
 

 

Category: Arts, Culture or Sport Campaign 

Company: Fido PR and Emmeline Pankhurst Statue Committee 

Entry title: Our Emmeline 

 
 
Brief and objectives: 

WoManchester was established with the aim of commissioning the first female statue in 

Manchester in over 100 years. 

A public vote was held of six shortlisted figures, with 56% voting for Emmeline Pankhurst. 

Six artists then created maquettes of their designs, with the public voting for Hazel Reeves’. 

Our Emmeline would be unveiled on 14 December 2018 – centenary of the first women 

voting in a UK General Election. 

This award focuses on June-December 2018. 

Objective: raise awareness of Our Emmeline and achieve national profiling. 

 

The idea, research and planning:  
• Vote100 events and stories were dominant throughout 2018, to achieve national 

stand out this would need to be a very ambitious project 

• To achieve national standing we’d need to ensure the unveiling itself was of a scale 

to warrant this 

• Historic moments and milestones would form the framework 

• Historic stories of a political nature often centre on Westminster, we needed to 

challenge this with a compelling Manchester story 

• Emmeline Pankhurst is recognised globally, but with relatively low awareness that 

she’s from Manchester, we’d position this as her homecoming 

• With no historic images, the focus would be on visuals of the statue in progress 

• A number of vote100 inspired statues were underway, adding to the challenge 



• Millicent Fawcett’s statue unveiling was delayed; we were building a campaign 

around one of the key dates for 2018 that, being in December, would make difficult to 

move 

• 14 December was historically important, but also challenging – weather, Christmas 

shopping/celebrations, etc. 

 

Strategy, tactics, creativity and innovation: 

We’d bring the public along the journey, emotionally connecting the story and giving a 

reason to be there for the unveiling. 

We’d push the historic importance of 14 December and the reason for people to mark this. 

We’d maximise on Our Emmeline as a ‘people’ project, which has captured hearts in 

Manchester and beyond. 

With the design chosen by the public this couldn’t be a ‘best kept secret’, nor would this be 

Our Emmeline’s spirit, so we’d story tell at each significant moment. 

We’d reflect Emmeline’s life/legacy in as many ways as possible. 

We’d share the powerful stories of Andrew Simcock (creator of WoManchester, led the 

vision for Our Emmeline), Hazel Reeves (sculptor), Helen Pankhurst (Emmeline’s Great-

Granddaughter). 

We’d establish cultural support to complement that established with the corporate 

community. 

We’d celebrate not only the design skills of Hazel Reeves, but the traditions that have gone 

into this handcrafted work of public art. 

We’d tell the stories of community interaction undertaken by the project. 

Tactics: 

• Spokespeople leading all media: Andrew Simcock, Hazel Reeves, Helen Pankhurst 

• Cultural partnerships established with Pankhurst Centre (Emmeline’s former home, 

where she founded WSPU) and People’s History Museum (major vote100 exhibition) 

• VisitManchester and VisitEngland to be kept briefed; opportunities sought 

• Press pack would introduce the story to media/stakeholders 

• Press releases, photo-calls, briefings 

• Spokespeople would use Twitter, Fido would tweet for Our Emmeline. Facebook to 

be used for event focus. 

 



Delivery: 

We focus here on activities from June onwards. Prior to this we’d announced Our Emmeline 

as receiving part funding from the government’s Centenary Cities Fund, introduced the 

Prime Minister to the maquette of Our Emmeline, celebrated planning permission. 

• EMMELINE'S BIRTHDAY-15 July 

The stone meeting circle surrounding Our Emmeline, the first physical presence, was to be 

unveiled on Emmeline’s birthday. 

It co-incided with The World Cup Final and was on a Sunday, but we secured the attendance 

of BBC and ITV. 

• THE POUR-October 

This traditional moment would symbolically see the sculpture’s clay mould cast into bronze. 

