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PR report

Introduction

The role of publicity is vital in securing support for and awareness of any project. In Ordsall Hall's case, the work has been split into three sections each with their own objectives, key audiences and target media. Section 1 focuses on the initial awareness and fundraising elements of the campaign leading up to the announcement of Stage 1 pass success. Section 2 then shifted the focus towards a support campaign leading up to Stage 2 and involved the services of a specialist PR agency. Section 3 highlights the plans for the future including the closed period and re-opening. The appendices showcase the success achieved so far in reaching target media and conveying the key messages through the press.

Section 1 - Publicity achieved up to announcement of Stage 1

Objective - to raise awareness of the plans for Ordsall Hall and to raise funds towards the campaign

Once the initial project bid was announced, publicity revolved around gathering support and donations from the public leading up to the Stage 1 announcement. The key audiences were the local community, whose support was vital to the project, regional press, internal council communications and specialist heritage media. 

Local community support 

The support of local newspaper, The Salford Advertiser, was hugely important to get the community involved and make them feel part of the restoration project. Following on from press releases and story ideas generated by the in-house PR team, the Salford Advertiser published a number of supportive articles and a cut-out voucher to encourage donations and visitors to the hall.

Internal PR

Internal communications, including advertising on payslips, XP wallpaper and email footers helped spread the message to council staff, ensuring their support for and knowledge of the campaign.

Raise the roof promotion

An early marketing idea to raise funds and ensure people felt they had made a difference to the hall was to sell virtual roof slates for £10 each. This generated a lot of coverage in the regional media and to date over 300 slates have been sold, raising over £3000 towards the fund.
Appendix 1 - Sample of extensive media coverage achieved 
Section 2 - Publicity since stage 1 announcement via Fido
Objective - to raise awareness of and support for Ordsall Hall and the HLF bid.

Having successfully achieved a positive stage 1 announcement, specialist PR consultants Fido were appointed. Having previously worked with Victoria Baths and Bolton Council, they had the credentials to deliver on a high profile campaign to raise awareness of and support for the hall and the bid.

Fido began with the foundations of the PR plan by creating a press pack with information on the hall, its history and the planned restoration project for distribution to press and also created a boilerplate for use on all press releases relating the hall, which detailed the plans and included information on Heritage Lottery Fund.

They then drafted a schedule of potential stories and themes to focus on, using the existing events programme to hang stories around, as well as promoting Ordsall's key attributes of heritage, families and ghosts, to be able to pitch stories to a range of diverse media, to reach as wide a range of audiences as possible. Fido are contracted to continue to work on the Ordsall Hall project until April 08.

During this time, Ordsall Hall also became a member of The Quays Group, a destination marketing group comprising of businesses and venues in the Salford Quays region. The group has its own PR agency, Mason Williams, who have secured a number of regional and national articles on The Quays, which Ordsall Hall has benefited from.

A Taste of Tudor

As part of the Salford Food and Drink Festival, a Taste of Tudor event was organised at the hall to raise funds for the campaign and attract new audiences. Fido organised all the press coverage and ensured that the HLF project was strongly promoted on all releases and articles. A innovative 'breakfast drop' was organised with all the local radio and TV stations taking a basket of food with the press pack for Ordsall Hall included in it and resulted in a number of mentions for the hall during the festival period.
Appendix 2 - Coverage achieved & sample AVEs (advertising value equivalent) up to Jan 08.
Section 3 - PR plans during closed period up to re-opening 2011
Objective - to maintain interest during closure and create anticipation of re-opening. 

It is obviously difficult to forecast what may be newsworthy three years hence, so as always with PR there will be an element of reactive PR relating to topical news, popular subjects and any other projects which may be added in ad hoc. 

It is suggested that story ideas relate to the key dates in the project calendar (stage 2 announcement, closure and re-opening) and potential themes and possible PR ideas including:

Heritage and restoration (past to the future)

- 
Milestones- completion of first room etc.

· Unveiling of architects designs/ invites to media to walk around before closure

· Interactive online game

· Development of timeline to show hall through the ages

· Unexpected finds by workmen

Ghosts and folklore

· Where will the ghosts reside in the meantime?

· Stories from workmen- have they had any unexplained experiences?

· GhostCam to restoration cam?

· Copthorne Hotel going into ‘partnership’ on ghost weekends

Community

· Training opportunities for local people

· Ordsall Hall as a wedding venue- first wedding booked

· Community events
· Outreach programmes
Pride (Salford’s heritage gem)

· invitation to ‘raise the roof’ slate purchasers to see their names

· Case studies- Salford people’s memories of the hall

Education

       - Taking Ordsall to schools during the closure

Environment/regeneration

· Development of the gardens- stage by stage?

· How the hall fits with the wider regeneration or Ordsall

It is important to also be alert and open to potential PR opportunities that may present themselves unexpectedly. These can generate just as much coverage as those that have been diarised.

Audiences:

It is important that we target a whole range of different media to reach the whole range of key audiences - existing and potential. Local media including the Salford Advertiser and Manchester Evening News are obviously important in raising the profile of the hall locally/regionally, they cannot and should not be our sole focus, as they will be limited in how many stories they can/want to run. Specialist media will be targeted to maximise the audience segmentation and reach: 

- Crain’s business magazine/ NW Business Insider could be targeted for e.g. trainee stories, the economic benefits of a re-vamped hall to Ordsall, partnership with Copthorne Hotel

- Out and about supplements in NW regional papers.

- Times Education Supplement- value of Ordsall Hall as an education resource.
- National heritage/history media
It is also vital, especially during the closed period, to draw links between the ongoing outreach and audience development work as this, as well as the 'milestones' of restoration, will be the main source of stories and will be aimed at the same target audiences. Human interest stories will be the angle to reach different media beyond the bricks and mortar that will be attractive to the regeneration and history press. Therefore the draft pr schedule has been extensively cross-referenced with the audience development and outreach plans over the same period.

Appendix 3 - Draft schedule of press stories up until Sept 2011
HLF acknowledgement

A boilerplate (standard 'notes to editors' paragraph) with information on the HLF is placed on every press release relating to the hall and the logo with reciprocal link will be placed on the website. 
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