Slide Two:
We are here today, to pitch our social media campaign, as part of the events marketing team.
Fans of all genres can enjoy an unmatched experience at Reading Festival thanks to its varied lineup. The festival is a must-attend event for music fans due to its lively atmosphere, extensive history, and remarkable lineup of artists. 
 
Slide Three:
We are thrilled to introduce our most recent campaign, which has been meticulously created to meet the objectives and goals of our target market.
Slide Four:
We have also included a map showing attendees, the train journey from Swansea to Reading.

Slide Six:
We want to advertise what GWR offers such as discounts, railcards and sustainable travel. 
Younger generations are more interested in environmentally friendly transportation and brand image. As GWR want to meet the needs of people without compromising future quality of life they want to increase recycling and divert waste from landfills.
 
Slide Seven:
It helps define and reinforce our aim, of inspiring and facilitating the unforgettable journey to Reading Festival. 
 
Slide Nine:
According to statista (2025) 61% of festival goers travel together as a group compared to people travelling alone - therefore we decided to advertise our content idea as a group of friends travelling on the train together to the Reading festival.

Slide Twelve:
Previously Cadbury’s held an interactive #CadburyInventor campaign, inviting fans to create their own chocolate bar flavours. As you can see, it was a popular campaign, with 200,000 entries. We can follow in their footsteps by engaging with our users by encouraging them to share their travel stories or festival experiences using our chosen hashtags, creating a sense of community and excitement. 

Using interactive content, such as user-generated travel stories and festival experiences, we can foster a sense of community and encourage more interactions with the brand.

By highlighting the environmental benefits and unique travel experience, we can enhance the GWR brand image and appeal to eco-conscious travellers. 

Incorporating these strategies and focusing on engaging content, we can achieve a successful social media campaign that drives brand awareness, customer engagement and ticket sales. 

Slide Thirteen:
[bookmark: _Int_qN4voynG]Our initial costs are low as we appeared in the advert ourselves and used a green screen for the background but hope once we win this pitch, we’ll be able to create a better quality advert but using the same concepts, whilst editing in our customers own footage. 

Social media advertising can be more cost-effective in comparison to traditional advertising methods. These platforms offer various formats that can fit different budgets.

We have chosen to use in-feed ads for TikTok as they take up all of the screen, which grabs the users attention. At £6.30 CPM, they are the most affordable option, when taking into account the ROI. 
The in-feed ad features videos of upto 60 seconds, embedded within the “For You” feed with 26 kinds of CTAs supported. 

Slide Fourteen:
[bookmark: _Int_tO4kZoA8]Since GWR added a Call to Action option on their website, the results are clear and visible.

We want to incorporate personalised CTAs into our social media strategy, as their shown to perform better than generic ones and to drive more traffic to the website, increase sales and achieve a higher return on investment. 

[bookmark: _Int_UOWbweo9]As 18-34 year olds have a high engagement rate and active online presence, this will increase the likelihood of the advert being seen and interacted with, leading to higher conversion rates. 

Using social media provides detailed analytics and metrics, allowing us to measure the effectiveness of our campaign. These metrics cover advert engagement, reach and conversion rates, helping to assess the ROI. 

We hope our well-crafted campaign will attract new customers, whilst retaining existing ones. 

Slide Fifteen:
(P) There are Government policies to support public transportation and environmental initiatives, which can positively impact train travel. Policies promoting sustainable travel options can encourage more people to choose trains over cars. 
 
(E) Ticket prices, fuel costs and overall affordability can influence travelers decisions. Competitive pricing can attract more passengers. 
 
(S) Understanding the target audience, we can tailor our marketing strategies and services to meet their preferences and needs. 
 
(T) With advanced online booking systems and mobile apps, it's more convenient for planning travel and purchasing tickets. 
 
(L) Adhering to safety standards and regulations is essential for the operation of train services. Ensuring passenger safety can build trust and reliability. 
 
(E) Train travel is generally more environmentally friendly compared to car travel. Promoting the environmental benefits of train travel can attract eco-conscious travellers. 

Slide Sixteen:
Together, we can make sustainable travel the preferred choice for festival goers, ensuring a greener future for all. 





