


Campaign Scope



 Strategic Base

THE PROBLEM
§ Rotherham town centre was 

suffering with a declining perception 
from key Stakeholders, resulting in 
reduced inward investment

THE SOLUTION
§ Develop and implement  a 

Strategic Marketing plan to build 
“Pride”

§ New Brand Identity formed to unite 
the campaign 

THE RESULT
§ Instrumental in Rotherham 

achieving Yorkshire Forwards 
‘Renaissance town’ status enabling 
inward investment from Europe to 
drive a 20 year development vision



Clear Dialogue
THE PROBLEM
§ For change to be sustained key 

business groups needed to be 
enrolled through continuous dialogue 
to gain their endorsement and belief

THE SOLUTION
§ Regular stakeholder forums
§ Higher level press liason
§ Bi-monthly newsletter to all 

businesses  
§ Regular positive Media coverage
§ Recruitment Pack to encourage 

new investment 

THE RESULT
§ More consistent dialogue and 

messages
§ Stakeholders now feel part of the 

change, informed and able to input 
into the future



 The living brand
THE PROBLEM
§ Integrate the new Identity into daily life 

for Rotherham Businesses and 
Shoppers 

THE SOLUTION
§ Role out the new brand identity across 

Rotherham
§ Seasonal Banners in strategic sites 
§ Rotherham Stamp used by all 

businesses on external 
correspondence to demonstrate their 
belief in the town

§ Develop advertising platform for new 
Visual identity

§ Rotherham Branded merchandise 
developed and sold throughout the 
town

THE RESULT
§ Branding on advertising campaigns, 

posters, banners, promotional material 
and merchandise has helped to 
establish a stronger more consistent 
identity for the town 



Focal point

THE PROBLEM
§ Declining levels of Civic Pride
§ Heritage hidden behind 

bureaucracy 

THE SOLUTION
§ New Visitor Centre in town to 

act as a point of information for 
Rotherham visitors, residents, 
businesses and investors

§ Visitor centre provided  a focal 
point for 2 way dialogue on 
future plans for Rotherham 
development

THE RESULT
§ Visitor centre now well 

established 
§ More than 2000 people per 

week visit the centre  



 Bringing it to life

THE PROBLEM
§ Declining Footfall in City Centre
§ The market, a focal point for 

the town, now looking tired with 
no ‘new news’

THE SOLUTION
§ Structured Events programme 

to build ‘Pride’
§ 3 day Continental Market
§ Giving shoppers another 

reason to visit the town
§ Bringing something new and 

fresh to Rotherham 

THE RESULT
§ Over 150,000 people visited 

the event
§ Double the normal market day 

attendances



Bringing it to life
THE PROBLEM
§ Declining Footfall in City Centre
§ City centre perceived to be 

largely unwelcoming to 
Families 

THE SOLUTION
§ Structured Events programme to 

build ‘Pride’
§ ‘Ice Magic’ Former Olympic Gold 

Medallist Robin Cousins launched 
Ice Magic, which transformed the 
main square into an ice rink. 
Featuring Demonstrations, public 
skating, ice discos etc…

THE RESULT
§ Ice Magic helped drive footfall by 

32%
§ 90% of those questioned 

responded with a good or 
excellent score

§ 61% stated that it had changed 
their perceptions of Rotherham



Bringing it to life

THE PROBLEM
§ Declining Footfall in City Centre
§ Perception of town centre as dull 

and dreary

THE SOLUTION
§ Structured Events programme to 

build ‘Pride’
§ ‘Rotherham by the sea’
• A week-long extravaganza that 

transformed the centre of town into 
a summer holiday resort, with 
sand, red coats, fun fair etc 

• Other activity included Halloween 
and Christmas lights events

THE RESULT
§ ‘Rotherham by the Sea’ Increased 

footfall by over 27%
§ 80% of those questioned responded 

with a good or excellent score
§ 72% stated that it had changed their 

perceptions of Rotherham



Media Relations 

THE PROBLEM
§ Poor relations with the media resulting in 

largely negative stories on Rotherham

THE SOLUTION
§ Developing stronger and deeper 

relationships with the local media to help 
‘get them on side’. 

§ This involved sending out regular 
releases, organising one-to-one 
interviews with key personnel, providing 
‘exclusives’ of good local interest.

THE RESULT
§ Consistent positive press coverage and 

better relationships with the regional 
media. 

§ Press coverage achieved from July 2003 – 
February 2004 equated to £123,000 worth 
of ‘free’ editorial space (based on regional 
media advertising rates). 

§ Includes local press, radio and TV (YTV 
Calendar Programme and BBC’s Look 
North covered both main events) 


