GO PLAY RUGBY PR ACTIVITY
The Go Play Rugby project will be supported by a sophisticated public relations and advertising campaign promoting our objectives of recruiting and retaining more than 6,000 adult players this autumn. Its objective is to raise awareness of Go Play Rugby in the target audience through a number of different channels at a national and local level and in driving potential players to the www.goplayrugby.com website as well as directly to clubs and events.
Overview
A wide-ranging PR campaign aimed at encouraging players to take up the sport again, targeting national, regional, sport and lifestyle print media together with on air and online activity.
· Stakeholder launch 
9 July 
House of Commons 

· Media launch 

20 July 
University of Bath 

· PR campaign rollout 
August through October 

Stakeholder launch: 9 July
High level background briefing primarily aimed at introducing the campaign and providing an overview for political decision makers and senior media figures; format does not allow for detailed media briefing or interviews, however interviews will be recorded with senior political figures for use in later PR activity. RFU President Bob Rodgers hosts an event featuring Jill Douglas (BBC) as compare, Rob Andrew, Harry Ellis and Minister of Sport (TBC) (who will be presenting the RFU with a cheque from the NSF to fund the campaign).
National media launch: 20 July
Detailed media briefing to launch the campaign to national media, taking advantage of the July RFU England Team briefing prior to the RWC, which is taking place at the England training camp held at the University of Bath. The guaranteed audience of national, regional and specialist rugby correspondents will be augmented by news and lifestyle correspondents.
Campaign rollout
Broadcast/online – this media forms the key element of the PR campaign as it reflects the media consumption habits of the audience demographic.  Since the aim of the campaign is primarily to drive players towards local clubs, small local radio stations will be used in addition to lifestyle and sport online communities. Stations and sites will be provided with content, developed using campaign messages and delivered through live and pre-recorded interviews with spokespeople including England squad players, as well as through competitions which will use stash to incentivise participation. Campaign messages will be supplemented by the results of an online survey seeking to identify the reasons former players left the game (these will also be used with lifestyle media).
Regional print media – content will be placed with selected regional titles, the choice of which is determined by media buying strategy in conjunction with RFU regional media officers. Content will reflect campaign messages and survey results, but will focus primarily on driving readers towards a point of engagement with the sport, in the form of regional events built around televising the three England pre RWC test matches and the RWC England group matches in August and September.
Lifestyle media – a lifestyle focussed consumer PR programme to generate print coverage for Go Play, aimed not only at former players but at gatekeepers such as partners, families and employers. Aimed at promoting recreational, club rugby and the fact that the sport can be enjoyed in various forms without implications on work/social life. Coverage will include copy mentions, verbal references and/or footnotes with details about how to get back into playing rugby again. 
National/specialist sports media – following the national media launch on 20 July this target group will be kept up to date with stories about the campaign. Go Play updates will be included in all England press releases.
News/marketing media – as above but with particular emphasis on the unique nature of the campaign.
Club media liaison – although local broadcast and print media will have been contacted via the above activities, clubs may wish to reinforce their recruitment activities through local contacts.
