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Background 

London Calling, in partnership with Ambient Media, were commissioned by the Victoria & 
Albert Museum (V&A) with developing a creative ambient solution for promoting the 2010 
Quilts exhibition. Ambient Media is the term used to denote out of home advertising 
utilising non-traditional methods and is often used in conjunction with more mainstream 
traditional media to create an event or spectacle in a public place.  

The key to a successful ambient media campaign is to choose the best media format 
available combined with effective messaging. Ambient media gives you the chance to be 
creative and playful and allows you to engage your target audience with your brand in order 
to build brand awareness and stronger relationships. With a little creativity, you can not 
only communicate your message, but communicate in a way people will remember. 

 

Objectives and target audience 

The key objective was to raise awareness of the exhibition and increase ticket sales. The 
V&A had already developed the idea of producing quilting starter packs and so we wanted 
to generate a positive, original and entertaining way to hand these out to the public to 
create an experience where they could engage with, and be encouraged to discover more 
about, the exhibition. Although a seemingly niche exhibition this part of the marketing 
campaign was designed to reach a wide demographic and needed to be in a high footfall 
area. 

 

The concept 

For one day we would create a modern 
living room at Victoria station. The 
space was defined by enlarging the V&A 
Quilts main artwork into a 4x4, vinyl 
floor. This was laid on the main station 
concourse. Onto this floor we placed 
two comfortable leather armchairs, a 
sideboard, coffee table and an oversized 
angle poised lamp. The furniture chosen 
had a retro feel to link to the past and 
connect with the rise in popularity of 
‘stitch & bitch’ and knitting groups 
among twenty-something’s. 
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The floor and furniture were laid in the early hours of the morning and we organised for a 
team of quilting experts to be present throughout the day to give advice and 
demonstrations to the passing public. In addition, a team of six promotional staff were 
commissioned to distribute 10,000 quilting starter packs to commuters. 

 

Outcomes / learnings 

The primary objective of raising awareness of the exhibition was successfully achieved by 
the distribution of over 10,000 quilting starter packs. The level of engagement from the 
commuters with the quilting demonstrators was also high. Although the age range and 
demographic of the commuters varied greatly there was interest from all sections of the 
public including male commuters who remembered their mothers and grandmothers 
making quilts or doing needlework when they were younger. People stopped and chatted 
with the quilters, some for relatively long periods of time to compare notes and get advice, 
some people sat and quilted with them. Comments on the day varied from “Can I have one 
for my mum, she loves quilting” “What quilts are on show?” “Fantastic, I’ll start my quilt this 
weekend!” 

This campaign in turn saw visitor numbers for the exhibitions exceed the visitor targets set 
and high social media engagement. 

So when you’re thinking about running an ambient campaign be clear about your message 
and your target audience, then get creative about the ways to best communicate this, 
chances are if you think it’s fun other people will as well. There are lots of ambient options 
to get you started from clean and chalk stencils to graffiti art, branded coffee cups and light 
projections or, like the V&A, you could come up with your own unique and engaging way to 
make an impression.  
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