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Brief and objectives: 
The EuroScience Open Forum (ESOF) is a unique event. Held in a major European city 
every two years, it is the only European meeting at which scientists, teachers, students, 
media, policy makers, industry and the public can come together to debate, influence and be 
informed about current and future developments in science and technology and their impact 
on society. It also gives the host city the designation of European City of Sciencefor that 
year. 
 
The University of Manchester and Marketing Manchester delivered the PR and marketing 
activity for ESOF, which took place in Manchester in July 2016. The objectives were to: 
 

 Increase mainstream, national and international media coverage of cutting-edge 
scientific and technological developments in all scientific areas from the natural and 
physical sciences to the social sciences and the humanities 

 Increase European dialogue on science and technology by offering a platform for 
cross-disciplinary interaction and communication between the public, politicians, 
policy makers, industry, the media and scientists 

 Stimulate and increase the engagement of the Greater Manchester (and wider 
European) public with science and technology. 

 

Rationale behind campaign, including research and planning: 
Our strategic objectives were underpinned by a series of supporting delivery principles which 
ran through our approach to everything that we did. These principles were: 
Be an incubator for collaboration - in true Manchester fashion we brought together diverse 
perspectives, blending industry, academia and culture to create unexpected unique 
partnerships to look at science in a new way. 
 
Be a champion for innovation - as the city where science first met industry, Manchester has 
been a place where new ideas are genuinely embraced. 
 
Be unafraid of controversy – the theme ‘Science as Revolution’ was at the heart of the 
programme for ESOF 2016 and as such we tackled contentious and difficult issues. 
 
Be a catalyst for excitement – we generated anticipation excitement and noise, bringing the 
city and the conference together in a celebration of science. 
 



The communications plan was developed in the Autumn of 2015. All measures were 
achieved and in most cases exceeded significantly: 

 Attract 3000+ delegates from over 80 countries 

 Bring 400 science communicators (including 200 accredited media delegates) to 
Manchester 

 Press tours during ESOF 2016 to cover five key scientific areas 

 Four media partners 

 100,000 participants in European City of Science branded activity 

 Engage and inspire over 30,000 young people 

 750 media mentions in over 25 countries 

 6,000 Twitter followers 

 1,400 LinkedIn group members 

 100,000 visits to esof website 

 2,500 downloads of the event app. 
 

Strategy and tactics, including creativity and innovation: 
There were three phases of the campaign; the first began in January 2016 when 
Manchester’s year as “European City of Science 2016” started. An outdoor advertising 
campaign ran alongside a print/digital communications content push. 
 
The second phase saw the promotion of ESOF through targeted digital content, feature 
pieces in the media and outdoor advertising across the city for a period of two weeks in May 
and June 2016. 
 
The final phase took place in July 2016. This campaign was a full mix of digital media, 
promotional activities and large scale outdoor advertising - including key gateway points in 
the city plus a popup installation at Piccadilly Railway Station and Manchester Airport, 
supported by Visit Britain. In total, across the three phases, there were a total of 120 million+ 
possible views of the campaign material. 
 

Implementation of tactics: 
Building momentum with the media - 
 
26 press releases were issued in total over the course of the project. We also secured seven 
media partnerships to complement the promotion of ESOF 2016 through traditional press 
and marketing initiatives. We worked with the European Science Journalist Association and 
the Association of British Science writers to bring a number of events to Manchester as part 
of ESOF, bringing 200 journalists from across the UK and Europe to Manchester, many for 
the first time. 
 
Where culture meets science: reaching atypical audiences for science - 
 
The Robot Orchestra was one of a number of creative projects that captured the imagination 
the public, and engaged young people it was intended that the project would continue after 
the end of ECoS. 
 

 27 robots had been created by local schools, university students and community 
groups and 24 local schools had been involved in making robots 

 The video of the inaugural performance at ESOF 2016 had over 129,000 views 

 In March 2017 BBC Radio One release a video feature with DJ Greg James who 
teams up with 15 Robot Orchestra members to play Ed's song 'Shape of You' 

 



Using mobile technology - #Astrotram 
 
An innovative partnership with TFGM saw the Metrolink go intergalactic – from special 
platform announcements from Professor Brian Cox, to pop up experiments from real 
scientists and trams morphing into portals to another dimension with a host of interactive 
content on the trams and poster sites at stations, using beacon technology with augmented 
reality and virtual reality to guide people around the city and to the 70+ festival events that 
were taking place. 
 

Measurement and evaluation: 
Extensive press coverage was secured in leading media around the world including – The 
Times, Independent, Financial Times and Daily Mail; Science, American Scientist, The 
Smithsonian in the United States; Xinhua News Agency in China; Der Tagesspiegel and 
Stuttgarter Zeitung in Germany. Highlights include: 
 

 2,000+ media articles (web, print, radio and TV) from over 25 countries 

 54% of coverage achieved within the UK; 46% in the rest of the world 

 Positive media coverage – 99% across both projects 

 2.4 million twitter impressions (30 June and 29 July 2016) increase of 40,000% on 
2015. 

 
“ESOF2016 was a triumph - a great conference in a great city. And the media operation in 
particular went perfectly. The press office facilities were just right for the number of 
journalists attending. Toulouse has a lot to live up to.” - Clive Cookson, Science Editor, 
Financial Times 
 

 
Budget and cost effectiveness: 
The budget for PR and all associated communications activities for ESOF2016 and 
European City of Science (including GSS) totalled £37,500 across all work streams. 

 


