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MARKETING SOCIETY STAR AWARDS 2013  

 

     CATEGORY NUMBER:  1.6 

                                   CATEGORY NAME:  Integrated Communications 

       NAME OF ENTRANT:  Matthews Marketing 

                                  CAMPAIGN:  Robert Burns Birthplace Museum  

 

It is relatively easy…  

to create public and media interest in Scotland’s national bard.  

It is more challenging… 

to direct that interest onto the Robert Burns Birthplace Museum in Ayrshire.   

And considerably more challenging… 

to attract young adult and culture visitors to the Museum from Scotland’s central belt. 

Robert Burns was a typical young Scottish man. 

He loved women, music, a drink, and wasn’t afraid to be controversial. 

The truth about his past is revealed at the RBBM which presents the world’s largest Burns collection. 

Did you know that Burns was only 37 and a half when he died? 

He was a romantic, and his love for the ladies saw him father a total of twelve children to four different women? 

His internationally famous song “Auld Lang Syne” has been covered by likes of Jimi Hendrix, Elvis Presley and Rod Stewart? 

Our campaign set out to teach young adults about the iconic Scottish figure, who used his voice to become an inspiration the world over... 
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ROBERT BURNS BIRTHPLACE MUSEUM: The Campaign Brief 

 

The £21m Robert Burns Birthplace Museum [RBBM] opened in January 2011 and visitor numbers in its first year were approaching half a million. However, the 

National Trust for Scotland [NTS] was keen to attract new, younger audiences to the Ayrshire site which is home to the world’s most significant Burns collection.  

Matthews Marketing [MM] was appointed in September 2011 to develop and deliver an integrated marketing strategy for 2012.  

Objectives 

 

The purpose of the marketing campaign was three-fold: 

1 To encourage visits to the RBBM.  

2 To generate media interest in the RBBM. 

3 To raise the profile of Burns specifically reaching new target audiences: young adult and culture visitors.  

 

Strategy & Tactics 

 

To target the ‘harder-to-reach’ young adult audience and generate media interest, it was essential to develop an integrated campaign for Burns that represented 

a move away from the expected, traditional style of celebrations.  

 

From researching this target market, also known as the ‘first digital generation’: the use of social media and mobile applications is second nature, 

and viral marketing and other techniques to generate word-of-mouth, can be particularly successful.  

 

The key, underlying strategy was to educate audiences through the portrayal of Burns as he really was - a young man who wasn’t afraid to express views well 

ahead of his time. The RBBM 2012 campaign featured: an outdoor advertising campaign, new literature, onsite and online promotions and an events-led PR 

and social media programme. The events-led PR programme also included an outdoor event or ‘stunt’ set up to provoke a viral marketing campaign. 
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OUTPUTS- on-site marketing enhancements 

  

Research from the first phase of the project confirmed an immediate 

marketing requirement. The site itself was performing above the projected 

level to attract over 350,000 visitors per annum but the target of 75,000 for 

paying visitors was not on track.  

 

 

 

 

 

 

 

Several on site visual enhancements were made to signage and 

promotions, carrying key messages:   

 

The Main Exhibition is a ‘must-see’ 

All-in-one-ticket 

NTS world-class exhibit 

Value for money 

 

The new ‘influencers’ included pop-up stands; table-talkers; changes to the 

reception desk and entranceway plus new signs at the Burns Cottage 

encouraging visitors to make more of their ticket and to visit the Main 

Exhibition.  
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OUTPUTS - outdoor advertising  

The imagery of the campaign was young and fresh. Up and coming Scottish 

model Rachel Hood, 16, featured in the key image used for the “Begin your 

Adventure with Burns” outdoor advertising campaign - a young girl with a 

rose in her mouth representing the romance and red rose often associated 

with Burns.  

Over 125,000 journeys begin at Ayr Station each month. We mounted three 

banners along station platforms to reach the local market. The average 

dwell time on the station is seven minutes and the brand recall is 

approximately six times higher than low dwell time environments. The 

banners promoted the museum, the website and featured a QR code for 

mobile users.  

