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Executive Summary  

In September 2008, the Regional Development Agency awarded the Centre for Life a project grant of £600k to 
deliver three festivals of science in Newcastle.  
 
The aim of the project was to bring science into the lives of as many people as possible; to create evocative 
event experiences and to ultimately inspire attendees to embrace science for personal enrichment; or as a 
potential career choice.  
 
Since then, the equivalent of £1million worth of positive press coverage has been achieved, and over 160,000 
adults, families and school children have participated in 300 festival events at over 50 venues.   
 
 
Festival Stats 

Č 2009: 10 days (11-20 March) ï 100 events / 48,500 attendees 

Č 2010: 10 days (12-21 March) ï 130 events / 51,000 attendees  

Č 2011: 6 days (12-17 March) ï 60 events / 61,000 attendees  
 
 
 

 



1.2 Objectives  (2009 -2011)  

Newcastle has hosted a science festival every year (bar one) since 2003. With ambitions to grow the festival 

from its local roots into a nationally-recognised event, the Centre for Life secured a three-year grant from the 

Regional Development Agency.  

In 2009, the festival was re-launched with a new management structure and ñyouthfulò brand identity. Festival 

objectives were closely aligned with the RDAôs Regional Economic Strategy. 

A steering group chaired by the Centre for Life was set up with representatives from Tyne and Wear Museums, 

Newcastle Science City, Newcastle University, Northumbria University, Newcastle Gateshead Initiative and the 

British Science Association. The newly appointed festival manager was located within Centre for Life although 

she worked with venue partners across the region.  

 
ScienceFestôs vision is 
Č To contribute towards North East Englandôs ability to achieve sustainable, inclusive economic growth by fostering an environment where 

science is appreciated and treasured  
 

Our aim is 
Č To deliver social, employment and economic benefits through a world-class festival of science  

 
Our objectives are 
Č To increase scientific literacy among the North East population and embed a positive attitude towards science  
Č To encourage the next generation to consider a science-related career  
Č To use culture to showcase science, and the festival to embed science into the North Eastôs cultural psyche  
Č To promote NewcastleGateshead and North East England as a worldïclass city and region for scientific study, research and industry  
Č To provide a platform to encourage overnight visitors to NewcastleGateshead 

 



 
1.3 Outputs 2009 -2011  

 
Č Newcastle ScienceFest was re-launched in 2009 with a new management structure and ñyouthfulò brand 

identity. The brand values of imagination, play and creativity were woven through all aspects of the festival. 

Č The events programme increased in complexity, scale and ambition over the 3 years. An experiential 

approach was adopted. Formats experimented with include mass participation,  panel discussions, film, art 

installations, musical performance, technology, craft, dance, food, fashion and theatre.  

Č In total, almost 300 events have taken place at over 50 venues including shopping centres, museums, 

cinemas, bars, restaurants, night clubs, libraries, gardens, historic castles, colleges and universities.  

Č 160,000 people of all ages, backgrounds and interests have taken part. The stats are compelling; 86% of all 

attendees plan to talk about the event to friends, family or colleges; 78% of all participants would like to attend 

similar events in the future and 43% plan to actively research the subject topic online as a result of attending 

a festival event.   

Č The festival management team has taken ownership of a series of high-profile events to headline each 

festival. This was supplemented by partner programming which ensured that the programme was inclusive for 

all groups, including schools, families and adults.  

Č The headline programme has included many UK-firsts including the UK premiere of Eepy Bird (who exploded 

1000 litres of Diet Coke and 5000 Mentos mints in five spectacular performances demonstrating the science 



concept of nucleation) and the UK premiere of ArcAttack (a five-piece band who generated 1million volts of 

electricity in a stunning performance using giant musical tesla coils). 

Č A partnership was developed with OôReilly Media to co-create the official UK Maker Faire. The third event in 

2011 was a far cry from the 2009 pilot and the busiest weekend in Lifeôs 10 year history, attracting 300 

exhibiting makers, 14,000 attendees, and a significant numbers of overnight city-break visitors to Newcastle.  

Č Other important national partnerships include the Wellcome Trust which granted the festival a People Award 

in 2011. This facilitated a new partnership with The Sage Gateshead and the Institute of Neuroscience at 

Newcastle University to develop BrainLab (a facilitated installation) and day-long programme of activities 

exploring music and the brain. 

