
 

 

Category: Regional Campaign of the Year 

Company: Prohibition PR 

Entry title: Placing Leeds back in the 'Spot Light' 

 
 

Brief and objectives: 

Prohibition was briefed by Leeds-based leisure destination, The Light, to develop an 

engaging social media campaign to increase footfall levels and sales. The brief forms part of 

The Light’s broader strategy to celebrate the city in which it operates, and meaningfully 

engage with the local Leeds community. 

Concept: 

• Develop an engaging social media concept that also manifests in real-time and 

resonates with the centre’s key audiences 

• Ensure the City of Leeds and its residents are central to the creative concept. 

Business objectives: 

• Drive increased footfall to the centre during the campaign period 

• Drive tenant sales, as a result of the increased footfall levels. 

Social objectives: 

• Broaden the Light’s current social media reach to new relevant online communities in 

the city 

• Boost social reach and engagement by 50% 

• Increase followers of The Light Instagram account by 20%. 

 

The idea, research and planning: 

All of Prohibition’s activity is founded in data, insight and a solid planning process, which 

enable us to deliver creative campaigns that resonate with the client’s core target audience. 

Prior to deciding upon the umbrella theme of the campaign, we carried out an in-depth social 

media listening programme, to identify the most popular topics discussed on social in Leeds 

city centre, amongst the target audience of professionals and affluent students. In addition to  



the most popular conversation themes, we also uncovered the most prolific social channels 

used in Leeds by our target demographic. 

From our detailed analysis, we discovered: 

• Leeds is now one of the most instagrammed cities in the UK per capita 

• City centre photography (especially people and buildings) is in the top three 

• conversation topics discussed in Leeds on social media 

• In 2018 there were more than 78 influential photography groups active online in 

Leeds 

• Instagram was the social channel of choice for our target audience. 

We then held online focus groups to identify how we could create an engaging campaign 

tapping into this fascinating insight. 

 

Strategy, tactics, creativity and innovation: 

As we knew Instagram was the channel where our customers were most active, and 

photography was the most popular subject on social media in Leeds, we opted to run an 

Instagram-themed initiative celebrating the best shots of Leeds as a city, with the simple 

theme of “celebrating Leeds”. 

As well as asking our core audience to submit photos, we reached out to the many budding 

Leeds amateur photographers and encouraged them to submit their Leeds-themed shots 

and using our hashtag #LeedsLightComp. 

To add further photographic credibility to the campaign, we secured the Leeds Photography 

Group, the biggest association of avid photographers in the city, to form the basis of our 

specialist judging panel, as well as to amplify the campaign. 

 

Delivery: 

The best images were selected, and to help mobilise this new online audience, we needed 

to move this digital initiative into the real world. So the finest ten images were printed onto 

giant magnetic sheets and displayed on 10 huge mobile phone installation Instagram 

boards, displayed in a stunning real-life art exhibition in The Light itself – which would remain 

in place for one month. This was the first time such an exhibition had ever appeared in the 

city. 

A glitzy launch event was organised, with all of the finalists, VIPs and local media invited to 

come together and collectively view their shots in this new walk-through gallery. 

The shortlist and the event were both publicised in the local media through a media relations 

campaign and the greatest images were shared with the regional picture and video desks. 



The overall winner was selected by the professional judging panel was also awarded a 

personalised giant canvas of their stunning shot and this was shared with the media. 

The initiative was designed so it could be replicated in further seasonal rounds of striking 

photography – enabling us to create a legacy around the campaign. The second theme was 

‘Leeds in summer’, during the month of July, and a ‘Light’ themed initiative in October, to 

coincide with the city-wide festival, Light Night. 

In addition, a giant mural featuring all 2,000 original entries is being made into a giant, 20ft 

tall permanent piece of art for display in The Light. 

The initiative ran for four weeks, an optimal length of time for us to promote the competition 

via both organic social posts and social advertising, as well as traditional PR and media 

relations – without allowing the competition to go stale and become ‘old news’. 

 

Measurement and evaluation:  

The campaign exceeded all of the main objectives - 

OUTPUTS: 

Social media: 

The campaign drove online conversation and engagement in Leeds: 

• During the campaign, the campaign #hashtag reached 521,942 people in Leeds 

• Engagement levels increased by 87% 

• Reach increased by 457% 

• 2036 competition entries. 

 

Budget and campaign impact:  

The campaign cost less than £8,000 in fees.  

A combination of clever activity derived from customer insight, to teaming up with influential 

bodies made this real-life Instagram gallery a celebration of photography – and the city – in 

Leeds that touched its core audiences but went far wider and became the topic of 

conversation during the campaign. All objectives and KPIs – both social and business-

focused were met and exceeded, all while keeping within an extremely tight budget. 

 


