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CHINA'S TERRACOTTA ARMY

The First Emperor: China's
Terracotta Armyexplored one
of the greates archaeological

discoverie s of the twentieth
century, giving an insight into
China’s Hrst Emperor, Qin
Shihuangdi, and his legacy.




CHALLENGES

Intellectual integrity
Ticket sales
Working in a new space

Criticism of cultural diplomacy with China — human
rights

China ‘overkill' — timing of exhibition
Major building works taking place at the same time
Tutankhamun — potential competition for visitor figures

Exhibition not matching up to preview press —
expectation management, concern regarding review
press
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PREPARATION & PLANNING

Over 18-24 months out from exhibition opening...
Set objectives

|dentified target audiences

Situation analysis (including identifying ‘competition’ for visitors)
Pricing

Title

Key message development

Photography

Created campaign look & feel

Warmed up contacts

Broadcast concepts developed

Ticket sales channels identified

+
+
+
+
+
+
+
+
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OBJECTIVES

- To successfully promote the exhibition to press
and visitors

. To ensure ticket sales

- To reposition the British Museum as a venue for
temporary exhibitions + building on the success of
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- To drive visitors to the permanent collections

- To encourage visitors to think about the long
history of China




PRESS LAUNCH

- February 07 press launch. 7,000 tickets
sold

- Discussions underway with BBC 2
regarding one-off documentary

- Press Trip £ March 07. Allowed for ongoing
coverage between May + August

- Developed dedicated campaign for
European and International press
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Ticket sales channels

. BM Box Office

- Third parties (including offices in North
America and Europe; + links to Visit Britain

online shop, etc)
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PRE-OPENING PRESS

August = key month with arrival of objects
Planned extended preview period for reviewers / filming
Press views, 3 days set aside with over 600 attendees

Broadcast of the BBC 2 documentary twice in opening week,
combined viewing figures of 4.2 million

Cartoonists aware of the exhibition, using the terracotta
warriors as inspiration
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Advertising campaign

- Online £ enews, viral, banner ads
- Qutdoor £ London underground and Adrall
- Targeted magazine/speciality publications




Targeted Distribution

- London
- Regional UK + local companies
- Europe = via ticket sales partners




Marketing Partners

- London
- Regional UK
- Europe



















POST OPENING £ PRESS

- Publicity continued strongly in September
and October + strength of ticket sales

- Public Programme
. Protests and issues







POST OPENING - MARKETING

- The stage was set, contingencies were in
place to boost sales...but problem was
was actually finding enough tickets to keep

up with demand...




CHINESE NEW YEAR

- Attended by over 35,000, the busiest single
day in the BM’s 255 year history

. Showed a different side to the BM

- Debut chamber version of Monkey:
Journey to the West

- Issues = different sponsor and timing
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OUTCOMES

Over 850,000 visitors to the exhibition, at capacity throughout

Contributed to increased visitor figures to the BM overall, up
from 5 million in 06/07 to over 6 million for 07/08

Over 850 print articles received, combined circulation of
1,397,715,7292. Over 50 TV and radio features broadcast.

Change in profile and positioning of the BM = helpful for future
planning

Highest ever sponsor recognition
Audience profile (eg dramatic increase in regional UK visitors)




LESSONS LEARNED

- Timing was advantageous

- You need a good 2 years to really plan this kind of
exhibition

- These kinds of exhibition only come along once in a
generation

Impact on staff + resources stretched and strong
Infrastructure needed (including effective internal
communications)

- Servicing ticket deals

Need to be flexible £ eg changing creative for space
booked




And for those of you who missed the
exhibition¥

