Č In 2011, a decision was taken to reduce ScienceFest from 10-days to 6-days. This was driven by reductions 

in the festivalôs core funding from the RDA.   

Č To achieve maximum value for money and avoid duplication, ScienceFestôs 10-week marketing campaign 

focussed on audience development; targeting those currently unengaged or in hard to reach groups. This 

strategy was successful as 51% of 2011 attendees were first time visitors to the festival.  

Č A dedicated website (NewcastleScienceFest.com) was created. In Jan 2011, this was re-launched to make 

the event search and booking quicker and more enjoyable. 21,000 visitors accessed the new site in the lead 

up to the most recent festival; 50% of visitors were from referring websites, 20% from offline marketing 

activities and the rest predominantly through google search.   

Č In 2011, festival PR was handled in-house by Centre for Life to reduce costs. In total, the equivalent of £1m 

worth of positive media coverage has been generated ï half of which was achieved in 2011. National media 

include GMTV, Loose Women, Gadget Show, BBC, Guardian, Telegraph, and The Independent.   



Č A large volunteer programme has been established and grown from 50 participants in 2009 to over 100 in 

2011 ï each playing a significant role in the delivery of the festivals. 

Č The core £600k Regional Development Agency (ONE) funding was used to leverage additional private and 

public funds. With the inclusion of in-kind support, this amounted to an additional £376k (£142k public / £234k 

private).   

Č All ONE funding outputs have been met or exceeded. This includes 29 unemployed individuals assisted in 

gaining new skills for employment, 1616 accredited skills development, 62 business supports and the creation 

of 4 new knowledge-based partnerships.   

Č ScienceFestôs influence and achievement is best summed up in the visitor quotes from 2011. Below is a 

selection of responses to the question ñNewcastle ScienceFest should continue becauseé?ò  

ñIt is relentlessly positive force for education and enlightenment at a time when both are in short supply. Government please 
take note.ò 
 ñIt inspires an excitement, enthusiasm and interest in science across the generations and gives scientists a vital opportunity 
to showcase their worthò 
ñIt educates both children and adults about the joys and importance of science. It is fun and a massive credit to Newcastle!ò 
 ñScience is too often only for scientists or the young (school age) and itôs nice to have events aimed at adults but not expertsò 
ñIt is a brilliant way to create more ambition for science/engineering innovation, which is key to our regional and national 
economy growthò 
It's amazing that Newcastle has such a huge event that people travel from all over for.ò 
ñEntrepreneurship! The ScienceFest provides a huge opportunity to wake up the talents in current and future generations of 
people living hereò 
ñThere's nothing else like it in UKò  
 
 



2.0 Creating evocative event experiences   
The ScienceFest programme has increased in complexity, scale and ambition over the 3-years.  A small 

management team, situated within Centre for Life, coordinates the festival and takes ownership of creating high-

profile headline events as well as some smaller events to target niche audiences.  

Festival partners (including regional attractions, universities or interest groups) are given the opportunity to 

create their own events for inclusion in the festival. These have been organised independently with festival 

overarching support (e.g. marketing, booking, evaluation) or in partnership with the festival team.  

In total, there have been approximately 300 events at over 50 venues including shopping centres, museums, 

cinemas, bars, restaurants, night clubs, libraries, gardens, castles and historic houses, colleges and universities. 

Brand values of imagination, play and creativity have been developed and woven into the programme. There 

has been a shift away from single interaction events (e.g. lectures) to bigger themed events, with opportunities 

for culture, learning and socialising blended into one experience.  

Many formats have been experimented with to keep the programme fresh and appeal to different audiences.  

This has included installations, film, performance, technology, craft, dance, fashion, theatre, music, food, drink, 

mass participation and debate. The festival has developed new regional, national and international partnerships, 

and collaborated with other festivals including AV10 and the Northern Lights Film Festival.  



2.1 Target Audience     

As part of the core funding conditions, there was an objective to target the North East region as a whole. 

Creating a programme of events that appeals to everyone ï no matter of age, interest or levels of scientific 

knowledge, is a very ambitious and difficult task to do well and one that has been tackled by creating event 

experiences targeted at different audiences.  

Headline events such as the UK Maker Faire have been created to appeal to multiple groups simultaneously. 

This has been supplemented with niche targeting ï such as signed events for deaf families with the BSL or 

events specially created for retired adults in partnership with the University of the Third Age.  

New audience development i.e. targeting people that do not typically engage with science has been a key 

priority and an area where the festival has had notable success.  

