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Content of presentation

« Setting the scene

 The strategy

« Know your audience

 The brief

* Public Relations amplification

 Working together and Toolkits
* Results
* If you only take one thing away
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Government message was clear: “Stay at home”

.
Coronavirus
Isolate yourself
Stay at home

If you have a high temperature or a new
and continuous cough - even if it's mild

Rail Delivery Group

& National Rail

@.

HM Government

CORONAVIRLS.
TAKES THET NT(II]

f‘— The new COVID-19 variant is spreading fast,
E g and around 1 in 3 people with coronavirus

don't have any symptoms.

IF YOU GO OUT,
YOU CAN SPREAD IT.
PEOPLE WILL DIE.

STAY HOME » PROTECT THE NHS » SAVE LIVES



Business problem: industry revenue was at 8% of Rail Delivery Group

pre-covid levels & Netionl R

PRE-COVID JUNE 2020
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The ask: marketing strategy to bring customers back to the R Ds Yoty
railway via an industry collaborative campaign © Netins i
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Rail Delivery Group

Insights 2020/21

NEGATIVE NEW TRAVEL
SENTIMENT .Q HABITS
NEGATIVE MODAL
Fear PERCEPTION Working from home SHIFT
Unsafe : :
Busy.trains Train -> car

No mask
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Setting our campaign goals and KPIs

X SHORT-TERM X LONG-TERM

Awareness Long Term Revenue
V V
Campaign Recall Modal Preference / shift
Engagement
V

Propensity To Travel

Short Term Revenue

vV

Return on investment




1 Deli
Plan for the worst, but be ready for the unexpected o oy SrouP

e MNational Rail

Flexible Constant Planned
media stakeholder multiple
plans engagement scenarios

Go/no go
criteria

FINANCIAL TIMES 1R

UK ‘pingdemic’ spreads as record 600,000 oA g INDEPENDENT '

people told to self-isolate

Threat to food and fuel supplies prompts business leaders to call for quarantine rest

SN
-

UKTRAINS HIT BY CANCELLATIONS DUE

TO ‘PINGDEMIC’







Rail Delivery Group

Broad audience breakdown

e National Rail

° °
BROAD AUDIENCE | w ﬂ\  EISURE
: [ o
NON-REJECTORS + PRIMARY ﬂ ,m TRAVELLERS

LAPSED CUSTOMERS AUDIENCE

T AT ST Tl comorers

AUDIENCES



We focused on our primary leisure audience and broke Rail Delivery Group
down Into segments based on travel attltudes Source: GBTGI2020 € Nationl Rl
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PROBLEM INSIGHT
NEGATIVE INDUSTRY INITIATIVES WERE NOT
PERCEPTION & SENTIMENT ENOUGH TO SHIFT PERCEPTION
WHO TASK
NON-RAIL REJECTORS + SHIFT PERCEPTION
LAPSED CUSTOMERS TO POSITIVE

Reassurance to continue via our own National Rail channels plus, TOCs and Network Rail.




-“-* g




Rail Delivery Group

Creative Strategy

& National Rail
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GUIDING PRINCIPLES

gl emc_>t|\_/e =l e : Appeal to all while Masks + covid safety I_Equal,_ ehYEIRE Bl
trust-building Distinctively rail leverage segments MeasUres inclusive cast and

campaign represent Britain



Rail Delivery Group

The campaign: distinctive to rail and visually emotive

% National Rail
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Rail Delivery Group

Media strategy

e MNational Rail

P

Objective: get people back onto the trains

Creative Platform: Let’s get back on track

Comms challenge: make train the obvious choice for leisure

Target moments when
travel i1s front-of-mind

.
Rk A
o

Set the stage to inspire Tailor messaging to
maximise relevance




Rail Delivery Group

Summary of the paid media plan

e MNational Rail

AUGUST SEPTEMBER OCT

']8TH

v

DIGITAL

BVOD

AUDIO

PRINT*

*Both’line here relates to Digital Newsbrands, Universal and Leisure are print
iNncartinnNec