 

 

 

 

The Burns campaign was the first-ever to use the ticket office windows at 

Glasgow Queen Street (image - below left) to display large format vinyl 

advertisements. We wanted to capitalise on the high footfall (1.25million 

journeys begin at Glasgow Queen St every month) and this was a new, 

negotiable space.  

 

More than 20 outdoor poster sites were identified within high footfall city 

centre areas of Glasgow in locations of interest to cultural and youth 

audiences, including those positioned outside the NTS property 

Hutcheson’s Hall (image - below right). This has been unused for some time 

but situated in the midst of the bustling Merchant City area.  
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OUTPUTS-events  

Promoting two key marketing messages: that Robert Burns was just a 

young man of 37 and a half when he died and that he was born in 1759, the 

“Braw Burns Birthday 2012” events programme included precisely 37½ 

events. It kicked off at 17.59hrs on Tuesday 24 January and ran for 24 

hours in the build-up to the poet’s birthday. The activities finished at 25 

January 17.59hrs, signifying the full date of his birth and culminating in the 

commencement of Burns Suppers across the nation and the globe. 

 

The 37½ events included comedy, music, poetry,  

theatre, debate, suppers, whisky tastings, etc and  

also featured some world-firsts:  

The World’s First Robert Burns-themed Speed  

Dating Night and  

The World’s First Ceilidh Flash Mob.  

The diverse nature and appeal of events  

reflected the 

completely fresh approach to marketing Burns.  

Each event was related in some  

way to the history of Burns so that people were  

being educated as well as entertained.   

 

To remain cost-effective, MM created the full activity programme of 37½ 

events from three production strands: 

 

 

 

Appropriate Burns events already organised, which could be ‘packaged’ 

and marketed more effectively; 

Events already organised which could be re-shaped by MM to adopt a 

strong Burns theme; and 

Totally new events initiated by MM, created specifically for January 2012.  

 

MM came up with the concept of, and arranged all of the logistics for twelve 

events in total: 

1. The “Braw Burns Birthday Kick-off with Little Fire and Rose Parade” 

at the RBBM;  

2. The “World’s First Robert Burns Speed Dating Night” at All Bar One 

hosted by Speed Dater; 

3. The “Ode to Scotland Today” at Glasgow University which MM hosted 

with the aid of MacSween Haggis; 

4. “The World’s First Ceilidh Flash Mob” in Edinburgh hosted by Mark 

Neal from Edinburgh Ceilidhs and featuring a live ceilidh band; 

5-8.The four “Rabbie’s Roses” events which took place in the most 

prominent locations in Burns’s life – Ayr, Kilmarnock, Dumfries and 

Edinburgh featuring representatives from MM handing out roses with a 

poem dedicated to the area to the public;  

9. The “Robert Burns Buskers” performing some of Burns’s tracks and 

handing out flyers in Glasgow’s City Centre; and 

10-12.The three “Rabbie Burns Superstar” events which included the final 

event (“Half an Event for Half an Hour with Rabbie Burns Superstar”) 

which took place at the RBBM.
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event marketing 

Our venue-partner hosts had promotions in place and it was a win-win of 

joint marketing where partner events benefited from the Burns event 

umbrella PR and the core Burns programme gained from the partners’ 

marketing. Our partners were predominantly private sector arts venues, 

hotels and cafes. 

 

Event programmes were created and distributed to all participating venues 

for customer pick-up; plus bars, cafes and other places of interest to the 

target audiences, including student unions. Over 5,000 generic leaflets were 

distributed to the venue audiences to begin their “Adventure with Burns”.  

 

 

event delivery – effectively marketing the RBBM  

Representatives from MM attended/hosted a number of events to: 

measure direct results i.e. number of attendees, feedback from attendees, 

etc; communicate relevant messages regarding the RBBM, including the 

distribution of at least 100 general leaflets per event (image –right, above); 

conduct market research. All other event organisers were provided generic 

leaflets to hand out at the events and instructed of any other messages e.g. 

introducing a gig.   