Over the three-years, there have been 160,000 visits to festival events from adults, families and schools.  



2.2 Headline Events   

The festivalôs headline events have grown over the three years. Five types of events have been identified as key 

to developing ScienceFestôs unique positioning.   

 

1) Buzzy Launch Event ï worthy of media coverage in its own right e.g. a UK premiere  

2) Hands-on interactive event that will appeal to adults and children  

3) Mass participation event  

4) Cultural collaboration ï exploring science through art  

5) Adult-only late night programme culminating in a óclosing partyô 

 

 

 

 



2.3 Interactive  events for adults and families  

Food for Thought (2009)  

ScienceFest launched the 2009 festival with a weekend family event exploring food at Centre for Life. 

Events at the Food for Thought weekend included live demonstrations of liquid nitrogen ice-cream (including 

taste tests), the science show Ready Steady Science by TV presenter Simon Watt and the UK premiere of 

EepyBird ï an American duo that explodes mento mints and Diet Coke in an exciting choreographed 

performance. Over the weekend, 5000 mentos mints and 1000 bottles of 2litre carbonated pop was exploded for 

1000 visiting families.  

The 2009 Visitor Survey revealed that the majority of the festivalôs family events were much more involving and 

exciting than the adult programme. This was with the exception of the alcohol related events, such as the 

festivalôs specially brewed Darwin beer. However, it was identified that these events were already part of Centre 

for Lifeôs core programme and already had a dedicated audience.  

 



Maker Faire (2009,2010,2011) 

From a pilot event in 2009 which attracted 3000 visitors, the UK Maker Faire event has doubled year-on-year to 

become a highlight in the North Eastôs cultural calendar.  

In March 2011, the event took place simultaneously at Centre for Life and Discovery Museum and attracted 

14,000 visitors (11,000 ticketed, 3,000 outdoor spectators).  

300 makers showcased their creative DIY projects ï including robotics, electronics, 3D printing, craft, smart-

textiles and much more. 10% of the makers were invited and the rest responded to an open-call. Approximately 

5% were international, 10% were from North East England and the rest from other parts of the UK.  



A special emphasis was placed on inviting makers with brand new projects. This included the launch of a 5-foot 

long mechanical fire breathing dragon, a bio-feedback installation which responded to the human touch and a   

4-foot wide geodesic dome made entirely out of estate agent boards. Small branded LED flashy badges were 

also available as a soldering ómake and takeô.    

The highlight of the 2011 Maker Faire was an electrifying performance from ArcAttack ï a US band of daredevils 

who use giant musical tesla coils to produce electrical arcs of up to 12-feet and a sound reminiscent of an early-

days synthesizer. To add extra intrigue to the performance, one of the band members wears a chain mail suit 

during the performance to ñcatchò the electrical arcs. 

The 2011 Visitor Survey revealed that the event was regarded as excellent value for money. The audience 

composition was 40% families and 20% overnight city-break visitors to Newcastle, who had travelled specifically 

for the event. However, it also revealed that the audience would have liked the event to have been on for a 

longer time period and perhaps have had an adult-only area for certain projects.  

The event was delivered in partnership with OôReilly Media and supported by Newcastle Gateshead Initiative, 

Centre for Life and Tyne and Wear Museums.  

 

 

 

 

 



2.4 Ma ss Participation  

Hula Hooping (2010) 

To create buzz and excitement for the 2010 festival, ScienceFest partnered with Real Radio and created two 

hula hoop themed events.   

The Real Science Roadshow took place the weekend before the festival at the MetroCentre - Europeôs largest 

shopping centre. Over the weekend, 10,000 festival programmes were distributed and countless families 

enjoyed taster activities, including hula hooping and a Digital Funfair to pre-promote the Maker Faire. Student 

buskers from the Institute of Physics volunteered to help demonstrate the basic physics related to hooping. 

The second event was created to launch the festival. 1000 branded hula hoops were hidden around Newcastle 

city centre or given out to commuters with festival programmes. The tags on the hula hoops invited people to 

take part in a mass hula around Greyôs Monument at 12noon to celebrate Day 1 of the festival. Despite the wet 

weather, 200 people took part.  



Mp3 Experiment (2011) 

Following the success of the hula hooping event in 2010, ScienceFest invited New York based Improv-

Everywhere to create an Mp3 Experiment, exploring social science and technology.     

