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Report of: Tourism Development & Communications Manager

Contacts:
Annie Wills Tourism Development & Communications Manager
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Summary:
This report informs members of the marketing activity carried out for the
Council’s events programme during 2009. The report shows how marketing
budgets are spent and what level of media awareness is raised through this
activity. Each event shows the media value for 2008 as a comparison to the
value achieved for 2009. With non ticketed events, such as Airbourne there is
no measure in place to count attendance, the PR value is used to measure
the success of the event.
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Recommendations:

(1) Agree the approach to Events marketing continues for 2010
(2) Note that the PR values are used as an indicator of success and
not in isolation.

2.0 Background

2.1 A presentation was given to all Cabinet Members and Councillors in
December 2008. The presentation outlined each event and the
associated marketing activity.



Sustainable Community Strategy
Corporate Plan

Council Core Ac�vity

Ac�on Milestones

Deliver combined men/women’s
interna�onal tennis event
• Prepare Lawn Tennis Centre for
increased capacity by June 2009

• Comply with general safety
cer ficate standards by June 2009

• Recruit and train 140 casual staff to
manage event by June 2009

• Increase  cket sales income

Tourism
• Create and implement a
Sustainable events programme

The court layout was re configured to accommodate addi onal
prac ce courts and the site safety capacity was increased to
8000.

All work and cer fica on was carried out to comply with the
statutory requirements of the general safety cer ficate and this
was completed by 5th June 2009.

The recruitment process for 140 casual staff commenced in
January 2009. Training took place prior to the event and around
25 new staff completed their NVQ level 2 in Stewarding, taking
the total number of NVQ staff for this tournament to 65

A total of 36,985 visitors a5ended the tournament over 8 days
which increased the all  me record for the event by 226. All
 me day visitor a5endance records were set for Saturday &
Sunday of qualifying, Thursday and finals day - Saturday.

The % of sales income to Eastbourne Borough Council was
increased to £75,923.

Delivery of a diverse all year round events programme.
Delivering 6 in house events these will be:
Magnificent Motors
Aegon Interna onal Tennis
Eastbourne Extreme
Airbourne Interna onal Airshow
Eastbourne Beer Fes val
Beachy Head Marathon
Further 6 partnership events these will include
999 Emergency Services Display
Eastbourne Half Marathon
2 x French Markets
2 x Italian Markets
1 x Circus
6 x Tennis Tournaments
1 x MG Rally
1 x Bonfire Procession and Firework Display
1 x Lammas Fes val
1 x Classic Motorcycle Event

Partnership working to create and deliver /develop 2 new
events to include:
Easter Cycling Event
Bri sh Red Cross Cycling Event “Big Red Ride”
Lambre5a Scooter Event
Open Air Film Event
Country Show
Green/Ethical Market

Number of new
events delivered

Events - Service Ac�ons 2009-2011
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Magnificent Motors
Marke�ng materials include:

* 4pp 1/3 A4 leaflet x 10,000
* x 100 Double Crown posters
* x 20 Lamp Post banners
* x 2 Town Centre banners
* Press Adver sing in local press including: Sussex Express,
Friday-Ad x 6 edi ons, Kent & Sussex Courier & Sevenoaks Chronicle, Kids
Fun File, Days Out UK
* Website promo on on www.visiteastbourne.com &Magnificent Motors microsite
* Free lis ngs on x 15 motoring & classic car websites
* 4 sheet poster sites across South East Rail Network – nego ated as contra deal with Southern Railway
* PR
* Site map to giveaway during the event x2000

Distribu�on and Opportuni�es to See

5,000 leaflets distributed via a distribu on company across a 50 mile radius to shops, libraries, youth clubs,
restaurants and bars
5,000 sent to database, Tourist Informa on Centres x 50 across the South East, Eastbourne hotels and guest

accommoda on, railway sta ons, Council offices

100 Double Crown posters distributed to Eastbourne TIC & Council offices.
90 used in Adshel poster sites at bus stops across Eastbourne for pedestrian
fooNall at least 4 weeks prior to the event

20 Lamp Post banners situated on main through roads into Eastbourne for
motorists at least 4 weeks prior to the event.

2 Town Centre banners in prominent outside shopping precinct for
shopper fooNall at least 4 weeks prior to the event

Press Adver�sing
In What’s On/Entertainments sec on of relevant  tles a week before the
event or weekend of the event and  tle(s) relevant to our target audience
Circula on/Distribu on of each  tle:
* Friday-Ad x 6 edi ons – combined circula on 191,000
* Kent & Sussex Courier & Sevenoaks Chronicle 42,823
* Kids Fun File – approx 15k – all infant and junior schools in Eastbourne

