
 

 

Category: Travel, Leisure or Tourism Campaign 

Company: Rule 5 and Blackpool Pleasure Beach 

Entry title: A New Icon for Blackpool 

 

 
Brief and objectives: 

Blackpool Pleasure Beach appointed Rule 5 to work with then to unveil Icon, a new £16.25 

million rollercoaster in May 2017. Working in partnership with the in-house team, Rule 5 was 

tasked with:  

 Delivering widespread national press coverage in print, broadcast and online 

 Communicating Icon’s USPs  

 Creating excitement and conversation around the new ride 

 Promoting Blackpool Pleasure Beach as a leading UK amusement park 

 Positioning Icon as the most exciting ride to launch in recent years 

 

Rationale behind campaign, including research and planning: 

The communication needed powerful visuals, but until the actual launch day there would be 

by definition no visuals of people enjoying the rollercoaster.  For much of the campaign, we 

were dealing with a building site at various stages of completion. 

The campaign required excitement to reach the thrill seeker audience but needed to appeal 

to families too.  

It wasn't the highest, the fastest or the longest but as a "double launch roller coaster" it is the 

UK's most technologically advanced and it would loop round and through many other rides in 

the park so it could be described as "the most interactive". We used the concept of 

technology to make it sound both thrilling and also safe. 

 

Strategy and tactics, including creativity and innovation: 

An image can speak a thousand words.  Motion graphics say a lot more.  Blackpool 

Pleasure Beach & Rule 5 devised a strategy that would bring Icon to life. We created an 



exclusive sizzle – a promotional video usually only carried out by production industry 

professionals – in the style of a Hollywood blockbuster trailer.  

It was created using state-of-the-art CGI techniques, giving an exclusive ‘riders view’ of the 

yet to exist rollercoaster. Advanced CGI photography was produced for print media, to 

convey the excitement and thrills ahead.  

Online media was prioritised to drive viewers. We recognised the power & potential of the 

social media platforms of national news outlets in driving awareness and traffic to the 

Blackpool Pleasure Beach Facebook page and visual content.   

An online, pre-packaged press pack consisted of the press release revealing the name, the 

full-length sizzle, a shortened clip and the sizzle with subtitles.  

The press pack also included pre-recorded, high quality footage of interviews with Blackpool 

Pleasure Beach Managing Director, Amanda Thompson OBE and of the amusement park, 

giving us the potential to maximise feature opportunities. 

 

Implementation of tactics: 

When we announced the ride's name the appeal of the visuals and authenticity of the ride’s 

design ensured interest from the mass media without a press call, delivering content directly 

to media desks in an iconic way – with a clear managed message.   

Online media was prioritised to drive viewers. We recognised the power & potential of the 

social media platforms of national news outlets in driving awareness and traffic to the 

Blackpool Pleasure Beach Facebook page and visual content.   

An online, pre-packaged press pack consisted of the press release revealing the name, the 

full-length sizzle, a shortened clip and the sizzle with subtitles.  

The press pack also included pre-recorded, high quality footage of interviews with Blackpool 

Pleasure Beach Managing Director Amanda Thompson OBE and of the amusement park, 

giving us the potential to maximise feature opportunities.  

Broadcast opportunities were vital and Rule 5 shared the sizzle telling Icon’s story and 

confirmed live opportunities for filming and interviews at the park on the day.  

A series of milestones ensured coverage continued through the year in the run up to launch. 

These included: 

 The fitting of the final piece of track 

 The arrival of the first car 

 Initial test runs using weighted cars (without passengers) 

For the press preview we assembled over 200 journalists and stakeholders. They were 

provided with all the collateral they could ever need for extensive media coverage: 

 Go-pro footage taken from the front car 



 Brand new imagery 

 A history of Blackpool Pleasure Beach 

 Links to social content and hastags 

 Interviews with the owners 

 Technical fact sheet 

 Attention grabbing statistics: 

 The ride generates the same G-Force as an F1 car 

 The launch velocity is double that of a commercial airliner 

 The 120 degree banking is 3x as great as a cycling velodrome  

 

Measurement and evaluation:  

The original announcement: 

 Generated 224 items across national regional and broadcast media 

 The coverage included almost all top national daily titles 

 There was  Facebook reach of 1.3M, 440K page views, 4K shares and a 1000% rise 

in followers. 

The launch day of 23 May resulted in: 

 Over 450 items of press coverage including the Mirror, The Mail (online and print), 

The Sun, The Star, The Telegraph  

 A reach of over 5 million through conventional media alone. 

The media generated met all of the requirements - communicates Icon’s USPs, created 

excitement and conversation around the new ride, promoted Blackpool Pleasure Beach as a 

leading UK amusement park with the most exciting ride to launch in recent years.  

In business terms: 

 The website which takes almost all of the advance bookings saw a six month 

increase of over 500% in traffic to 420k visits in May. 

 Blackpool Pleasure Beach has seen an 18% increase in advance bookings made 

online compared to prior year. 

 The publicity generated by the ICON campaign has also seen a 19% increase in 

business from pre-booked groups looking for a day out at Blackpool Pleasure Beach 

 



Budget and cost effectiveness: 

The budget was £40k over twelve months. 

The long term evaluation of the campaign will be over months and years but in the 

immediate post launch period, a year on year booking increase of 18% has been recorded 

with a dramatic increase in web traffic. 

"That was good, that was really good...fantastic." Philip Schofield  

"I want to come and do it...so brilliant... I wanna go." Holly Willoughby 

ITV's This Morning. 

 