Over 400 participants downloaded the 45minute track and took part in the choreographed silent performance 

around Greyôs Monument to the surprise and delight of passing shoppers and commuters.  

Press from Newcastle Chronicle and Journal attended the event, which was described by Improv Everywhereôs 

Tyler Walker as óthe best Mp3 experiment Iôve seen out of New York.ô  

The event was supported by NE1 Ltd and formed part of the Alive after Five campaign to promote late night 

shopping 5-8pm and animate the city centre. 

 

 

 



2.5 E xclusive even ts for adultsé   

Designer Bodies (2010) 

In 2010, the festival wanted to improve its adult programme and introduced ScienceFest After Dark ï a series 

of events for adults aged 18+ including film screenings, comedy stand up, a 3D disco in a disused warehouse, 

workshops to brew your own beer and a Bitter and Twisted cocktail evening in partnership with Jack Cains Gin.     

The biggest adult event in 2010 was Designer Bodies ï a late night opening of Centre for Life exploring the 

extremes of the human body. 10 interactive areas were created, including live tattooing, the worldôs most pierced 

lady, USB microscopes, life drawing workshops and pain threshold testing stations.  

Researchers from Newcastle University, Northumbria University and St Andrews participated and created 

interactive stations using current research in sport science and body image. Academics from Durham University 

showcased their Wellcome-funded art project which included body painting and projected anatomy. A DJ played 

ambient records and two bar services were offered; one selling regular drinks and second selling anaesthetic 

shots. The evening culminated with Australian body artist Stelarc who talked about his various projects including 

his most famous Third Ear on his arm.  The event ran from 6-9pm and 700 adults attended.    



Sex, Drugs & Rock ónô Roll (2011) 

Following on from the success of Designer Bodies, ScienceFest created Sex, Drugs & Rock ónô Roll as the 

festivalôs 2011 closing party.  

Feedback from Designer Bodies had shown that people wanted a longer experience and even more activities. 

The opening time was put back to 7pm and closing time to 11pm. The event evolved from a free event to £3 and 

attracted 1000 people, mostly aged 18-34 years old.   

Overall 20 activities were programmed. These included elements that ran on loop throughout the evening 

including immersive psychedelics in the Planetarium, retro sex education films in the Science Theatre, 

performances by the Guitar Hero world champion and a silent disco DJ battle in partnership with club night 

Brighton Beach.  

Interactive stations were developed and presented by various partners. This included research from Northumbria 

University on attractive dance moves and the chance to try a series of sobriety tests whilst wearing beer 

goggles.  

 



The festivalôs Wellcome-funded BrainLab exhibition was presented by the Institute of Neuroscience and explored 

music and the brain, with the public trying EEG headsets and performing various tasks. Also presented by 

Newcastle University were various exhibits from Culture Lab including Daft Pong ï an interactive ping pong table 

playing samples from Daft Punk and an interactive Flirt Bar exhibit with ScienceFest branded beer mats.  

Centre for Lifeôs education team presented various activities including drugs testing workshops, a dialogue event 

on sex education, aphrodisiac taste tests and a testube cocktail bar.  

Other activities included light painting and a specially created mirrored exhibit exploring findings from NASAôs 

famous experiments with spiders on drugs, showing the effects different drugs have on spider web designs.  

The headline event was a 45-minute narrated performance by Chris Phipps (The Tube) exploring the dark heart 

of Rock ónô Roll, created from his vast experience in the music industry. This was supplemented with visuals and 

sounds from electronic artist Ralph Stokes. 



2.6 C ultural collaborations    

2011 was the first year that the festival has been able to develop large-scale cultural collaborations.   

Brain Wave (2011) 

BrainWave was the first partnership collaboration between Centre for Life, the Institute of Neuroscience at 

Newcastle University (IoN) and The Sage Gateshead. This was made possible through a £30k funding grant 

from the Wellcome Trust.  

The result of the collaboration was a day-long exploration of music and the mind including hands-on activities, 

talks and performance at The Sage Gateshead. Due to the popularity of ticketed sessions, the series of short 

talks were scheduled twice to meet demand. A BrainLab exhibition (6 interactive stations) was created and also 

presented at 2 other festival events; increasing the reach of the activities from 500 to over 2000. As part of the 

project, 21 postgraduate students were trained in science communication and 26 students were involved in 

delivering BrainLab.   A separate report reviewing this project in more detail is available on request.  



