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#UnAwards18 ENTRY // NOMINATION FORM

Please complete this entry form and email it to admin@comms2point0unawards.co.uk 
by 25 October 2018 (midnight)

You are able to send one piece of supporting information to help with your entry (but 
please only send one as our judges will not be able to look at any more than this) 

Thanks.

your name
Louisa Dean

your email address
Louisa.dean@rbwm.gov.uk

your organisational @twitter
@RBWM

your personal @twitter [optional]
@LouisaDean23

category entered
Best comms team 

name of organisation/team/individual 
being entered/nominated

Royal Borough of Windsor & Maidenhead

name of entry
Royal wedding comms team

date project delivered [to / from]
Feb – May 

campaign/project budget
0

brief description of objectives
Ensure that HRH Prince Harry and Ms Meghan Markle 
have a successful wedding by putting a successful 
event management plan in place. 

Show Windsor in the best light to the world as there will 
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be local, national and international media, as well as 
potential tourists, watching the televised event.

Maximise opportunities before, during and after the 
Royal Wedding to ensure that we draw tourists and 
businesses to the town and the wider borough.

brief outline of strategy/plan
Within the comms plan for the wedding and to match the 
objectives there were a set of areas that needed to be 
promoted and marketed. 

They were: 
 Promoting Windsor as a place to visit – before 

and after the wedding. 
 Getting to Windsor on the day via a variety of 

transport options. 
 Road closures for the day as well as on the 

rehearsal day. 
 Pre-booking car parking at the Review Ground 

and other parking options on the day. 
 Welfare provisions – first aid, toilets and 

refreshments. 
 Local entertainers on the day.
 Public health awareness for residents who need 

adult social care, disabled people and pregnant 
women.

 BBC bunting competition.
 Library services events including museum 

activities. 
 Street parties.
 The clear-up operation.
 Round-up of the day.

We also raised awareness of the Rock the Moor event 
in Cookham which involved road closures as well as the 
Maidenhead celebratory events for the wedding at 
Riverside Gardens. 

In the run up to the day we drafted in a wider 
partnership team where we shared messages via a 
rolling email chain. 

We ran planning scenario sessions with the team and 
the wider partnership team to ensure everyone was 
aware of roles and responsibilities. 

The council had a team of 18 officers working on the 
day – this was a mix of communications and marketing 
officers as well as extra resources we secured via other 



comms2point0unawards.co.uk #UnAwards18

agencies.  

We also had support from the Local Government 
Association in the build-up to the event and they were 
on-call to provide resilience if needed. 

what did you deliver and how did you 
measure it?

For each of the activities listed above we produced a 
series of communications.

These included:
 Specific website content on both RBWM and Visit 

Windsor 
 Specific Twitter content with pictures and web 

links depending on the area of promotion. 
 Specific Facebook posts depending on the area 

of promotion. 
 Specific press releases focused on the area of 

promotion which was targeted at local, national 
and international media. 

 Booklet which was added to both Visit Windsor 
and RBWM website as well as 60,000 printed 
copies which were distributed to the Tourist 
Information Centre, the two train stations in 
Windsor and via Royal Borough Ambassadors to 
hand out to the public. 

 Familiarisation trips were organised from when it 
was announced that Windsor was to host the 
royal wedding. This was to encourage a range of 
media to promote the town both before and after 
as a destination to visit. 

 Interviews – a range of interviews were held with 
a variety of officers and councillors to promote 
the range of activities depending on the 
audience.

 Cover it Live sessions were organised in 
conjunction with the police. These were 
specifically focused to residents and businesses 
of Windsor with the aim of raising awareness of 
details on road closures and access 
arrangements on the day of the wedding.

 Letters were sent to a wide catchment area of 
residents and businesses to ensure they were 
informed of the details prior to the Cover it Live 
sessions. 

 Hyper-lapse videos for the procession route, and 
walking routes from the two train stations and the 
Review Ground car park. 

On the day we had 18 officers working. There was a 



comms2point0unawards.co.uk #UnAwards18

structured approach with the communications and 
marketing manager leading the communications from a 
council perspective from Windsor library. 

