Presentation by Kate Hare of The Deep

Council and Tourism Department wanted to attract visitors to Hull to they decided to develop The Deep at a cost of £45.5 million. Chief Executive visited aquariums around the world. Decided to construct a submarium with interactive displays. Made up the term submarium. 

Market Research

Desk research

 Using Internet and books – identified similar attractions and discovered that their main target audience were children 3-11yrs. Also found a change in purchasing power – women, children and grey consumers (45-54 age group) at the forefront

Quantitative Research:

Questionnaire sent out to a random sample of 6000 residents in the Hull area. 18% responded. 

Qualitative research:

Four focus groups to research price

Y7 class in Beverley

Small group of parents and pupils in the same class at above school

Y7 class form Kingswood

A small group of parents form Kingswood

Poorer people (people in lower socio/economic groups) most favoured the family ticket. 

Also – staff from The Deep went on 4 crossings on P&O ferries – completed a questionnaire

Market research completed in Leeds and Hull. Asked people what they thought a submarium was – responses included Nightclub, an advanced aquarium. 

Products:

Customer service

Retail outlet 

Café

Life long learning centre

Corporate hospitality

Business centre

Research facility (not available to the public but will be essential to the image of The Deep as an environmentally sound project) 

Benefits to the customer:

· Entertainment, fun and enjoyment often with an educational theme

· Active relief from passive home entertainment

· A high level of access and facilities suitable for various ages

· Retail therapy and refreshment of a very high standard

· Exceptional value for money – all inclusive  

· Community base for leisure and learning

· Fully accessible in all weathers and to all people 

Market Segments:

· Children aged 4-14 – main focus on older primary school ages of 9-11

· Parents of the above (mothers especially) – known as caring parents

· Schools

· Coach groups (also includes a large percentage of 55-70 age group)

· Ages 55-70 (includes caring grandparents)

Other markets, which may also be targeted, are:

· Students and language school

· Specialist groups such as fish fanciers, deaf schools, girl guides etc. 

Main target audience are children and schools (fully booked until Sept).

Promotional Materials

· Postcards aimed at schools/libraries/Tourist Information Centres

· Web Site Most important – world wide access point. Wanted ot make people return so included “sticky” content e.g. interactive games

· Beer mats (9) – distributed in family pubs / ale trail pubs so that tourists (national/international) would see

· Printed material – posters / leaflets etc. Branding – Jelly fish image (logo)

Joint promotions with Hornsea Freeport

Evaluating the success of a promotional campaign

· Direct mail – very successful method of promotion 80% teachers responded and booked sessions

· Good feedback from web site bookings – at least 5 per day

· Exceeded the predicted number of visitors by 10s of thousands in the first month = successful promotional campaign or underestimated??

