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Campaign Presentation 
Our social media campaign has been created in the way of capturing the attention of GWR as well as our target audience. 
Our target audience is males aged 25–34-year-old males. We have found this information out from conducting multiple levels of research (Similar web 2024
). 
GWR should use our social media campaign because we have included every aspect of Leeds festival you could possibly imagine. These include: 
· An Introduction 
· A popular song (World, Hold on – Fisher) 
· Videos of the festival 
· Authentic Images
· Viral moments from the festival 
· Great Western Railway Advertisements 
· Branding 
· What the train journey will look like 
· What it's like to camp 
To further our marketing campaign, we can partake in promotional activities such as ticketing competitions and giveaways that can be conducted on social media, promotional collaborations with popular and local influencers as well as handing out posters and flyers in the streets. 

Another way GWR can benefit from out campaign can be from User Generated Content, UGC is when previous and existing festival goers will post photos and videos on social media for the world and people of interest to see. Benefits from User Generated Content are showing the real-life experiences and just the pure joy people feel when seeing their favourite music artists and bands perform all on the same stage in one place.
GWR as a singular brand can forward the idea of place-building to Leeds Festival. Place-Building is when a brand creates a sense of community in one location. From the use of this, many new and existing friendships have been created solely from similar interests- in this case, it is music festivals. 
We picked TikTok as our platform to post our campaign on as it was shown to be the most popular app worldwide and among our target market. To grow the interest, we can post our campaign video to more social media platfroms such as Instagram Reels, Youtube Shorts and Facebook videos. 
Posting on other platforms can engulf more people's attention. Facebook would be amazing as it's the most popular platform with 3.06 BIL Monthly Active Users (or MAU’s for short), YouTube is the 2nd most popular platform with 2.70 BIL MAU’s. Instagram is then ranked 4th (under WhatsApp) with 2.35 BIL MAU’s. TikTok is then finally ranked at 5th place with 1.67 BIL Monthly Active Users. However, it is the fastest growing app to date and most used by males aged 25-34 (as previously mentioned) (Similar Web 2024). 

To create our visual, we used the editing tool CapCut. We chose to use this app as it is very efficient to place photos and videos all together. Adding an audio layer on top is also straight forward. Making a video on CapCut is easy to post to other social platforms straight from the app. We added some personal touches to our campaign which include some of our own photos and videos. 

 We will now show you our short 30 second visual campaign for Great Western Railway. Please pay close attention as it is a quick, fun and snappy video that will captivate you with bright colours, fun pictures and videos and a viral song on top of that. 
We hope you enjoy and thank you for your attention so far. 
(30 second video plays)