A team in Maidenhead was led Maddie Pinkham, Senior 
Comms Officer, supported by four officers looking after 
social media, the two websites and design work which 
was needed on the day. 

A representative was also present from the library and 
resident services team. They monitored social media 
and alerted the communications and marketing manager 
of any issues. 

A team on the ground also looked after press pens and 
the Guildhall where we placed local media and 
councillors. We also had two roaming officers – one 
taking photos and the other providing content to tell the 
story of the day. 

A WhatsApp group was set up to share photos and 
provide updates to the whole comms and marketing 
team regardless of location.

We measured the work through:
 Hits on the website
 Engagement rates on twitter/facebook
 Press release coverage
 Recorded the number of familiarisation trips and 

its coverage following the trip.
 Logged the number of interviews.
 Recorded the number of questions from Cover it 

Live sessions and hits on the FAQs following the 
sessions. 

 Number of hits on the hyper-lapse videos.

The attached evaluation shows how we measured the 
activities and its outcomes.   
 

what were the outcomes/benefits?
The outcomes and benefits had a wider impact than just 
on the comms and marketing team which are displayed 
in the evaluation report.

The figures set out below show the figures for footfall to 
Windsor, hits to the website, engagement rates as well 
as visitors to the town and viewing figures.    

Social media and website figures 20 April-20 May 
2018
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 537,865 unique visitors to our website 
compared to 446,739, an increase in website 
traffic of 20% since the same time last year.

 On Twitter we saw: 
o 1.2 million impressions (total number of 

people who saw tweets from the Royal 
Borough of Windsor & Maidenhead Twitter 
account) this compares to only 160,000 
impressions the week before. 

o The majority of the 1.2 million impressions 
came from our Twitter activity on the day 
with nearly 700,000 impressions, the 
most in the history of the council’s Twitter 
account. 

o Our links were clicked over 1.7 million 
times on Twitter, an average of 247 per 
day that week. 

We tweeted on average every four minutes during the 
wedding with 130 tweets during the day. 

 On Facebook we saw: 
o Page views up by 215% compared to the 

seven previous days.
o Page likes up 111% compared to the 

seven previous days.
o Page reached 37,899 Facebook users 

the week of the wedding. 
o Over 13,000 people engaged with our 

Facebook posts up 36% compared to the 
seven previous days.

o Video views up 132% compared to the 
seven previous days.

o Page followers up 103% compared to the 
seven previous days.

27 familiarisation trips were organised in the run-up to 
the wedding with tour operators from around the world 
to promote Windsor in a wide variety of publications. 

In total there were 255 articles published in an array of 
local, national and international media. 

A report of the weekly footfall in Windsor town centre 
from 14 May-20 May showed that:



comms2point0unawards.co.uk #UnAwards18

 Footfall was up 82% on the same period last 
year.

 There was the highest weekly footfall count that 
has ever been recorded in Peascod Street (since 
counters were installed in 2014).

 The busiest day in Peascod Street was Friday 18 
May with an increase of 143%.

The week before (Monday 7 May) saw a weekly footfall 
of 201,826 people passed through Windsor town centre, 
a 36.9 percent increase on the same week last year 
when 147,433 people were in town.

On the day - 110,000 visitors came to Windsor to 
celebrate the wedding of the Duke and Duchess of 
Sussex. 

There was an estimated global audience of nearly 2 
billion people who watched the royal wedding 
procession.

tell us why you should win 
[in no more than 100 words]

Once in a lifetime event.

Well planned in advance with comms plan, grid and 
action plan. 

Small team but worked in partnership with tourism team 
and external partners to extend our resources.

Received a huge amount of positive coverage in local, 
national and international media which promoted the 
town and borough. 

Increased our Facebook and Twitter followers as well as 
getting huge engagement levels. 

Received a huge amount of hits on our website. 

Showcased Windsor to the world. 

Received praise for the event from a wide section of 
stakeholders/partners/councillors and the Royal Family. 

Continued to deliver business as usual.