Total Cost: £3,097 | Total cost 2008: £3,682 - £585 less in 2009

Website
2009 Users: 26,811 - 52% increase on 2008
2009 Hits: 24,097 - 46% increase on 2008

PR
PR Value (based on adver sing rates in rela on to amount of coverage received):
£24,356 - includes Real People, The Sun, Classic Motor Monthly - 300% up on 2008.
Media outreach: 4.2 million - 10 x up on 2008.
Included familiarisa on visit coupled with a trip to Eastbourne Speedway

Photocall: Eastbourne & District Mini Club
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AEGON Interna�onal
Website
For 2009 a new dedicated tennis page was added to
VisitEastbourne at www.visiteastbourne.com/tennis.asp

Hits to this page were measured from February 2009
Total hits for February - December 2009: 33,597

PR
PR Value: £14.4 million - includes BBC, The Times, Zoo Magazine,
Tesco Magazine - same as 2008
Media outreach: 12.6 million - 24% up on 2008
Included a familiarisa on trip during tennis week

“Thanks for a fantastic day in Eastbourne last week. I
think we chose the sunniest day of the week and it was
such fun that we didn’t leave until the bitter end! The
seafront looked stunning and might have to stay over
next year to take a better look.”
Jo Austin, Group Editor, BMI Publications
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Extreme
Marke�ng materials include:

* 2pp 1/3 A4 leaflet x 20,000
* x 100 Double Crown posters
* x 20 Lamp Post banners
* x 2 Town Centre Banners
* Press Adver sing in local press including: East Magazine and Kids
Fun File
* Website promo on on www.visiteastbourne.com & Extreme
microsite
* Free lis ngs on x 20 Extreme sports websites & surf/sailing brand
websites including Animal (event sponsor)
* 4 sheet poster sites across South East Rail Network – nego ated as
contra deal with Southern Railway
* PR
* Site map to giveaway during the event x 2000

Distribu�on and Opportuni�es to See

11,000 leaflets distributed via a distribu on company across a 50 mile radius to shops, libraries, youth
clubs, restaurants and bars
Balance sent to database, Tourist Informa on Centres x 50 across the South East including Eastbourne TIC,
Eastbourne hotels, railway sta ons, Council offices.

100 Double Crown posters distributed to Eastbourne TIC & Council offices. 90 used in Adshel poster sites at
bus stops across Eastbourne for pedestrian fooNall at least 4 weeks prior to the event

20 Lamp Post banners situated on main through roads into Eastbourne for motorists at least 4 weeks prior
to the event.

2 Town Centre banners in prominent outside shopping precinct for shopper fooNall at least 4 weeks prior
to the event

Press Adver�sing
In What’s On/Entertainments sec on of relevant  tle(s) to our target audience
Distribu on of each  tle:
* East Magazine 30,000
* Kids/Teen Fun File – approx 15k – all infant and junior schools in Eastbourne + most senior schools for
Teen File

Total cost: £3,504 | Total cost: £5,881 - £2377 less in
2009

Website
2009 Users: 39,108 - 64% increase on 2008
2009 Hits: 42,567 - 24% increase on 2008

PR
PR Value: £19,147 - includes Asda magazine, Period
House, Independent on Sunday - 100% up on 2008
Media outreach: 2.8 million - 17m less than 2008
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Airbourne
Marke�ng materials include:

* 2pp (early preview) & 4pp 1/3 A4 leaflet x 45,000
* x 1,000 Double Crown posters
* x 1,500 A4 posters
* x 20 Lamp Post banners
* x 2 Town Centre Banners
* Radio Campaign 30sec commercial for 2 weeks prior to the event and short 10sec bursts on actual days of
show

* Press Adver sing in local press including: East Magazine & Kids Fun File, Aegon Interna onal programme
* Eastbourne Herald promo ons across Becke5s group including wrap-around
* Web banners on avia on enthusiasts websites
* Website promo on on www.visiteastbourne.com & Airbourne microsite
* 4 sheet poster sites across South East Rail Network – nego ated as contra deal with Southern Railway
* PR
* X 25,000 Souvenir magazines
* X 3,000 e-newsle5ers to Friends of Airbourne

