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Brief and objectives: 

Since 2014 the travel arm of the Royal British Legion, Remembrance Travel, has been 

offering free journeys of remembrance for all D-Day veterans enabled by Libor funds from 

the Treasury.  

A growing number of WWII veterans that did not take part in D-Day thought it was unfair that 

they didn’t get a chance to revisit the battlefield where they served to lay old ghosts to rest.  

Objectives:  

 Raise awareness that all veterans of WWII should be offered a free journey of 

remembrance to lay old ghosts to rest 

 Gain sign-up of D-Day veterans to attend at least six tours.  

In 2016 five tours went out to Normandy with D Day veterans, it was hoped to at least reach 

this number yet again, despite veterans being another year older. 

 

Rationale behind campaign, including research and planning: 

Big Wave PR has been working with Remembrance Travel for many years and understands 

the marketplace well. However, fresh ideas are always required to keep the D-Day and 

WWII veterans’ stories topical. Only through PR can we reach out to D-Day veterans, there 

is no database. Remembrance Travel wanted to be there for all veterans of WWII and keen 

to offer the same support for those that fought in Normandy as well as anywhere else in 

WWII.  

The campaign relied solely on public relations and needed to ‘pack a punch’ and deliver 

strong results.  

Behavioural research - all WWII veterans are now in their 90s and we knew that we needed 

to overcome any concerns about travel and coping with the emotions of going back – with 

this in mind we knew that our target audience wasn’t just the veterans, but their children, 

grandchildren and carers.  



Media review undertaken to ascertain which outlets would prove most effective in building 

awareness to the veterans and influencers. 

Research was undertaken in other key battles of WWII that we could highlight and use within 

our campaign.  

It was decided to split the campaign into two elements to meet all objectives: 

1. Media relations campaign to keep the message front of mind with D-Day veterans 

that they can return free-of-charge to Normandy with Remembrance Travel. 

2. Fundraising event to raise funds to take those who fought in Monte Cassino, Italy, 

back on a journey of remembrance to demonstrate the demand and the benefits of 

such a tour for all. 

 

Strategy and tactics, including creativity and innovation: 

Strategy: deliver hard-working media relations campaign, to engage general public to pass 

on the story. Make editors feel that it is their duty to print stories as a ‘thankyou’ to all who 

fought at D Day. Use true life stories and emotive experiences to create spine-tingling 

feature material.  

Drive awareness about other key battles and why all veterans of WWII should be given a 

journey of remembrance to ‘lay old ghosts to rest.’ 

WWII veterans - the story was strong–re-telling one of the biggest stories of the 20th Century 

with first-person experiences to give emotive and engaging feature material. We wanted to 

get national and regional newspaper editors to feel it’s their moral duty to print. We knew that 

drafting Letters to the Editor would enable us to get space on the page, but also gained 

larger human-interest case studies and gained fun stories, such as D-Day Darlings straight 

from the finals of Britain’s Got Talent to commemorate anniversary with veterans.  

To drive awareness about tours for all we set-up a fundraising rugby match: ex professionals 

v. amateurs in a head-to-head to raise funds for those who fought at Monte Cassino, which 

was one of the hardest fought battles of WWII, but least well-known.  

The day was set-up for pros, headed by ex-Welsh captain, Colin Charvis, to go head-to-

head with amateurs (fundraisers) with spectators donating to watch and chance to buy 

commemorative programme. Afterwards followed a gala ball with auction and raffle, MC’d 

free-of-charge by BBC Breakfast’s Mike Bushell. Guest of honour was a veteran of Monte 

Cassino. 

 

Implementation of tactics: 

June – September Organising fundraising event for veterans of Monte Cassino at 

Honourable Artillery Company 

14 October – Fundraising rugby match and gala ball 

November – Media features on lead up to remembrance 



January – Launch tours for all WWII veterans 

May – Return to Monte Cassino with veterans – case studies before and after 

June – D Day features to go live - anniversary of D Day with appearance from D Day 

Darlings 

 

Measurement and evaluation:  

Event statistics: 

 35 amateur and professional rugby players signed-up; including ex Welsh Captain, 

Colin Charvis, British Lions, Wasps, South Africa and Olympic sprinter, Jamie 

Baulch.  

 500 spectators donated to watch the match.  

 260 people attended the gala ball. Secured BBC Breakfast’s Mike Bushell (free-of-

charge) to MC event.  

 50 items donated for raffle free-of-charge, including Thomas Pink exclusive British 

Lions Rugby designed cufflinks, signed rugby shirts and photos plus a VIP tour of 

Portsmouth’s historic dockyard.  

 £60,000 raised (100% over £30K target). 

 In May 2018 48 passengers returned to Monte Cassino free-of-charge. They said: “It 

was a very emotional tour but it was good. We were looked after very well, and it has 

really helped to lay old ghosts to rest.”  

 Press coverage gained in Daily Express, Scottish Herald and over 30 local 

newspapers and BBC stations. Event attended by key press including Britain at War 

magazine.  

 In early 2018 the Treasury gave the travel arm of the Royal British Legion a further 

£1.5million to take all surviving WWII veterans back to where they served. 

D-Day campaign results: 

 2017 – 14 tours took place (720 passengers) 

 2018 (to June) – 7 tours took place (270 passengers) – list of 100 interested to go on 

tours later in the year. 

 2018 – tour to National Memorial Arboretum for D-Day veterans unable to travel to 

France for health reasons (114 passengers) 

 Libor tours gained coverage in The Mirror, Daily Express, Evening Standard, Britain 

at War, major regionals; in all over 300 cuttings.  



 10 interviews for Libor tours took place on BBC radio stations, plus a number on 

commercial stations too.  

 Videos of the tour was seen on social media outlets by over 155,000 people.  “The 

phones were crazy after all the coverage. We were booking people in everyday: it 

was amazing!” Nichola Rowlands, Remembrance Travel. 

 Gained D-Day Darlings straight from finals of Britain’s Got Talent to commemorate 

anniversary with D-Day veterans.  

 
 

Budget and cost effectiveness:  
 The budget was £18,000. 

 Media relations delivered bums-on-seats, created the human-interest story and 

highlighted need for tours for all WWII veterans.  

 The campaign out-delivered on all of its objectives and achieved results that could 

not have been replicated via any other form of marketing.   

 The campaign surpassed its objectives by delivering double the amount of tours for 

2017-2018 – 100% over target! 

 £1.5 million donated by Treasury to take all WWII veterans back free-of-charge! 

 


