Marketing and publicity
This document aims to provide an overview of the types of activity that were undertaken to publicise the ViolaQuest game, and highlight aspects that we would do differently.

The ViolaQuest marketing aimed to tie in with the storyline by making the advertising look as if Viola and her friends had done it themselves.  Posters, stickers, and other items were single colour only, and designed to look like they have come off a standard printer and possibly photocopied (see Figures 1 and 2). It was also important that a balance was struck between raising awareness of the game and putting people off by it being too ubiquitous. 
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Fig 1 : Poster with tear-off



Figure 2 : Stickers
A team of four students were employed to distribute marketing materials during the first two weeks of term. As well as the posters and stickers, the map pieces themselves were used as key publicity materials, and less cryptic flyers were used to promote the educational benefits of the game rather than the ‘mystery’ angle.
The range of marketing activity that took place included:

· A4 posters with tear-offs located in key areas around the campus. An initial run placed in week 1 with a second run made in week 2, replacing missing posters or posters with all tear-offs removed.

· Stickers, to be put up around campus in week 1. 

· T-shirts for student team to wear when working.

· Interview on student radio.

· Announcements via student email and the university Virtual Learning Environment.

· Student press advertisements.

· A5 flyers to Education and Welfare officer, Mature Students Association/Officer, International Students Association, various student societies, and available to be distributed on stalls at the freshers’ fair.

· 200 map pieces to be made available on the library stall at freshers’ fair.

· 1,600 map pieces to be distributed across campus throughout the course of freshers’ week.

The two major lessons learned from research into the publicity and marketing were a) to emphasise the educational rather than game aspects and give students a clear reason for taking part, and b) do not bother promoting during freshers’ week when students are already overwhelmed (see evaluation report for more detail). 