There was physically only space for two journalists in the foundry, which we gave to the BBC 

and Press Association; resulting in national and international coverage. 

• PLANNING THE MARCH TO OUR EMMELINE-November 

Two marches would take place to greet Our Emmeline, leaving from Pankhurst Centre and 

People’s History Museum. 

In addition to those assembling in St Peter’s Square, businesses overlooking would host 

celebrations. 

Fido created a communications pack for partners with the information / quotes / images / 

social media needed. 

Media briefings pitched why Our Emmeline was THE media moment. 

Planning took place with MCC for a media platform for filming/photography of the unveiling. 

Press-pass accreditation managed by Fido. 

• LEAD IN TO DECEMBER 

Fido created press stories on: 

Manchester City FC– Emmeline’s ‘coming home’, with half-time activities taking place during 

the Bournemouth game. 

Stop the Trams– photo-call staged with Metrolink to communicate its support for the 

unveiling and key travel messages (the location being a major interchange); visually 

recreating a historical moment in Emmeline’s own campaigning. 

Schools march for Emmeline– 1,000 school children would be involved in the march, with 

the press release also illuminating the spirit of the occasion. 

Overview of the event– with so many logistical aspects, road closures, etc. this shared the 

timings and all the-need-to-know information. 

 



• 14 DECEMBER 2018 

R4 Today– headline announced the unveiling. 

BBC Breakfast– live broadcasts throughout from a school preparing for the march. 

Good Morning Britain– interview with Helen Pankhurst. 

BBC Bus– positioned in St Peter’s Square broadcasting throughout the day for BBC Radio 

Manchester and stations around the country. 

BBC Radio 3– special programme. 

BBC Suffragette Wagon– took part in the march from the Pankhurst Centre, with live 

broadcasts. 

Media attending/reporting on the day included: BBC TV (national/regional), ITV News 

(national/regional), Sky News, C4 News, Channel 5News, BBC 5Live, The Guardian, iNews, 

That’s Manchester, Getty Images, AFP, Reuters, Hits Radio, Camera Press, Manchester 

Evening News. 

6,000 people attended the unveiling, with many more watching from the surrounding 

buildings/via live streaming. The media described it as the ‘grand finale’ to 2018. 

 

Measurement and evaluation:  

MEDIA: 

In addition to above, highlights include: 

• The Times 

• The Sun 

• Daily Mirror 

• Telegraph 

• Huffington Post 

• Stylist 

• News International 

• Yorkshire Post 

Totals June-December: 

Compiled without cuttings service – actuals expected to be far higher 

• 179 total 

• 37 national print/online 



• 27 international 

• 13 national broadcast 

• 24 regional broadcast 

• 79 regional print/online 

Minimum reach (where figures available) 312,704,949 

SOCIAL MEDIA: 

All organic. 

Twitter: 

• 2,000 followers 

• ‘Emmeline Pankhurst’ trended at no.18, #OurEmmeline no.110 of 269 UK trends 

• December impressions/new followers: 271k (Nov=55.3k, Oct=12.8k); 630 

• Influencer tweets: GM-Mayor Andy Burnham, Sally Lindsay, Tony Walsh, Baroness 

Williams (Government Equalities Minister) 

• Media tweets: Guardian, BBC Breakfast, Manchester Evening News, BBC News, ITV 

News, Sky. 

Facebook: 

• 9,035 posted interest in attending unveiling. 

 

Budget and campaign impact:  

June 2018-January 2019 £10,000. 

“The WoManchester Statue Campaign was securing good local coverage in the early years. 

However, when Fido started working with us the campaign profile moved on to a much 

higher level with national and international coverage. The overall impact of their involvement 

became apparent on the day of the unveiling when the national press and media focused on 

Manchester as THE place to celebrate the 100th anniversary of women first voting in a 

British General Election." 

Andrew Simcock, Chair, Emmeline Pankhurst Statue Committee. 

 


