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Market overview

The Natural History Museum has steeply 
recovered from the decline in visitor numbers due 
to the COVID-19 pandemic.

The markets for both museums and photography 
are forecasted to gradually expand, indicating 
that Wildlife Photographer of the Year is likely to 
gain further traction and revenue in forthcoming 
years. 

Seasonal trends in visitor numbers suggests July-
August are peak timings to target consumers for 
promotional activities and exhibition activities.
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About the brand

After officially opening in 1881, the museum has grown to 
host millions of visitors each year. It is currently one of the 
most visited museums in the world (Statista, 2023).

The museum's current strategic priorities include influencing 
consumers to become planetary advocates and reaching 
national and global audiences (NHM, 2023). 

In 2023, the Wildlife Photographer of the Year exhibition 
held its "highest grossing in decades," and was visited by 
170,000 people. This was the highest amount of visits in the 
history of the exhibition (NHM, 2023).
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About the company's communications

Interactional model

Virtual word of mouth

Voluntary word of mouth

Managed word of mouth

Marketing communications models
Messaging strategies and appeals

Informational appeals Emotional appeals

Factual 
appeal

Slice of life appeal

Humour appeal

Fear appeal

Sex appeal
Influencer model
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About the company's communications

Animals

LightingNature

Stimuli and cues POEM model

Colours

Paid Owned

Earned
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Outlining the competitive environment

Direct competitors Indirect competitors
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About competitors' communications

Trending 
audio

Nature

Stimuli and cues

POEM model

Colours and lighting

Paid

Owned Earned

Messaging strategies and appeals

Marketing communications models

Competitor: Kew Gardens

Interactional model Influencer model

Prompted WOM

Managed WOM

Slice of life Factual 
appeal

Fantasy
Fear/shock

GuiltInformational 
appeals Emotional appeals
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About competitors' communications

Digital
screens

Shapes

Stimuli and cues

POEM model

Colours and lighting

Paid

Owned Earned

Messaging strategies and appeals

Marketing communications models

Indirect competitor: Moco Museum London

Interactional model Influencer model

Prompted WOM

Managed WOM

Factual appeal

FantasySex appeal
Informational 

appeals Emotional appeals

Slice of life
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Current audience

Here is a buyer persona aiming to represent the 
current audience that primarily attends the 
Wildlife Photographer of the Year exhibition.

Key facts about this buyer persona:
• Prefers educational appeals
• Classed as a 'Knowledge Seeker' and 

'Innovator' 
• High education and disposable income
• Seeks experiences which reflects 

sophistication
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SWOT
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Marketing objectives

 Here are objectives in line with the client’s goal of increasing off-
peak ticket sales by targeting weekday attendance among the 
primary demographic (adults aged 25-34) in London and the 
South-East.

• Attention: Increase the reach of Wildlife Photographer of the Year 
content by 20% across Meta and TikTok by February 2025.

• Interest: Increase audience engagement with Wildlife Photographer of 
the Year content by achieving 10,000 QR code scans within 8 weeks.

• Desire: Attain a 12% click-through rate on email campaigns promoting 
student and off-peak discounts by March 2025.

• Action: Drive 10,000 off-peak ticket sales and 700 new email 
memberships through offline and digital advertising by June 2025.
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Messaging strategy
'Out of Sight, Out of Mind' 

My campaign aims to address the 
disconnect between urban populations 

and wildlife. This will spark ticket sales and 
wider engagement with wildlife-related 

themes.

➢ Increases ticket sales

➢ Targets new audiences

➢ Primary focus on Londoners

➢ Changes consumer behaviour

➢ Sparks connections and conversations
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Tactics: platforms and channels
Here are the tactics I will use to achieve my campaign.
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Developing a 

brand narrative

The following factors have been considered 
and has been discussed in the notes section:

• Brand narrative

• Brand essence

• Brand promise

• Brand meaning

• Brand core values

• Brand elements
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Repositioning strategy
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New targeted audience

‘Highly Social’ consumers and ‘Experiencers’ 
should be targeted as they are able to “Spark 
connections and conversations” when engaging 
with experiences. They are likely to share the 
exhibition and their experiences with friends and 
family through word of mouth, alongside on social 
media. 

This buyer persona meets the client brief by:

• Targeting a younger audience

• Targeting more diverse demographics in terms of 
income and audience segments

• Targets Londoners working in central locations and 
so able to visit exhibition between 10am – 6pm.
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Media classification by source:

Paid Owned

Earned

Influencers / 
Affiliates

Digital and display adverts
Website

Social media

POEM model
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A range of 

Interactive media

-   Bus adverts
- Billboards
- Pop-up 

cafe
- Miniature 

statues

- WPY website
- Referral traffic

- Working 
with PR, 
influencers 
and 
affiliates

- #WPY60 
creates 
sense of 
community

- Geo-targeted 
social media 
adverts

- Working with 
influencers 
and affiliates

(Fill and Turnbull, 2019)



Here is an example of the new buyer journey following the AIDA model with 
the proposed tactics.
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Media pattern

A pulsing, continuous media pattern will be used in this campaign. Pulsing indicates there are periods with 
higher promotional efforts, ensuring the audience is engaged continuously and the organic buzz surrounding 
the exhibition is maintained. 
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Duration and cost

Here, the campaign's promotional activity duration has been outlined and the £40,000 budget has 
been distributed using a Gantt chart.
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Campaign tracking 

Personalised email campaigns:

• Open rates, click through rates, 
unsubscribe rates

Pop-up café:

• Unique QR code tracking links, social 
listening tools, foot traffic

Buses:
• Reach, focus groups, QR code tracking

PR, influencers, affiliate sales:
• Engagement rate, website referral traffic 

Statues featuring the '#WPY60#
• Reach, social listening tools, focus groups

Interactive billboards:
• Page views and bounce rate on 

unique tracking links

Instagram adverts:
• Engagement rate, reach, 
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Campaign tracking 

Influencers:
• Engagement rate, link clicks to By Rotation 

website, number of unique referrals.

Posts featuring the '#AnyOccasionByRotation'
• Reach, social listening tools, focus groups.

Emails:
• Open rates, click through rates, unsubscribe 

rates.

Audience sentiments following the event:
• Social listening tools, By Rotation reviews.

Meta advertisements:
• Engagement rate, reach, follower count.

Press and media releases:
• Number of published articles, amount of website referral traffic, 

improvements to SEO ranking due to increased quality backlinks.

Changes to By Rotation's website and social media:
• Bounce rate, website visits, number of visits to dedicated landing 

page for pop-up event.
• Increased reach, followers, and impressions on social media.
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References

Thank you for listening to my presentation 
and the opportunity to work with the 
Natural History Musem – how incredible! 

References can be found in notes.
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