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Brief and objectives: 
The annual Student Night event at Trinity Leeds shopping centre is one of the most 
anticipated events in West Yorkshire’s calendar. For one night only students from the four 
local universities in Leeds are able to secure huge discounts across all retailers. However, 
with every new academic year comes tens of thousands of new students who are unaware 
of the event. And with student audiences notoriously difficult to reach, Umpf needed a 
creative campaign to reach its target audience. 
 
Umpf created a “Real Deal” campaign, central to which was a piece of video content starring 
Premier League footballer Zlatan Ibrahimovic and global model Cara Delevingne. 
Except of course, they weren’t the ‘real deal’, Trinity Leeds' Student Night had the real 
deal… 
 

1. Objective one: To drive footfall to Student Night 
2. Objective two: To engage a difficult-to-reach student audience to drive pre-event 

registrations 
3. Objective three: To launch Trinity Leeds’ Snapchat as a means to target students. 

 

Rationale behind campaign, including research and planning: 
With Leeds being the fourth largest student population in the country, our target audience 
comprised students at one of the four universities: Leeds Beckett, The University of Leeds, 
Leeds Trinity University and Leeds College of Art. With each new academic year comes tens 
of thousands of new students who are unaware of the Trinity Leeds Student Night. 
 
With student audiences notoriously difficult to reach via traditional media, Umpf opted for a 
social media approach, with a single piece of humorous content at its heart. 
 
For one evening only, Student Night, offers big discounts across the centre’s retailers. Umpf 
used this as the hook and created a “Real Deal” campaign to reinforce the discount 
message. 
 

Strategy and tactics, including creativity and innovation: 
Video content was the primary tool in making Trinity Leeds’ latest Student Night its most 
successful ever and helped to drive almost 25,000 pre-event registrations and more than 
30,000 student shoppers. 
 



The Real Deal video, around which the campaign was centered, was filmed in Leeds’ 
student heartland and used ‘celebrities’ recognisable among students. It made for a 
shareable piece of content among our target student audience which had “the real deal” 
message at its heart. 
 
In addition, the use of Facebook Live and the launch of Trinity’s Snapchat channel ensured 
that relevant content was delivered on platforms popular among students. 
 

Implementation of tactics: 
We implemented a range of creative content concepts and activities to meet the objectives 
outlined, these included: 
 
Real Deal Video: 
We created a fun, shareable, candid camera-style video filmed on location in Headingley 
(the student epicentre of Leeds) and also within Trinity Leeds. The video stars Premier 
League footballer Zlatan Ibrahimovic and global model Cara Delevingne. Except of course, 
they were look-a-likes and not the ‘real deal’, Trinity Leeds' Student Night had the real 
deal… 
 
Snapchat Geofilter: 
We maintained the conversation around Trinity by launching its own Snapchat profile ahead 
of the event and building a specific Snapchat geofilter that supported the Student Night 
event. Our target student audience are core Snapchat users, and we utilised this to push the 
popularity of the event on the day and encourage more people to come and visit the centre. 
 
Snapchat Story: 
Throughout the event, we created live content on Snapchat – documenting various activities 
going on and showcasing the number of students coming down to the centre. We promoted 
discounts and offers on Snapchat that the students would have to screengrab and present to 
the retailer to redeem. By having offers on Snapchat, we were able increase our 
engagement on this particular profile, having just launched the account on that day. 
 
Facebook Video Content: 
We utilised the engaged Facebook audience with video content. We used the Real Deal 
video to entice people to come down to Student Night and to get the audience talking about 
the Trinity Leeds brand. The video had 80,380 views and reached 220,975 people, 
effectively hitting our target audience. We then captured a Facebook Live of the evening 
unfolding, particularly the large and winding queue at the entrances which reached 74,590 
people. Finally, we created a round-up video of Student Night displaying the queues, deals 
and entertained which reached 23,700 people. 
 

Measurement and evaluation: 
Social media was the primary tool in making Trinity Leeds’ latest Student Night its most 
successful ever and helped drive almost 25,000 pre-event registrations. Umpf recognised 
this and utilised the power of Facebook and Snapchat to ensure relevant content was 
delivered on platforms among our target audience. 
 
“Our Student Night last year was our most successful student promotion ever. The event, 
which was primarily promoted using social media and spearheaded by our candid 
camera-style ‘Real Deal’ video, saw more than 30,000 students pass through the centre in 
a few hours and contributed to our second busiest day in the whole of last year.” 
 
Rebecca Woodhead, Events Manager, Trinity Leeds 



SUMMARY 
 

1. Objective one – Trinity Leeds’ Student Night 2016 was its most successful Student 
Night ever, with over 30,000 students attending. It also contributed towards the 
clients second busiest day of the whole of 2016 

2. Objective two – Almost 25,000 students pre-registered for the event, thanks 
predominantly to the social content. The Real Deal video content had a combined 
reach of over 200,000 spanning across all social media channels 

3. Objective three – Umpf launched Trinity Leeds’ Snapchat on the night and snapped 
exclusive offers people could redeem by showing the Snap. We also created a 
Student Night geofilter which was seen by 58,656 people. 

 

Budget and cost effectiveness: 
Budget breakdown: 
 

 Social advertising £650 

 Ferrari hire, lookalikes, props - £2,434.80 

 Filming and agency fees - £3,750.00 
Total: £6,834.80 

 