Fashioning Science (2011) 

ScienceFest, Science Learning Centre, NetPark and the Beacon North East collaborated on a project with the 

Helen Storey Foundation to create a trail of fashion installations across Newcastle.  

A brand-new dress to illustrate the extraordinary structure of the lungs was created and exhibited in the atrium of 

Newcastle City Library, 4 Marchï11 April. This location was chosen because of the exceptionally high footfall, as 

the library attracts approximately 5000 visitors per day.  

Centre for Lifeôs technical team created an illuminated walkway gallery to display 10 couture dresses from the 

Primitive Streak collection (14 March-11 April). Created by designer Helen Storey and biologist Kate Storey, the 

dresses tell the story of the first 1000 hours of embryonic life. 140 people attended a preview event to launch the 

exhibition, which included a Q&A session with the artist and scientist 

Running alongside the project, was an in-school design competition at Framwellgate School. Winning designs 

were chosen by Helen Storey and shown at ScienceFest and the British Science Associationôs Big Bang Fair.  

 

 



Catalytic Campus (2011)  

The festivalôs second collaboration with Beacon North East was very different from 2010 and focussed on 

creating an evening trail across Newcastle University campus, exploring the theme of sustainability.  

A second facet of the Fashioning Science project (a couture dress and ófield of jeansô that purified the air) was 

located on campus and supported with a Q&A session from the designer Helen Storey and scientist Tony Ryan.     

Other activities included a swishing and sustainable tea party, a geodesic shelter created from estate agent 

boards to explore sustainable architecture, a Climate Roadshow and live animal handling at the Great North 

Museum:Hancock, alongside a selection of activities exploring the threat of animal extinction.   

A big part of the evening was Uni:Presents ï an area where Newcastle University, Durham University and 

Centre for Life showcased science being developed in the North East and hands-on activities.  The event 

attracted 500 visitors and very diverse audience, including families.  



3.0 V isitor Survey   

Almost 3000 self-completion surveys have been returned from festival events since 2009. Key findings are 

discussed in the next section. The focus is largely on the 2011 festival, although comparisons are made with 

2009 and 2010 where relevant.   

 

 



3.1 Demographics 

ScienceFest continues to attract a diverse audience in terms of age, gender and geography.  

Č Men and women were both engaged equally - although there was fluctuation between events depending on content.  

Č Three-quarters of all visitors were from North East England ï with almost 50% from Newcastle / Gateshead.  This is a very similar 

distribution to previous years.  

Č In 2011, there was a significant increase in attendance from 18-34 year olds ï this age group went from being one of the festivalôs under-

represented groups to the biggest audience, representing 35% of all attendees. This can be credited to the programme, but also to 

increased online marketing through facebook. 35-54 year olds remained constant at 25%.  

Č The data suggests that a significantly lower number of people aged over 60 engaged with the 2011 festival. This is because the main event 

for this age group (the U3A Medical School) took place 6 months before the main festival and was therefore not included in the main visitor 

survey.   

 

    
Q: Where are you from?   



3.2 Audience Development  
 
ScienceFest has been particularly successful at attracting new 
audiences and developing existing audiencesô relationship with 

science. 
 
 
Č In 2011, 51% of attendees were first time visitors to ScienceFest  

 
Č Some events were more appealing than others for new audiences 
 

Á Primitive Streak launch ï 79% new  
Á Zombie Science ï 68% new 
Á BrainWave ï 65% new 
Á Sex, Drugs & Rock ónô Roll ï 63% new 
Á Maker Faire ï 60% new  

 
Č Sleep & the Supernatural was the event most likely to attract existing science 

enthusiasts and past festival attendees. This was the only event to have a 
relatively big name published speaker (Professor Richard Wiseman).  

 

 

Q: Have you attended ScienceFest in previous years?   



 
 

 
Overall 

Á 86% of all attendees plan to talk about the event or the subject explored to friends, 
family or colleges  

Á 78% would like to attend similar events in the future 
Á 47% would be more interested in watching documentaries or reading news stories 

about the event subject matter  
Á 43% plan to actively research the subject topic online as a result of attending a 

festival event  
 

Methodology  
Č It is recognised that there will be a gap between óintended behaviourô and óactual 
behavioursô ï the size of this gap is currently unknown.  

 

Increasing impact?  
Č A recurring recommendation for improving the festival was to provide attendees with 

a list of references to facilitate their independent learning. Printed handouts of lecture 
slides and web links could easily be incorporated and would likely increase the 
probability of attendees following up on their intended actions.   
 
