[bookmark: _GoBack]The source to be analysed in this source analysis is the advertising leaflet for Raglan Castle. Published by Cadw[footnoteRef:1], it consists of one sheet folded into five sections. It is printed on both sides, one in Welsh and one in English, complying with the Welsh bilingual policy for public organisations.[footnoteRef:2] The images and layout on both sides are identical. For the purposes of this analysis the focus will be on the English side, as the content is the same in both languages, but my linguistic ability is not. [1:  “Cadw is the Welsh Government’s historic environment service working for an accessible and well-protected historic environment for Wales.”  http://www.cadw.gov.wales/?=en]  [2:  The Welsh Language Act 1993 included the requirement that “all organisations in the public sector providing a service to the public in Wales to treat Welsh and English on an equal basis”.] 

The leaflet is part of a series of leaflets Cadw created to attract visitors to their sites. The series has been redesigned recently, replacing a previous series. The aim of the leaflet is to promote awareness of Raglan Castle as a visitor destination and to encourage people to find out more about the site and to become members of Cadw. 
The first side is the only side visible until it is unfolded, making it suitable to be displayed in leaflet racks at tourist information centres and other leisure attractions, thus broadening reach to a wider audience than those already visiting Cadw sites. The sections are folded so that the leaflet presents its title page in English on one side and Welsh on the other, allowing it to be easily displayed in either language, also ensuring a single document complies with the bilingual policy in terms of displaying public information. The bulk of the text is white or mid blue on a pale blue background. No text is overlaid over an image, and the font has no serifs, making it easier to read for those who are visually impaired and those with SpLD. The bulk of the page is made up of a sunlit picture of Raglan Castle, with wooded hills behind it and fields in the foreground. The view is shot from the West of the castle, which while giving a good idea of the size of the surviving building, means that Raglan’s most distinctive feature, it’s hex towered gatehouse, fades into the battlements. This may be to take advantage of the light, but the previous leaflet did include the gatehouse on the front, so perhaps this choice is to provide a fresh take and impression of the castle on the new leaflet. The leaflet is marked 2018/19, showing the material has been produced recently, and suggesting that the information is updated periodically, and the details are currently correct. 
The tagline under the title of Raglan Castle is “Henry Tudor’s childhood home”. This is likely to be to encourage people to visit by referring to a familiar historical figure. The information provided on the next three sides include five points about the castle, two sentences in a paragraph and three bullet points. This is laid out with the apparent intention of increasing the likelihood of people remembering and engaging with the information as it uses the five-point rule.[footnoteRef:3] All the other information given referring directly parts of the building further illustrate those points, highlighting grandeur, status, and luxurious lifestyle. Setting aside the clearly laid out opening times, contact information and facilities details, and returning shortly to the images used, the information stressing high living seems a logical lure to draw people in. Everybody can relate to eating, there is a popular conception of nobility living the high life in castles, it hints at being able to find out more interesting things to encourage visiting. However, the fourth page also advertises an app, and this is where the emphasis on status and wealth gets a little more, complicated, as it makes assumptions about the wealth of its audience. It advertises a downloadable app [footnoteRef:4] containing “exclusive” and “hidden content”. In one sense, this implies a sense of fun and exploration. However, it assumes that everyone visiting the castle has an expensive, relatively new, device that can download the app. While many visitors may have access to this, and there is great potential for an app to be able to further support needs like visual impairment or provide engaging activities for children, there are also going to be a significant number of people who without devices capable of downloading the app. Cadw’s premise is to preserve and conserve Welsh heritage, yet this excludes information presented as valuable to visitors below a certain access to the latest technology.  [3:  A common teaching technique based on evidence suggesting that people only remember 3 to 5 key points of new information during a presentation, and that to maximise retention it’s best not to present more. ]  [4:  There is Wi-Fi on site, so this is in theory technologically available.] 

The photographs used are all sunlit, and show Raglan Castle’s rural setting, and impressive array of battlements and hex towers. It is a palatial building and has clear indications on the pictures as to how they fit with the text. Using female re-enactors, again drawing on high status imagery, including one wearing a coronet, and a smiling child posing at the top of a tower with panoramic views behind them, suggests effectively that the site is good for family days out, and that there is more there than stone buildings. 
There are statements to induce people to take up Cadw membership, including a list of other sites, references to offers both online and in ticket offices, and encouragement to look at the Cadw website for events listings. Again, encouraging people to consider that there is more to visiting their sites than looking at old buildings. 
In summary, this source appears to meet the intention with which it was created. To attract visitors to Raglan Castle, and other sites, and persuade them to join Cadw’s membership and be part of the organisation. It is clear, well laid out and colourful, despite using a restricted colour set. There are some problematic conceptions regarding the focus on status, given assumptions about technological access to the app, but it is impossible to really assess this without considering the other advertising from the organisation and their interpretation on sites as a whole. As a source, it may be of interest to anyone exploring audience engagement and how advertising can drive footfall within heritage sites, particularly if it would be possible to compare the figures and membership uptake from the current leaflet(s) with the old set. 
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