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Brief and objectives: 

With two routes to China and two Chinese airlines, Chinese New Year is a key milestone in 

the calendar for them.  It also provides a key opportunity to go out and create content and 

generate publicity that will provide cut through for the airport to talk about its Chinese routes.   

Key objectives:  

 Raise awareness of MAN’s direct routes to Beijing and Hong Kong 

 Increase engagement on UK and Chinese social media channels 

 Position MAN as ‘The UK’s most China friendly airport’ and as the global gateway in 

the North 

 

Rationale behind campaign, including research and planning: 

2018 is the year of the dog in the Chinese calendar.  Working with the Marketing team, a 

number of ideas were looked at to mark the occasion and bring to life the year of the Dog.   

It was decided that there should be a number of elements to the campaign that would target 

different audiences to promote the airport’s key messages around Chinese services.  The 

first was to target current passengers at the airport and specifically those using our flights to 

Beijing and Hong Kong.  The second was to target wider consumers around Greater 

Manchester with a specific event.   

Both elements needed to raise awareness of Manchester having Chinese Services and both 

needed to help create engaging content that could be utilised on the airport’s UK social 

channels and Chinese social channels. 

 

 

 



Strategy and tactics, including creativity and innovation: 

Terminal activity: 

To raise awareness of Chinese New Year amongst all the airport’s passengers specially 

created branding was placed in all three terminals.  Chinese lanterns were also hung along 

the airport’s skylink which links the airport’s terminals and station.   

To target existing passengers on Chinese services it was decided to surprise the inbound 

passengers on a Beijing service on Chinese New Year.  Passengers waiting for their cases 

were surprised to find stuffed toy dogs attached to their suitcases for them to take home.  At 

the same time a Chinese dancing lion was performing in the arrivals hall.  This was all 

captured on video so it could be given to media and used across the airport’s social 

channels.   

In addition to this a Chinese street dancing troupe performed at check-in for the flights to 

Hong Kong and Beijing as well as the airport’s choir to create an atmosphere in the terminal 

and provide talk ability for passengers.   

PugFest: 

To target potential new passengers for the Beijing service and to tie in with the year of the 

dog it was decided to partner with a dog charity and organise a Pug festival.  Hugely popular 

it sold out in a matter of minutes after the initial publicity, generated by the Press Office.  At 

the event there was entertainment and various Chinese themed activities.  It presented a 

great opportunity to talk to a different audience about the airport’s Chinese offering.    

Marketing Campaign: 

The above activity was all complemented with airline specific marketing campaigns. 

To promote direct flights to Hong Kong with Cathay Pacific, paid Facebook and Instagram 

advertising was used to promote a flash sale. This was targeted to audiences with a high 

propensity to travel to Hong Kong.  There was also a Facebook lead generated competition 

to win flights to Hong Kong. 

Additionally, to promote the Beijing service with Hainan Airlines, we partnered up with the 

House of Fraser department store in Manchester City Centre to promote the airline and the 

route. Over the Chinese New Year weekend, an artist was in the window drawing the Hainan 

Airlines uniforms, whilst experiential activities took place in store. 

There was also a solus email sent out to Manchester Airport’s 500,000 people database and 

a Chinese New Year takeover on Manchester Airport’s social media and Chinese social 

media channels, including sale fares from both airlines, retail offers and the chance to win 

stuffed dog toys. 

Additional dedicated social media content including sale fares from both airlines, the chance 

to win some of the stuffed toy dogs as well as flights. 

 



Implementation of tactics: 

The installation of the terminal graphics was done a couple of days before Chinese New 

Year and remained in place for a week after the event.   

The other terminal activity on the days surrounding Chinese New Year and was done to 

coincide with the flight schedules of the airport’s two Chinese carriers.   

Pugfest took place the weekend after Chinese New Year to help continue the celebrations.   

The surrounding social content took place all week. 

 

Measurement and evaluation: 
 More than 20 pieces of press and broadcast coverage across regional and trade 

media outlets including key titles like the MEN and Granada Reports who both came 

down to cover Pugfest 

 UK social media engagement increased 250% YoY for the same week in 2017 

 More than 500 people attended Pugfest  

 Dogs on a carousel video was viewed more than 180,000 times on Chinese social 

media channels 

 22% increase in followers on Chinese social media channels  

 2,316,056 reached in Cathay Pacific paid social media campaign and 4,194 entries 

to the Facebook Lead Generation competition 

 15,026,483 impressions during Chinese New year social media takeover 

 1.9 million impressions on Chinese Social Media Channels (Weibo and WeChat) 

 139,525 opens of Chinese New Year Solus Email 

 

Budget and cost effectiveness: 

Dogs on the carousel - £3k  

Pugfest - £4k – included discounted tickets for all, charitable donation, venue hire and 

entertainment etc 

Terminal branding – creation and installation - £3k 

Total = £10K paid for from Marketing budget.   

 