Distribu�on and Opportuni�es to See

25,000 leaflets distributed via a distribu on company across a 50 mile radius
to shops, libraries, youth clubs, restaurants and bars with a ‘taster’ of flying
displays for each day and a money off coupon for programmes to boost sales.
Balance sent to Tourist Informa on Centres x 50 across the South East
including Eastbourne TIC, Eastbourne hotels, railway sta ons, Council offices,
Seafront Office, AircraX Museums, Sponsors + RAF

1000 Double Crown posters distributed to Eastbourne TIC & Council offices.
120 used in Adshel poster sites at bus stops across Eastbourne for pedestrian
fooNall at least 4 weeks prior to the event. 220 distributed across the South
East to shops, libraries, youth clubs, restaurants/bars and Tourist Informa on
Centres, sponsors and RAF.

1,500 A4 posters distributed to Eastbourne TIC & Council offices and across
the South East to shops, libraries, youth clubs, restaurants/bars and Tourist
Informa on Centres, sponsors and RAF. Remainder sold on e-shop and from
Seafront Office during the event.

20 Lamp Post banners situated on main through roads into Eastbourne for
motorists at least 4 weeks prior to the event.

2 Town Centre banners in prominent outside shopping precinct for shopper
fooNall at least 4 weeks prior to the event

Radio Campaign
20 second commercial for 1 week on both transmi5ers as far East as Rye, West to Bognor Regis and North
to Horsham, Crowborough and Tunbridge Wells.
Weekly reach 332,000 to a popula on of 994,000.
OTH (Opportuni es to Hear) 4.85
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Friends of Airbourne e-newsle5ers to our database of x 3,000 Friends of
Airbourne, with flying display highlights for each day + invite to upgrade to
Gold or Silver to generate addi onal income

Official Souvenir Magazine x 25,000
available 1 month prior to the event and containing all the essen al
event informa on including minute by minute flying displays for each
day in a re-vamped, editorial/offer format. Sold at £3 each. 64pp, B5
size. Programme also acts as a vehicle to promote forthcoming events.

Press Adver�sing/PR
In What’s On/Entertainments sec on of relevant  tle(s) to our target
audience

Distribu on of each  tle:
One off inser�on
* East Magazine 30,000
* Kids/Teen Fun File –approx 15k – all infant and junior schools in
Eastbourne + most senior schools for
Teen File

Total cost: £23,983.40 (£10,952 of this is programme design & print)
(Programme cost £10,952 to design, produce and print - £11,580
income on programme adver sing)
Total cost 2008: £24,731 - £748 less in 2009

Website
2009 Users: 310,626 - 32% increase on 2008
2009 Hits: 948,563 - 34% increase on 2008

PR
PR Value: £165,541 - includes Take a Break Magazine, Small World, Sainsbury’s Fresh Ideas, Daily Mail -
£141k less than 2008 (Meridian broadcast full 30-minutes in 2008)
Media outreach: 22 million - 1m up on 2008

An Airbourne Photo Compe  on sponsored by East Print also took place a5rac ng nearly 100 entries with
images to use for future marke ng and promo on.

Also included free promo on from Friday Ad who offered weekly banners on the front cover of the Friday
Ad and a double page compe  on for FREE

Contra deal with Becke5s newspapers - free Airbourne special offer advert
every week in the lead up to
Airbourne

HERALD READER OFFER

50p OFF BIG BAND SOUND
at

Eastbourne Bandstand
on the Thursday of Airbourne

Evening entertainment at Airbourne 2009 is shaping up to be

jam-packed, crammed full of Bandstand concerts, impressive flying

displays ‘!l dusk and spectacular fireworks to top it all off!

Big Band Sound gets the Airbourne Bandstand Concerts into full

swing with the Les Paul Big Band on Thursday 13 August and we’re

offering Eastbourne Herald readers 50p off  ckets if you book
before 3 July.

Telephone 01323 410611 or visit E-shop at
www.eastbournebandstand.co.uk to book now.

Quote ‘Herald-Big-Band’ when booking to receive the discount. Offer

valid on bookings made before 3 July 2009. This offer cannot be used in

conjunc!on with any other offers or promo!ons.