 

 

 
 

3.3 Social Impact  

The 2011 Visitor Survey questioned attendees on the probability of following the event with specific actions.  
 
Overall this revealed that a significantly high percentage of attendees thought it was likely that they would 
discuss the subject and almost half plan to supplement their learning with some independent research. 
  
  
 

KEY: As a result of attending the event, is it likely that you will do any of the below 

activities as a direct response?  



3.4 Economic Impact   
 
A secondary objective of ScienceFest is to stimulate overnight leisure visitors to Newcastle/Gateshead. This has 
primarily been achieved through Maker Faire. Although overall visitors to the event have grown each year, the 
event has consistently attracted around 20% of visitors from outside of North East England.  From 2009-2011, 
ScienceFest has contributed a combined economic impact of £780,0001.  
 
New research from destination marketing agency Newcastle Gateshead Initiative has shown that overnight 
visitors who come to the city specifically for an event, spend significantly more on shopping, leisure and dining at 
an average £122, versus typical day visitors who spend an average £31, and so contribute significant sums to 
the local economy. This research shows that ScienceFestôs economic impact may be significantly higher than 
the conservative figures used.   
 

2011 Stats  
Č 23% of visitors to Maker Faire were overnight city break visitors to the region  
Č 2.6% were international 
Č 6% were VFR (Visiting Friends and Relatives)   
Č 15% stayed in paid for accommodation 
Č Most common group size was 2 people staying 2 nights ï although some groups visited with up to 8 people   

 
 

                                                           
 

1 Calculated using figures from the ONE North East Visitor Survey (2008) that found on average, leisure visitors to Tyne and Wear spent £47.65 per person, per day (respectively £29.16 on accommodation and £18.49 non-routine shopping.) 
 



3.5 Motivation 

Research in 2010 revealed that 56% of attendees classified themselves as óscience enthusiastsô, whilst the 
remaining 44% were ónew to scienceô. 
 
The 2011 Visitor Survey aimed to further explore this ï specifically examining motivation ï why does such a 
variety of people choose to engage with the festival? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

    

Curiosity and the desire to have new 

experiences were the primary motivation 

factors and support the festivalõs creative 

and experiential approach to 

programming.  

For some, the festival programme was 

ñsurprisingò and not what they expected from 

a ñscience festivalò ï this is one of the main 

reasons why the programme is successful in 

attracting new audiences and hard to reach 

segments such as 18-34 year olds.  

 

    

The condensation of the festival programme to 6 

days and 1 weekend reduced the number of 

family events within the overall programme.  

Maker Faire was the obvious exception where 

34% of attendees cited ófamilyô as the main 

reason to attend ï compared with 8% overall.  

 

 

    

 

    

The audience profile data shows that 

ScienceFest is attracting almost equal levels 

of science and cultural professionals 

 



3.6 Satisfaction  
 
Events across the programme were rated consistently high ï all were scored above 8/10. The festival average 
score increased very slightly (from 8.72 in 2010 to 8.88 in 2011) following a significant jump from 2009.  

 
 
 
 
 
 
 
 

 

 

 

 



3.7 Areas for improvement   
 
The below graph shows satisfaction levels compared with expectations. Dissatisfaction has decreased 
dramatically since the first festival in 2009, however new event formats can still sometimes be trial and error 
before they are perfected.  BrainWave is a good example of this. Although it achieved an average score of 9/10 
overall, 11% of attendees at The Sage Gateshead thought the event was worse than expected. Attendees were 
asked for ways to improve the event which revealed the areas of dissatisfaction to be the academic nature of 
part of the short talks and the unstructured style of the talk before the final performance. Jessica Grahn emerged 
as the star speaker as someone who achieved the perfect balance entertainment and information.   
 
 
 
 
 
 
 
 
 
 
 
 
 



3.8 Lasting impressions   
 
Visitors were asked to sum up their event experience in three words. Interpretation of the chosen words show 

that the festival is providing an enlightening, entertaining and stimulating experience. Busy emerges as the least 

positive word and relates exclusively to feedback from Maker Faire attendees.  

 



4.0 M arketing Campaign  
 
The 2011 marketing strategy focussed on ñmore bang for our buckò as ambitions remained high; yet the core 
promotional budget was halved to £25k - 50% of previous years.   
 
