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Brief and objectives: 

2018 represents 100yrs since the first women won the vote.  The Pankhurst Centre is the 

former home of Emmeline Pankhurst, the birthplace of the suffragette movement, a Grade II* 

listed building, the UK’s only museum dedicated to female suffrage; and yet receives no 

public funding.  #Vote100 would be a key time to raise its profile and try to end its fragile 

state and uncertain future. 

In August it will make a Heritage Lottery Fund submission.  Profile raising would add 

strength to this and provide support to the fundraising activity required for the match-funding. 

 Raise awareness of the Pankhurst to highlight its story and place as one of the 

nation’s most important heritage sites. 

 

Rationale behind campaign, including research and planning:  
 Legislation granting the vote was passed 6 February 1819, HLF bid submitted August 

2018, 100th anniversary of first women voting 14 December 2018. 

 These milestones would frame our campaign. 

 We needed to bring the story to Manchester; research highlighting high level of 

London-centred activity. 

 Emmeline Pankhurst is recognised globally, however, relatively low awareness that 

she was from Manchester. 

 Emmeline’s great-granddaughter, Helen Pankhurst, would speak on behalf of the 

Pankhurst. 

 The Pankhurst fought against the bulldozers in the 1970s; the women behind it are 

passionate, bold and fearless. 

 The suffragette story, in depth, had been largely untold. 

 Resources and the Pankhurst opening hours would be limited. 



Strategy and tactics, including creativity and innovation: 

We’d place the Pankhurst and its powerful story on the map and align this with the fact that 

this iconic, hugely historically significant museum, is supported not by public funding, but by 

the goodwill of volunteers and ad hoc donations. 

We’d look not only to the past, but the present, with the fact that housed within the Pankhurst 

is Manchester Women’s Aid, supporting women suffering domestic violence/abuse. 

This story represents everyone’s history, so the focus would be on national and regional 

audiences. 

With huge #Vote100 plans being developed by major organisations we’d contrast them with 

plight of the small museum from where the suffragette story began.  

 Gail Heath (Chief Executive) Elaine De Fries (Operations Director) and Helen 

Pankhurst would be spokespeople. 

 With an out-of-date website, a media pack would be important. 

 Photography commissioned of the building, parlour where the first suffragette 

meeting took place and spokespeople.  

 We’d build to 6 February as our first key media moment and look to take ownership 

of this. 

 Guardian seen as key for its agenda setting power. 

 BBC Breakfast key for its vast reach and ability to cascade stories.  

 Documentaries would be commissioned to tell the #Vote100 story and we wanted to 

be at the heart of these. 

 Co-ordination with Pankhurst team on social media. 

 

Implementation of tactics: 

Pre-2018–getting onto the agenda: 

 From late 2017 media/production company briefings commenced, press pack 

distributed, meetings set up (e.g. different departments of the BBC).  

 The One show interviewed Helen Pankhurst at the Pankhurst for a feature on 

Emmeline. 

 The Guardian’s Frances Peraudin visited and interviewed Gail Heath -appeared as a 

full p3 on New Year’s Day 2018 and online, talking of the historical significance of the 

building and funding challenges. 

 Appearances in key publications including Britain, Discover Britain, Lonely Planet. 



 4 January BBC Breakfast broadcast an interview with Helen Pankhurst at the 

Pankhurst. 

6 February–key media moment / PM’s visit: 

Our briefings emphasised the significance of the date and the Pankhurst in telling this story. 

The night before, a gala was held at Manchester Central Library; BBC News, Radio 

Manchester and BBCNWT covered. 

Full day of media interviews and activity – results in evaluation. 

The PM privately visited the Pankhurst and met Helen Pankhurst/volunteers, with strict 

media restrictions for this historic moment.  The release following the visit covered by FT, 

Lancashire Life, About Manchester. 

Helen Pankhurst launched her book Deeds Not Words with a House Party at the Pankhurst.  

Media attended and covered. 

8 March–International Women’s Day: 

Suffragette makers Pathé agreed to royalties-free screening to fundraise for the Pankhurst.  

Through Fido, Village Screen donated its services and the Pankhurst approached the 

Whitworth, who agreed it could be held in its Great Hall. 

Listings included: Vogue, Guardian, Harpers Bazaar. 

Worked with MarketingManchester to support its #RadicalManchester campaign and its 

changing of the city’s name to Womanchester. 

20 March-Worker Bee Weekender: 

Hosted 9 Instragram influencers (560,666 combined reach) 

19 May–Greater Manchester Run: 

Splash was made visually, with 100 women running for the Pankhurst, and via the media.  

Highlight: interview on the Live BBC2 programme. 

26 May–#PledgeforPankhurst: 

Lucy Powell MP wrote to the PM, with cross-party backing, asking for support for the 

Pankhurst.  We combined this with the donation of an Emmeline Pankhurst dress and the 

fact that until there is investment in the Pankhurst, it is unable to put such items on display. 

An exclusive piece was offered to BBC Breakfast who broadcast live from the Pankhurst 

throughout the morning.   

Additional support: Fawcett Society, Manchester Museum, Northern Power Women, 

Whitworth, Sally Lindsay, Lemn Sissay. 

The pledge has had the biggest social media impact to date. 

 



Measurement and evaluation:  

Media: 

Compiled without cuttings service 

Highlights include: 

6 February: 

 BBC Breakfast 

 Good Morning Britain 

 BBC Radio Manchester broadcast breakfast show from the Pankhurst. 

 BBC 6 O’clock News 

 BBC Radio3  

 Stylist  

 R4 Woman’s Hour broadcast programme from the Pankhurst 

 BBC 5Live 

 Manchester Evening News 

 iNews 

 Sky News 

 BBC NorthWest Today 

 BBC NorthWest Tonight 

 ITV News at Ten 

 Google Trends peak of 100, 3x the highest peak in the last 5yrs 

Documentaries: 

 Emmeline Pankhurst: the Making of a Militant 

 Suffragettes with Lucy Worsley 

 Who Do You Think You Are? 

 Great British Railway Journeys 

 BBC1 History documentary (embargoed) 

 

 



Totals:     

 167 total (including international) 

 60 national print & online 

 20 national broadcast 

 21 regional broadcast 

 58 regional print & online 

 Reach where figures available 266,530,019 

Social media: 

No expenditure, all organic. 

 Additional Twitter followers peak: Feb, 800+ 

 Impressions peak: May 211k (May2017 10.9k) 

 New followers since campaign began: 2,800 

 Top tweet: #PledgeforPankhurst; 23k+, 140 retweets, 139 likes 

 Total impressions: 1,331,000 

 Influencer tweets/retweets: @10DowningStreet, Julie Hesmondhalgh, Maxine Peake, 

Jennie McApline, Jane Garvey. 

 Media tweets: One Show, BBC Breakfast, Guardian, Sky News, Good Morning 

Britain, Mirror. 

 New Facebook page set up at start of campaign. 

 600+ additional followers 

 Top post 10.4k reach,1.2k clicks, 390 reactions. 

 Posts reach: 32,487 

 
 

Budget and cost effectiveness: 

Oct’17-June’18: £10,800 (work continues to 2018 end). Pankhurst opens each Thursday and 

every other Sunday: visitor numbers have quadrupled.   

“I cannot overestimate the difference working with Fido has made to our national and 

regional profile and our fundraising campaigns. I speak for all when I say Fido’s expertise in 

nurturing key media and donor relationships combined with their supportive style and 

flawless project management has meant that we have grown in confidence as a team and as 

a Trust.” - Gail Heath, Chief Executive, Pankhurst Trust. 


