mpaign Launch of London Ink
entDiscovery Real Time

Team Frank PR

1escale June to September 2007
dget £40,000

1don Ink is a spin-off from Discov-
Real Time’s hugely popular Miami
series, billing itself as a cross
ween reality TV and a docu-soap
owing Britain's most exciting tat-
studio. The show shadows the fiery
itionships between some of the
ntry’sbest tattooists—mentored by
1is Molloy.
Tolloy is best known for being Dav-
teckham’s tattooist, and has‘inked’
ny of Britain’ssportingheroes,
rank PR wasbroughtin to promote
show.

iective

ret the launch of London Ink in the
ional news and create a buzz ahead
1eshow’s broadcast. Totake tattoo-
into the mainstream.

ategyand plan

: strategy began with a features-
ren campaign exploring the world
attooing, This was followed by a vis-
stunt with a London edge that
1ldgetLondoners talking,

eatures generation started in June
lethe programme wasbeingfilmed,
1 media joining the cast on set as

theytattooed guests.Some bravehacks
were even tattooed. All of the show’s
tattooists were used as spokespeople
butthe main focus was Molloy.

In the week of the launch two giant,
life-like human figures were created.
One was a giant swimming man in a
front crawl pose with head, torso, arm
and foot rising out of the ground and
measuring 46 feetlong. The second fig-
ure was a woman squeezing into a pho-
tobooth,like asurrealscene from Alice
in Wonderiand. Each sculpture fea-
tured a bespoke tattoo design, created

Largerthan life: Molloy at the swimmer statue’s unvelling onLondon’s South Bank

by Molloy, that delivered the tune-in
detailsin acreative way.

The swimmer was revealed on the
South Bank, and the female figure,
dubbed ‘Victoria’, was positioned on
concourse one at Victoria station.
These locations were chosen to pro-
vide striking images that showed off
the scale of the sculptures, but also they
were areas of high footfall so the sculp-
tures would double as creative ‘out-
door advertising’. The unveilings were
staggered over the course of the week
preceding transmission.

At the unveiling of the swimmer
statue, Molloy was on hand to ‘ink’ the
finishing touches to the sculpture’s tat-
too. Furthermore, the stunt comple-
mented the campaign’s features gen-
eration activity with a piece in that
morning’s Metro,which furtherheight-
ened the public’s awareness around
thelaunchevent.The LondonInk Face-
book group was employved to update
fans on media coverage and a video of
the sculptures being put up overnight
wasseeded on YouTube.

Measurement and evaluation

The campaign achieved 15 pieces of
national print coverage, including a
three-page feature in The Guardian
Guide. The tattooists were profiled in
various publications including thelon-
donpaper, Metro, Independent, The
Observerand Time Out.

The stunt generated four national
news pieces and five in the London
evening papers on the week of launch.
Broadcast highlights include London
Inkbeing the focus of a 15-minute arts
and culture programme on BBC
Radio2.

Results

London Ink’s launch show was Dis-
covery Real Time’'s highest rating pro-
gramme in two years with audience
figures up 500 per cent for the channel

from the same slot the previous week.,
AlexBlack

ECOND OPINION

Amy Hitchenor, projects subject oftattooing onthe news
director at experiential agenda generally by targeting
agency notactualsize, ran the the features pages.

experiential campaign around
the first competitive NFL game
inLondon - Dolphins v Giants at
the 0, Arena lastyear

Overall this was a neatand well-
executed campaign, tightly
underpinned by solid media
relations. Franktook advantage
ofthe Beckham angle and itwas
asmartmovetocreatea
groundswell ofinterestonthe

The bold stuntinitfative also
feltwell planned, particularly
the emphasis on high foctfall
locations.

Butitisashamethe
sculptures didn'thave a more
interactive elementto them.
Tattoos are about displaying
designs and messages,
and people could have
Inadvertently become human
advertising by offeringa

temporarytattoo design service
topassershby.

Ishould also confess to being
alittle baffled by the names of
the sculptures and their
relevance tothe locations.

| getthe ‘Victoria’ and
‘swimmer’ names, hutthey feel
alittle clunky and I'm not
convinced they were either
charming orengaging enough to
make the broadercampaign
connection with the consumer.
Butl muststress, | didn't
actually seethisstunt.

Thisaside, itappearsto have
beenwell exploited on
Facebook, and using Louis
Molloyto launchthese
sculptures made a ot of sense.

The results speak for
themselves, ranging from Time
Outto BBCRadio 2.

Mare importantly, to achieve
a 500 percentincreasein
ratings on the previous week
would suggestthatthis
campaign delivered exactly
whatthe programme makers
were after.
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