13-16 August 2009

Two Tickets for a day

www.visiteastbourne.com

THE WORLD’S BIGGEST FREESEAFRONT AIRSHOWExclusive Competition for Friday-ad Readers:
Win a pair of tickets to the Aviator ClubHospitality Marquee onThursday 13th August

A champagne welcome,
3-course summer lunch and arena-side seats

giving you front row views
of all the action, including the iconic Red Arrows!

PA924CFDE
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Website
For 2009 a new dedicated tennis page was added to
VisitEastbourne at
www.visiteastbourne.com/speed-days.asp

Hits to this page were measured from June 2009
Total hits for June - December 2009: 4,745

PR
PR Value: £668,047 - includes CNN, Sky News, CBBC

Sportsround,
Paddy & Rory’s
Great Bri sh
Adventure (Channel 5) - 1.4m less than 2008
Media outreach: 20 million - 6m up on 2008

HUTC Produc ons produced a VNR (Video News Release)
that was distributed to news media across the world,
including CNN, Sky, BBC, Reuters, Gille5e World Sport. The
video made the home page of the BBC and Sky News
websites.

Speed Days

Rory & Paddy’s Great Bri�sh Adventure
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Beer Fes�val
Marke�ng materials include:

* 2pp 1/3 A4 leaflet x 20,000
* x 250 Double Crown posters
* x 20 Lamp Post banners
* x 2 Town Centre Banners
* Press Adver sing in local press including: East Magazine and
Friday-Ad x 3 edi ons
* Website promo on on www.visiteastbourne.com & Beer Fes val
microsite
* 4 sheet poster sites across South East Rail Network – nego ated
as contra deal with Southern Railway
* Lis ng nego ated free of charge in What’s Brewing Magazine
* PR
* Tas ng notes and beer mat during the event used as a vehicle to
also promote forthcoming events for
2009 x 4,500

* Mailer to database of previous a5endees to the Fes val

Distribu�on and Opportuni�es to See

10,000 leaflets distributed via What’s Brewing Magazine in Kent, Surrey and Sussex area prior to the event.
5,000 distributed via a distribu on company across a 50 mile radius to shops, libraries, youth clubs,
restaurants and bars.
Balance of 5,000 sent to database of previous a5endees to the Fes val, Tourist Informa on Centres x 50
across the South East including Eastbourne TIC, Eastbourne hotels, railway sta ons, Council offices.

250 Double Crown posters distributed to Eastbourne TIC & Council offices. X 85 used in Adshel poster sites
at bus stops across Eastbourne for pedestrian fooNall at least 4 weeks prior to the event, 110 distributed
via a distribu on company within a 30 mile radius of Eastbourne to shops, libraries, restaurants/bars,
tourist informa on centres.

20 Lamp Post banners situated on main through roads into Eastbourne for motorists at least 4 weeks prior
to the event.

2 Town Centre banners in prominent outside shopping precinct for shopper fooNall at least 4 weeks prior
to the event

Press Adver�sing
In What’s On/Entertainments sec on of relevant  tle(s) to our target audience
Distribu on of each  tle:
* East Magazine 30,000
* Friday-Ad:

Eastbourne 33,341
Lewes/Uckfield 31,216
Has ngs 42,815

To promote 2-4-1 offer on Thursday –
the most difficult day to sell.

Total cost: £4,167
Total cost 2008: £4,298 - £131 less in 2009

Website
2009 Users: 33,402 - 53% increase on 2008
2009 Hits: 44,353 - 30% increase on 2008

PR
PR Value: £9k - £20k less than 2008
Media outreach: 761k - 4.7m less than 2008

Included tas ng tour with local media such as
Eastbourne Herald & Sussex Life magazine
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Beachy Head Marathon
Marke�ng materials include:

* x 20 Lamp Post banners - situated on main through
roads into Eastbourne for motorists at least 4 weeks
prior to the event

* Free lis ngs on appropriate running enthusiasts
websites such as Runner’s World and Running Free
Magazine

These are used to raise awareness that Eastbourne is
home to another impressive event and to encourage
visitors/residents to support the runners whilst
exploring the stunning scenery along the route. Places
are sold very far in advance of the event and demand
high due to awareness in local community and
promo on in publica ons such as Runners World.

Total cost: £1,500
Total cost 2008: £1,500

Website
2009 Hits: 35,365 - 11% increase on 2008

PR
PR Value: £68k - included Telegraph, Runners World,
CBBC Newsround - £39k up on 2008
Media outreach: 1.5 million - 700k less than 2008
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