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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 EMMA BRADY

your email address Emma.brady@birmingham.gov.uk

your organisational @twitter @bhamcitycouncil

your personal @twitter [optional] @smileygirlie72

category entered
Best Comms Team
Best Comms Professional
Best Collaboration

name of organisation/team/individual 
being entered/nominated

Birmingham City Council / Emma Brady

name of entry Once Upon A Time In Birmingham: Women Who Dared To Dream / 
#BhamRemembers

date project delivered [to / from] 25  January – 13 October 2018
(development and delivery; sales phase ongoing)

campaign/project budget £35k (£16k production; £19k marketing / promotion)

brief description of objectives As part of the city council’s Birmingham Remembers campaign, 
which aims to encourage greater civic pride through celebrating key 
events and the role of Birmingham’s citizens (includes WWI and 
women’s vote); a book celebrating female leaders and achievers was 
commissioned in January 2018.



comms2point0unawards.co.uk #UnAwards18

The book – aimed at a young female readership (11-16 year olds) – 
was created and curated by the city council working with partners 
The Emma Press, Writing West Midlands and local author Louise 
Palfreyman. It was officially launched at the Birmingham Literature 
Festival on 14 October 2018.

The council’s royalties from book sales will go into a legacy fund, to 
be administered by the Lord Mayor’s Charity trustees.  First payment 
into this fund is expected in March 2019.

The objectives for this project / campaign are:
 To develop and deliver a book to mark the centenary of the 

first women getting the vote;
 To create a legacy fund to award bursaries for academic / 

occupational development to schoolgirls who aspire to 
achieve in Birmingham

 To generate inspiring content to promote the book to the 
target audience on social media channels – both producer 
and user-generated content.

 To sell 5,000 books by October 2019

brief outline of strategy/plan
 

 The project, inspired by the raft of ‘girl power / empowerment’ 
books like Bedtime Stories for Rebel Girls, aimed to find and 
celebrate 30 Birmingham women and their achievements.  

 To source content – and start to create an appetite for the 
project – we ran a social media campaign to crowdsource 
public nominations for women past or present.

 Council ‘champions’ were chosen to ensure cross-party 
support for the project. They were kept informed of progress 
with regular updates.

 Nominations were to be shortlisted externally – by a 
group of young, female writers (Spark Young Writers) to 
ensure the women featured in the book were inspiring and 
felt relevant to our target audience.

 Working with partners – Writing West Midlands, The Emma 
Press, Louise Palfreyman – through the editorial process, to 
identify stories to ‘drip-feed’ to generate interest and 
meaningful media coverage ahead of launch at Birmingham 
Literature Festival in October 2018. 

 Strategic release of key stories / images to mainstream 
and social media to generate ticket sales for book launch, 
which were incentivised – ticket price was redeemable 
against books purchased at the launch event (£3 off).  

 To maintain interest through pre-Christmas sales period, 
a series of events are planned during November at 
Birmingham City University, Foyles, Waterstones and 
Birmingham University.  This provides opportunity for public 
to meet and hear from some of the women featured in the 
book, which will be sold at all four events.

 Success will be measured by:
1. Books sold
2. Value of legacy fund (achieved via royalty payments)
3. Attendance at book launch and promo events
4. Quality mainstream media coverage
5. Social media coverage, clicks and reach achieved
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what did you deliver and how did you 
measure it?

Project deliverables were/are:
1. Publish the book
2. Social media campaign 
3. Quality media coverage
4. Organise launch event
5. Organise programme of promotional events
6. Book sales
7. Legacy fund value

1. From idea to receiving the finished books from the printer, 
took just over eight months – which in publishing circles is 
described as ‘insanely quick’.

2. Social media campaign ran in three phases: a) to crowd-
source public nominations to find 30 women to feature in the 
book; b) to create appetite for the book; and c) to promote 
the book, launch and related events to drive sales and 
attendance.

 During the nominations period, we received 203 
nominations for over 130 women – through a mix of 
social media messages and emails to a dedicated 
campaign address. 

 Over the campaign period there were 248 posts 
across Facebook, Twitter, Instagram, LinkedIn, 
Google+ and YouTube.  

 Key platforms were Twitter and Facebook, achieving 
27.9m and 118.7k reach respectively – and 4.4k link 
clicks across all accounts. 

 Top campaign tweets calling for nominations (27 
Feb), revealing the name and cover art (13 Aug), and 
promoting the launch event (2 Oct) each received 
over 17k impressions on Twitter

 This drew 249 inbound messages / comments (73 
Twitter, 176 Facebook).

Engagement was extensive across UK, western Europe, the 
USA and even extended to Australia, China and Vietnam.

3. Strong local media coverage, including items on Midlands 
Today (12 Oct), ITV Central (1 Oct), The Birmingham Post 
(‘Birmingham’s greatest women inspire next generation with 
new book’ p3 – 15 Aug;  ‘Engineer who helped 9/11 rescuers 
proves inspiration’, p14 – 13 Sept), Birmingham Mail (‘The 
9/11 rescuer hoping to inspire young Brummies’, p3 – 14 
Sept), Birmingham Updates (4 Oct), BBC WM – Breakfast 
Show (12 Oct); Free Radio - bulletin (12 Oct);  Asian Image 
(‘New book inspires Birmingham women and their 
achievements‘ – 15 Oct).

4. The launch event was sold out three days in advance – all 
292 seats at the Studio Theatre at the REP,  which was 
captured via a number of videos with women featured (and 
relatives) plus project stakeholders to give a flavour of the 
book and the event itself.  
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5. A series of events are being held in November, to further 
drive sales in the run-up to Christmas. First will be at 
Birmingham City University on 7 November, with a capacity 
of 150; followed by bookstore events at Foyles (22 Nov) and 
Waterstones (24 Nov).

6. Once Upon A Time In Birmingham… went on sale on 13 
October – with 157 sold at the launch event. Sales to date 
(as of 24 Oct) – trade, online and retail sales – total 352 
books.

7. The first royalty payment from book sales is due to be made 
in March 2019, and at six-month intervals thereafter.

what were the outcomes/benefits?
 
The outcomes / benefits were:

1. Increased social media engagement over the campaign 
period from c. 2.3k average impressions during nomination 
phase though to c.15k-plus impressions for tweets promoting 
book launch.

2. Sold out launch event at the Studio Theatre, which generated 
positive social media interactions and 157 books sold on the 
day.

3. Books stocked in High St retailers Foyles and Waterstones in 
Birmingham, supported by trade and online sales (via The 
Emma Press and Amazon websites).

4. Building solid partnerships with city partners, including 
Birmingham City University, Birmingham Hippodrome, 
University of Birmingham, and strengthening our 
relationships with project partners and retailers to deliver a 
series of promotional events, which has resulted in some 
collaborative working. 

5. Establishment of a dedicated legacy fund for young women 
to assist their academic / occupational ambitions in the city.

6. All of the above generated wider interest in the book, 
resulting in further events being confirmed.

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

This project originated from my desire to do something different to 
mark 100 years since the first women getting the vote.

My idea to produce a book to showcase Brum’s brilliant women and 
inspire the next generation of fearless females meant we could 
celebrate many women, not just one.

Industry partners initially felt this couldn’t be done on such a tight 
schedule, however with my comms colleagues, we developed, 
published and launched the book in just over eight months; 
apparently this is ‘insane’ in publishing circles - as are the sales 
achieved since it was launched on 13 October.    (99 words)


