyard
• Community talks
• Be pro-active
• Enlist various spokespeople• Enlist various spokespeople



Building the anticipation….



Keep the stories coming…

• Lord Nelson trip
• Ships registeredShips registered
• ORCEL Sea 

Training
• Schools projects



…in a regular drip-feed….

• Entertainment updates
• STI visits
• Latest sponsors
• Artworks



Partnership Working

• Hartlepool Council – North East media
• visitTeesvalley – National mediavisitTeesvalley National media
• One NorthEast – International media



Real good deal
Real Radio – one of the region’s biggest 
commercial radio stations signed two yearcommercial radio stations signed two year 
sponsorship deal.

Benefits -

- Significant revenue contribution;Significant revenue contribution;
- Constant radio coverage including on-line 

competitions;
- Five days of broadcasting from site during the event.



CALLING ALL VOLUNTEERS….

• Publicity around 
appointment Chief pp
Liaison Officer

• Volunteer 
it trecruitment 

campaign in papers 
and neighbouring 
council publications

• 275 volunteers 
recruited and trainedrecruited and trained



Getting publicity into resistant media

vTv organised 
competitions in 6 p
key titles in 
Yorkshire and 
HumbersideHumberside 
ensuring 
prominent Tall 
Shi iShips coverage in 
these target 
regionsg



TALL SHIPS CHALLENGES

Prepare for the worst (traffic gridlock)Prepare for the worst (traffic gridlock)

Park and RidePark and Ride

Attracting visitors

Accommodation



GETTING THE MESSAGES 
ACROSS

• Used our residents’ 
i t bli imagazine to publicise 

key messages;

• Travel advice press 
release August 5;

• Plugged Park and Ride 
in press releases.in press releases.



GO TO OUR WEBSITE

• Plugged website for up to 
date travel info includingdate travel info including 
train timetables;

T l d t ffi i f• Travel and traffic info 
updated on website 
during event;

• Accommodation link to 
whole of the North Eastwhole of the North East.



THE PAYOFF

• Very few problems with 
traffic and transport;

• Residents hosted visitors• Residents hosted visitors
• Trains and buses well 

used.



COURTING THE MEDIA

• Established on-line 
accreditation and Media 
Section on Tall Ships 
website;

• Included downloadableIncluded downloadable 
photos and key facts 
and figures;

• Worked closely with ITV• Worked closely with ITV 
Tyne Tees and BBC to 
plan their coverage from 
20082008.



COME ON BOARD

• There were regular meetings with the 
Hartlepool Mail

• Out of this grew a partnership campaign 
which led to daily coverage in the paper y g p p
for months beforehand….

…more than 70 countries 
were featured andwere featured and 
readers became Tall 
Ships ambassadors 
overseas



MEDIA DAY-100 DAYS TO GO!

• Invited all major regional media to Hartlepool
• Presentation from key Tall Ships people• Presentation from key Tall Ships people
• Lunch aboard HMS Trincomalee
• Trip around Tall Ships Village site with commentaryTrip around Tall Ships Village site with commentary
• Two stories to cover for media
• Trip aboard Adventure- maiden voyage



MEDIA DAY FEEDBACK

• Media Day described by ITV 
T T th b t tTyne Tees as the best event 
briefing they’d attended

• Interview and photo ops 
ensured widespread coverage 

f th t i th diof the event in the media

• Builds up anticipation for the• Builds up anticipation for the 
Tall Ships arrival



MEDIA CREW PLACES

• Offered key media crew places 
b d T ll Shi f th fi laboard a Tall Ship for the final 

leg of the Races

• 7 places were accepted- ITV 
Tyne Tees, BBC, 
J l/Ch i l H tl lJournal/Chronicle, Hartlepool 
Mail, Real Radio, Radio 
Hartlepool all representedp p



THE PAYOFF

Wid d T ll Shi• Widespread Tall Ships 
coverage in print and 
broadcast media in 
crucial event lead-up

P f l i f• Powerful images of 
ships at sea create 
public buzzp



MEDIA CENTRE

• Based in Divers Club- central 
location
I t f b k t ffi• Importance of backup staffing 
plan 

• Daily media briefings
• Regular press releases/web• Regular press releases/web 

updates
• Laptop and WIFI access
• Buffet• Buffet
• Media boats
• Aerial photography
• Internal communications• Internal communications
• Dedicated spokespeople



THE PAYOFF

• Around 200 
media from 63media from 63 
organisations 
accredited

• Media Centre 
and Media Boats 
well used

• Aerial pictures 
used on TV and 
iin newspapers



WHAT WE ACHIEVED

• Coverage in The 
I d d t Th TiIndependent, The Times, 
The Guardian, The New 
Zealand Herald

• More than 2 hours of 
television coverage during 
the eventthe event

• Widespread radio coverage, 
including Radio Four and in g
Australia



OOPS!

Of course there
was the odd daft
story…
B t it didBut it did
generate national
publicity!publicity!



WHAT WAS IT WORTH?

Generated more than £3m of 
print and broadcast publicity 
b t A il S t bbetween April – September 
2010 alone.

Print - £1.3m
Television - £1.1m
Radio - £0.8m

An estimated 13 million + 
people have read about the Tallpeople have read about the Tall 
Ships in Print.



Has it changed perceptions?

• 95% of Hartlepool residents;
• 86% of UK residents• 86% of UK residents

- said that they now feel a little or more positive about 
Hartlepoolp

• 83% of North East England residents
• 69% of UK residents

- are likely to visit Hartlepool in the future



Legacy after August 2010
• Great pride in town and 

region. 
• Strengthened position as a 

i i it d ti tiprime visitor destination.
• Developed strong 

partnerships.
• Marina as Olympic GamesMarina as Olympic Games 

2012 training camp.
• Able to attract more large 

scale events.
Ad t O T ll• Adventure - Our own Tall 
Ship.

• Potential inward investment
• Cost £2m, expected cashCost £2m, expected cash 

boost to economy of at least 
£16m.



Any Questions?Any Questions?