The campaign was 10-weeks (JanïMarch), increasing in momentum as the festival drew closer.  
Priorities included a new website, printed programme, targeted advertising, strategically placed outdoor, re-
marketing to past attendees and intensive social media.   

 
 
 

 

 

 

BRAND 

VALUES 

Č Experiential 

Č Playful 

Č Imaginative 

Č Experimental 

Č Inclusive 

Č Genuine 

 

 



4.1 Outdoor  
 

Outdoor advertising primarily focussed on free 
space in key locations 
Č Centre for Life bridge banners 
Č Empty shop spaces in Newcastleôs main shopping 

thoroughfare  
Č Bridge banners on the Central Motorway near the 

Universities (paid for)  

The festival logo was 

updated to give 

maximum stand out on 

outdoor media and   

advertising. The 

ôribbon headõ creative 

developed in 2010 was 

sustained to aid 

recognition and give 

continuity to the 

promotional 

campaign. A órotating snakesô optical illusion was 

incorporated into the outdoor posters and on 

the front of the ScienceFest brochure to 

increase stand-out.  

A brief explanation of how this brain 

phenomenon works was included within the 

print. 

 

 

 



4.2 Experiential marketing  
 

A range of experience marketing techniques were used to reinforce the festivalôs brand positioning and 
achieve maximum impact.   
 

Guerilla Knitting  
Č Knitted graffiti appeared all across the city as well as the route between 

Maker Faire venues and included branded tags promoting the 
event/festival.  

 
Beer Can Photography  

Č To pre-promote Maker Faire, 200 pinhole cameras were distributed to 
ScienceFest facebook friends and twitter followers. Cameras were put up in 
locations across the North East for a 3month exposure Jan-March 2011. 
Participants were invited to bring their cameras to the Maker Faire to get the 
resulting image developed. Supporting press activity focussed a workshop 
at Maker Faire to turn your own beer can into a camera.  

 
City Centre Animation 

Č As part of the Alive after Five campaign, ScienceFest contributed to the city 
centre animation 5pm-8pm. On-street activities included maker faire inspired art-
bikes, robotic street furniture and Newcastle University science buskers.   

Č The main animation event was the Mp3 Experiment which saw 400 people 
participate in a 45-minute choreographed sequence around Greyôs Monument.  

 
 



4.3 Print  
 

A decision was made to reduce the print stock 
quality and quantity printed, with a revised 
distribution plan.  
 

Postcard flier  
Č 25k copies of DL postcard ï double designed for split 

racking  
Č Distributed widely from Jan 2011 to all regional 

attractions and info points, to Centre for Life postal 
database and field marketing  

 
Printed programme  

Č 25k copies of A5 printed programme  
Č Distribution selected to key outlets and festival venues  
 

 
 



4.4 Website - NewcastleScienceFest.com  
 
Limesharp.Net revised the ScienceFest website to make the event search process quicker, easier and 
more enjoyable  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Č Site was launched Jan 2011  
Č Online booking and social media were better integrated to complete the web experience   
Č The creative was updated in line with the festivalôs brand positioning 
Č The trend for late bookings continued as Fri March 11 (the day before the festival launched) was the websiteôs busiest day for 

both traffic and bookings 



Web analytics  
  
Č 21,000 web visits (Jan-May 2011)  

 
Č 7% of visitors accessed the site via their mobile phone  
 
Č 94% of all visits were from the UK  
 
Č 6% from 80 countries ï top countries are US (386 visits), 

Netherlands (95 visits), Germany (91 visits) and  
Ireland (78 visits) 

 
Č 31% of traffic came from search engine ï 29% through 

google 
 

Č 20% visited direct as a result of offline marketing activity 
and typed the URL into their browser  

 
 
 

  

 

 



Web traffic sources   
  
Č 47% of all web visitors are from 423 referring sites 

 
Č This was predominantly the Maker Faire microsite ï 

MakerFaireUK.com which was published regionally on a teaser leaflet 
and distributed to all regional attractions Jan 2011  

 
Č Centre for Life website was the biggest partner website to drive visitors 
ï the festival was prominent on the attractionôs homepage for all of 
March  

 
Č Interestingly, half of all 2011 web visitors from the 

NewcastleGateshead.com site had also visited 
NewcastleScienceFest.com in 2010 ï this was the biggest source of 
returning web visitors from previous years and demonstrates that their 
site attracts a loyal following  

 

 