 

The “Rabbie’s Roses” events (image –right, below) were also created 

simply to promote the RBBM – representatives handed out roses with a 

Burns poem and information on the Museum attached at events in Ayr, 

Edinburgh, Kilmarnock and Dumfries, at Burns-related locations. 
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OUTPUTS - PR 

MM worked in partnership with the NTS on a press call to launch the events 

programme and adjoining outdoor advertising campaign (images – right, 

above). Model Rachel Hood was present for a photo call at St Enoch’s 

Subway Station where she handed out roses to male commuters. This was 

a massive success securing national media coverage.  

 

 

The press were called to attend the ‘world’s first’ events within “A Braw 

Burns Birthday 2012” including the “World’s First Ceilidh Flash Mob” and 

the “World’s First Robert Burns Speed Dating Night” which were set up as 

‘stunt’ events to garner publicity with viral marketing potential. The “World’s 

First Ceilidh Flash Mob” in particular was a massive PR success (image –

right, below). The event cost only £350 to set up factoring in resource costs, 

a live ceilidh band and securing a group of 20 ceilidh dancers. It attracted 

over 300 people on the day, dancing or spectating and secured mass press 

coverage. Broadcasters including BBC and STV covered the event as did 

press including the Scotsman.  
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OUTPUTS - website & social media promotions 

Robert Burns is on Twitter. He regularly tweets about how he is feeling on a 

particular day, normally through a song or poem. We complimented and 

enhanced the Burns twitter page and RBBM Facebook page with regular 

comments and insights into his colourful personality along with news and 

video clips of events etc.  

The majority of event promotions took place online over venue websites 

and social media channels. For example, the “Ode to Scotland Today” 

event was promoted in conjunction with the University of Glasgow which 

posted regular updates to students on different pages such as the GU 

Literature Society, encouraging students to register as an act or attend.  

 

Events info was posted on sites including the Skinny and the List, where 

banner ads were also placed directing audiences to the RBBM website. 
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OUTCOMES  

events 

High attendance rates of the target audiences (over 5000 across all events); 

good use of pop up stands, leaflet print and distribution and plenty verbal 

promotion ensured the connection between events and the RBBM. MM’s 

direct feedback from events and organisers from Speed Dater to the 

Scottish Storytelling Centre was very positive. Events were exceptionally 

well attended, and the majority of attendees were young adults. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Whether through event attendance, a rose (800 handed out across 4 

locations), an events programme, generic leaflet, news bulletin, newspaper 

article or a social media comment, we can safely say that over 25,000 

young adults from across Scotland will have received some form of direct 

communication regarding the RBBM  through “A Braw Burns Birthday 

2012”. 
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social media - burns goes viral… 

The YouTube videos alone: www.youtube.com/brawburnsbirthday, secured 

over 10,000 views. This featured the highlights of some of the key events 

including the ceilidh flash mob and individual students performing at the 

“Ode to Scotland Today”. University students shared videos over their 

personal sites while views of the flash mob were boosted by STV Online, 

the Scottish Government website and other online channels. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.youtube.com/brawburnsbirthday
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PR 

National and international media coverage print, online / offline, broadcast, 

radio.  On a budget of less than £2000 for PR and events materials, we 

tripled this amount in terms of press coverage. 
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online promotions & website statistics  

Online promotions via the NTS; RBBM; and all partner event organisers; 

listings websites plus social media activity, reached an estimated audience 

of over 100,000.  

 

The image, message and website being repeated through outdoor media as 

well as via press and online channels clearly boosted visits to the web site. 

Web statistics show a 5.4% increase in traffic to the Burns Museum website 

(www.burnsmuseum.org.uk) in January 2012, the majority of referrals being 

from different websites and social media channels such as Facebook. 

 

THE BIG RESULT - visitor numbers  

The Museum officially opened in January 2011, therefore interest was at its 

peak at this time. One year on, visitor attendance figures for January 2012 

were boosted by the campaign, the number of visitors from the first week to 

the last week in January 2012, saw a sharp increase of almost 75%. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.burnsmuseum.org.uk/

