 SLIDE 1: Good Morning/Afternoon.  My name is Eva, these are my colleagues Mia, and Sean and today we are going to be talking to you about Boardmasters Festival and the evolution of sustainability, convenience and popularity among 18-30 year olds, which is the type of market we have decided to target.
SLIDE 2:  One of the aims  of this campaign are to encourage the use of social media, engagement and promotion. The objective of this aim is to inspire participants from past years of the festivals production to share their personal experiences of the festival, and to use hashtags to promote the festival on the appropriate platforms, which my colleague, Sean,  will discuss further into this presentation.
 Another one of the aims of this campaign is to promote the festival in a manner that would solicit change. The objective of this aim is to create an image around the festival making it fun, enjoyable and worthwhile, all while promoting an opportunity to our chosen demographic to take part in sustainability efforts.
 SLIDE 3: Boardmasters Festival is an event held annually in Newquay, Cornwall. . The festival is a combination of amateur and professional surfing, skateboarding,  music  and much more. With Cornwall being a popular destination for many surfers, it is recognised for its picturesque beaches and famous surf lifestyle. Every year, Boardmasters brings thousands of visitors to the festival, offering participants an enticing range of sporting competitions, live performances from various musical artists and cultural experiences.
 With Boardmasters’ popularity growing annually,  Great Western Railway has provided the public with multiple services across the UK which can be used to travel to the festival safely and sustainably.   With services running from major cities such as Bristol, Manchester, and London to Cornwall  where the festival is held, participants are starting to ditch the car and switch to GWR’s sustainable travel service. The closest train station to Fistral Beach and the grounds of the festival is Newquay Railway station.
SLIDE 4: The train routes to the festival are simple and hassle-free for participants.  For London Paddington passengers, they can catch a service from London Paddington to Truro, and then from Truro to Newquay railway station, taking approximately 5 and a half hours.
The Bristol route service consists of a GWR train from Bristol Temple Meads to Newquay, with a change available for passengers at either Truro or Exeter Saint David’s and the total travel time estimates at 4 and a half hours.  Direct rail services are available from Exeter to Newquay, and Plymouth to Newquay, with both travel time durations averaging at around an hour and a half.
SLIDE 5:  In addition to this,  London is home to an 18-30 year old demographic with interests in surfing, skateboarding, and live music.  There are currently tens of thousands of Londoner’s who take surfing very seriously, and don’t have the opportunities to surf in an atmosphere like Boardmasters.  Therefore presenting information and conducting research on travel routes and travel times is essential to target such a large demographic, especially when the demographic are coming from the same city. (Surfer Today, 2025)
SLIDE 6:  Travel links from the train station are also almost equally as accessible and convenient for festival-goers, thanks to the boardmasters shuttlebus.  The shuttlebus service runs every 10-15 minutes from the train station with a direct route to the festival, which is easy to maintain as the festival is only a short journey of around 6 minutes.  Festival-goers can also walk from the train station to the festival site to avoid the shuttlebus ques as the walk estimates at around a 15-20 minute journey on foot.
 SLIDE 7: Luggage forwarding services are available for the festival, which is recommended as surfboards are not allowed to be transported onboard the GWR trains. However, There are good alternatives for festival goers who are hoping to surf this festival season, all thanks to rental services like Newquay Surfboard hire.   Based in the heart of Newquay, Cornwall this service is a no-brainer as it allows the demographic the option of using GWR services,  as well as  being on Fistral beach, which is the site of the festival grounds.  With surfboards not being able to be transported on GWR trains, this alternative is good for inspiring the environmentally conscious target market were trying to reach to ditch the car, and hire a surfboard instead.

SLIDE 8:  The brand personality of the demographic we are aiming to has been defined using AAKER’s brand personality framework. This Framework has been most useful when working out the most efficient ways to market to 18-30 year olds and the traits a brand needs to possess in order to engage with this demographic. These topics were covered as it is vitally important to take the interests, aspirations and principles of this demographic. Young adults between 18 and 30 are a demographic in search of events, services and more which they know will be authentic, comparable, and something that coincides with the evolving lifestyles of young adults. 18-30 year olds are usually environmentally conscious, tech-savvy, and appreciate brands that have a deeper meaning.
SLIDE 9:  Developed by Jennifer Aaker,  the framework Aaker’s brand personality shines a light on 5 key aspects that brands can learn to adapt to, to create a distinguishable personality.  The 5 aspects are Sincerity, excitement, competence, sophistication, and ruggedness.  These aspects are often used to assist companies and businesses in becoming more relatable, and for their brands to be more exposed to the market that they're trying to reach. To show understanding of this particular framework, my team and I applied this model to our chosen market, which is young adults between the ages of 18-30.
SLIDE 11:  Characteristics of sincerity tend to rotate around honest, wholesome, dependable and light-hearted brands. Some examples of brands that would appeal to the demographic while also demonstrating sincerity are Patagonia and Ben & Jerry’s. Ben and Jerry’s has progressed its brand constructed on their values. These values consist of environmental sustainability, social justice for all, and the use of fair trade ingredient in their products. The Gen Z demographic take pride in having brands such as ben & jerry’s in their home. Whether it be advocating for the climate crisis, or supporting fair trade, Ben & Jerry’s are sincere in coinciding the brands business practices with it’s core values.
 With Patagonia’s brand personality being honest, environmentally conscious, and aligning with this generations ethics, this brand draws young adults in with their strong guarantee of sustainable, good quality products.  Patagonia’s translucency with its customers, and the brands performance with regards to ethical manufacturing are all traits that strongly resonate with the Gen Z demographic, who are particularly conscious with environmental issues. I will now hand you over to my colleague Mia, who will explain this model further.