: : : Rail Delivery Group
Campaign In situ

e MNational Rail

PRINT WHOTRUIR.  wiads sdaon o sodioens  idirisis bl ‘ CONTENT ON
- ama = o ) "y 77 Family outings by train: trips everyone can enjoy
T&:r\:ﬁ:;r{'\‘i'ﬁ Vit : ; ’ /:‘ e amily ontings by train: trips everyone can enjoy D E MAN D

- Train travel: why touring the country |
! o | 98 © ' by rail works for everyone T o
ether  again £ , : ; P
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: s get back 6a track | o B 5 ‘:" - s |
Date: 22/08 Date: 21/08 : DISPLAY BANNERS for cacepes closer to home?
Adults: 1,222,000 Adults: 1,161,000 Adults: 932,000 .

11 INFLUENCERS SEOTIEY
TIKTOK FACEBOOK .

UT OF HOME

4

36.9k followers
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Togeth€re again,

Knaresborough

Let's get back on track
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LEARN MORE

5, Familg again

-l

 op—

DISMISS

| . ’
T o
'

.

<




A2
.

\ |

="

RLO

NATE.




Additional stories to encourage more train Rail Delivery Group

journeys through news media © Nationa Ral

Train firms -

RDG to give away mm a | T"J"-‘ mtrackto MarketingWeek g INDEPENDENT cam

:lz:!”olmﬂ tlcw Just u‘e ﬂmbta! lllll "lles L 3 li‘("k("l' prize Everything that matters

- settuetqs ck on track this morning 4 _
m ,,TIMES“ﬁf:ﬁt:'r:::;z:‘::f‘z(::':n'fo 5 DAILY S AR ‘Let's get back on track’: rail

A H 0 |_'| l\}‘.’\"‘d<- es a ain - .‘ Pews that matters in the marketing workd today : .
|rror o v S industry tries to get people
o fdfén" ff L':L“’J l‘iift“n"?fé? i TICKET TO RIDE T > moving

ADVEN'I’URER BEN FOGLE EXPLAIN
T S——
WHY HE'S O ON TRACK OR A BRITISH

E iyt s(amﬁmumout

receive a year's hu rail tr iv(’l N Britan OIde'n
el ; ticket for rail

BY NEIL LANCEFIELD

Let’s get back on track
5 " P

4 v LE STAYCATION SUMMER

- - -1

I'RAIN operators are

giving away 12 “golden
tickets™ to inspire workers

x.,l\xkvhx'l:gf'?l_ _ : f - YORKS"ilRE P()ST

Lucky winners will be

entitl o free rail travel Have a rail
across Britain for a year .
A survey for industry good t'me

for ayear

Four days of e
holiday lost

! WHY HE'S ON TRACK FOR ABRITISH —
> p——
STAYCATION SUMMER
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_ Rail Delivery Group
A true collaboration —

e MNational Rail

% Great British v ' W t
Railways E M R A es A | § &
|TRANSITION TEAM| — =l "“i&" g\'@?lands ( )X
pn A
. au \,Jay GATWICK EXPRESS
AVANTI crosscountry
WEST COAST

\¢
ER 1"
TRANSPENNINE

Department EXPRESS
for Transport

=N
by arriva c 2 c
L N E R NetworkRail
LONDON NORTH EASTERN RAILWAY 4 GWR

London ThamesLink
@ NORTHERN V'I Northwestern

Railway

/ greateranglia

southeastern |
South Western o
= 71 Railway TRANRAT s Chilternraluays

SPARK la-\gﬁgl\_n @insights GRAYLING [STONEHAVEN|

ooooooo creating advantage
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Rail Delivery Group

How we amplified the campaign across the industry N

TOOLKIT CREATIVE ALIGNMENT

° SOCIal Images, LET’S GET LET’'S GET
BACK ON TRACK BACK ON TRACK

* YouTube link ad

* Press release

-« Example copy for PL NG = —

N this summer

soclal and emaills
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Results



Rail Delivery Group

Campaign Tracking Research

e MNational Rail
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. 51% |
L AW

Bought a tlcket

Felt more confident

100% pre-covid
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Ingredients of success

& National Rail
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