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Brief and objectives: 

This June will mark 75 years since the D-Day landings in Normandy, the beginning of the 

end of the war in Europe. 

Ahead of this momentous occasion, The D-Day Story – the UK’s only dedicated D-Day 

museum, run by Portsmouth Council – wanted to raise its profile and attract more visitors. 

The challenge was to create and tell a story that would bring the significance of the events 

home to the public and make people want to become a part of the run-up to the 75th 

anniversary. Taking any of the museum’s existing exhibits and artefacts on tour wasn’t 

possible, so we needed a new and original idea that would take the heart and message of 

the D-Day Story outside of its own four walls. 

It also had to provide people with a compelling reason to visit the museum, and help them 

learn more about the personal stories of the people involved in the event. Ultimately it had to 

get more people through the door in the run-up to the anniversary itself. 

 

The idea, research and planning: 

The D-Day Story is home not just to artefacts and memorabilia but a host of information, 

knowledge and tales. 

We dove deep into the stories housed by the museum to find something that would 

resonate, and uncovered that of Lieutenant Den Brotheridge, believed to be the first Allied 

soldier killed in battle on D-Day. 

Before joining the forces, Den played football professionally for Aston Villa Colts. At just 28 

years old, he was shot after throwing a grenade at German troops on the infamous Pegasus 

Bridge, and left behind a wife pregnant with their first child. 

His story brought home the true meaning of D-Day and the sacrifices made by Den and 

legions of others of men like him – men with bright and promising futures – and the families 

who loved them and were left to carry on without them. 



Den stood out as a story we could use to demonstrate the rich and complex lives of the 

many thousands of men who lived and died that day, ensuring each and every one was 

remembered for the heroic gift of their lives. 

 

Strategy, tactics, creativity and innovation: 

Stories can be told with more than words, and we wanted something tangible that the 

general public could interact with. 

We teamed up with renowned sculptor Alfie Bradley, creator of the Knife Angel, to 

commission a poignant piece of art that would become a lasting tribute to the 4,414 soldiers 

who lost their lives on D-Day, with Den as the centrepiece. 

We tracked down Margaret Brotheridge, the daughter his wife gave birth to after his untimely 

death, and secured her support for the campaign as consultant and spokesperson. She was 

willing to share photographs of her father, which were used to create ‘D-Day: Soldiers of 

Sacrifice’, an abstract steel sculpture of a World War II soldier in the image of Den. 

The sculpture depicts the soldier crouched as if to throw a grenade, but instead releasing a 

dove as a symbol of peace, with wings outstretched to reflect the gliders in which soldiers 

had descended onto the Normandy beaches. 

We placed 4,413 replica World War II bullets at Den’s feet, one for every other soldier killed 

that day. The sculpture was then taken on tour, to bring the essence and message of the D-

Day Story to people around the UK. 

 

Delivery: 

The statue began its journey from Media City and was unveiled live on BBC Breakfast in 

March 2019 by Jane Barnard from The D-Day Story and Alfie Bradley. 

During its time on the piazza, buzz spread and thousands of visitors were welcomed to learn 

more about the campaign and the museum. 

We then took the statue on the road, visiting locations with travel links to Portsmouth to 

encourage visitors to the museum, and those with a tangible link to Den, or the D-Day 

landings. 

From Manchester the statue travelled 754 miles south through England stopping by Villa 

Park, where Den played football, Liverpool Cathedral where it was visited by the First Sea 

Lord, codebreaker HQ at Bletchley Park and Waterloo station, before crossing the Channel 

to Normandy. 

Here it was taken to Pegasus Bridge, the location of Den’s death, before being brought back 

to its final home at The D-Day Story. 

 

 



Measurement and evaluation:  

From launch, the statue’s journey was covered extensively by local and national broadcast, 

print, and online outlets (82 pieces of media coverage in total) and an estimated 260,800 

members of the public were motivated to come and see the statue during its tour. 

The ultimate KPI for this piece of activity, however was to drive awareness and visitor 

numbers to The D-Day Story in Portsmouth ahead of (and beyond) the June 

commemorations. 

 

Budget and campaign impact:  

Visitor numbers to The D-Day Story have increased by 80% from the week prior to the 

statue’s launch, and this number has remained consistent since March, fulfilling the objective 

of increasing footfall to the site. What’s more, 19% of visitors now report to have heard about 

the museum via print or broadcast media, versus 6% prior to the campaign. 

For this campaign, we had a total budget of £70k, divided into £35k fee and £35k costs. 

 


