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EUROPEISK
KULTURHOVEDSTAD

The whole world was watching

European Capital of Culture Aarhus 2017 has been a turning point for
Aarhus and the Central Denmark Region. Millions of citizens, guests
and tourists attended hundreds of amazing events. In April 2018, we
set out a detailed account of the short term impact of the European
Capital of Culture in the publication Welcome Future (available on the
Aarhus 2017 website: www.aarhus2017.dk/en/welcome-future)

Designing and delivering a programme of this scale and prominence was
never going to be an overnight affair. We needed to keep the waiting world
informed, to manage the build-up of expectations in the years and months
leading up to 2017.

In the pages that follow we tell the story about the reach, scale and value of
our communications work through data, graphics, and images to, and we
invite you to take a closer look.

Media Report 4


http://www.aarhus2017.dk/en/welcome-future

1. INTRODUCTION A/A\RHUS—2017

EUROPEISK
KULTURHOVEDSTAD

The whole world was watching

A strategy for inclusion

The Aarhus 2017 communication plans were targeted for all major
stakeholder groups, including politicians, the business sector, project
partners and content providers, the media, and citizens at large.

These plans all fed into the overarching Communication Strategy,
developed in cooperation with our Communications Advisory Board
(www.aarhus2017.dk/en/about-us/advisory-boards/communications-
advisory-board). One of three Advisory Boards providing specialist support
to the Aarhus 2017 Foundation Governing Board, the Communications
Advisory Board drew on the expertise of individuals from the culture,
business, academic, and consumer sectors.

The Strategy can be read online here:
www.aarhus2017.dk/media/l974/communications_strateqgy.pdf It articulates
our goals in terms of the image and identity of Aarhus 2017, and the direct
link between them and the specific social, economic and cultural outcomes
that the European Capital of Culture proposition enables.

The Strategy was implemented via a milestone plan focused on the
opportunities for promoting content and projects, engaging national and
international communities and making citizens proud of their region.

We launched the programme in four phases.
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The whole world was watching

The 4 phases:

Phase 1: April 2015

The Journey to 2017 exhibition at the Ridehuset in Aarhus, presenting some 60 projects and cultural
activities, was widely promoted with outdoor media across the city, a web and social media campaign
featuring animated film, inserts in local newspapers, and direct mail to key stakeholders. This event
served as a ‘teaser’ and first introduction to Aarhus 2017, and included significant local and regional
media coverage and marketing.

Phase 2: January 2016

With one year to go, on 21 January 2016, we filled the iconic Turbinehallen with excitement as we
revealed more details about the highly-anticipated MEGA and Full Moon events, along with many
newly confirmed smaller projects. This major event involved national and regional media
engagement also provided the platform for a two-week marketing campaign.
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1. INTRODUCTION

The whole world was watching

The 4 phases:

Phase 3: October 2016

Exactly 100 days before the Official Opening, on 12 October 2016, we unveiled the range and depth
of the programme, and demonstrated the growing impact of our volunteer-team, the ReThinkers.
Some 600 cultural and political partners gathered in Aarhus Theatre for a presentation of programme
highlights and to pick up the weighty official programme book. There was a significant international,
national, regional and local media presence.

Phase 4: January 2017

On 21 January 2017, the dream that was born a decade before became reality. The Official Opening,
led by our Patron Queen Magrethe, brought 76,000 people onto the streets of Aarhus. With live TV
coverage, this amazing spectacle set the social media platforms buzzing. You can see a short
reminder of this once-in-a-lifetime event on our YouTube channel:
www.youtube.com/watch?v=nwjuzDL3RmY. The opening was also the occasion for a national
marketing campaign running throughout January, following up on the 100-days campaign in the last
quarter of 2016.

By teasing and then showcasing the programme contents in this way, we were able to consolidate
public support, generate higher levels of engagement from the business sector, cement national and
international partnerships, and attract the attention of global media.
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Data-driven results
During 2017 we achieved more than 25,000 pieces of coverage across local, regional and national channels in Denmark.

Global interest took off in 2015, and grew steadily through 2016 and into 2017 as readers, viewers and listeners in 70 countries were exposed to
news stories and features about Aarhus. The top locations for coverage were the UK, USA and Germany, suggesting both the closeness of our
European relationships and the reach of our global impact. We can say with pride that the whole world was watching. Visitors were attracted to
Aarhus and Central Denmark, and we made many new friends, built valuable networks, and attracted partnerships from around the world.

However, we don’t assume that all coverage is good coverage. We have analysed the tone of every media item, determined whether it was positive,
neutral, or negative, and obtained a net tonality score (NTS) by subtracting the negative from the positive. The results reveal that national and
international publics received an overwhelmingly positive view of Aarhus 2017. During the year itself, the NTS stood at 90% and 92% for Danish
and international media, respectively.

Our success with traditional media relations was matched by our engagement through social media. On our own channels such as Facebook,
Instagram and Twitter we reached almost 100.000 engaged followers.

On external SoMe channels, we registered an equally high interest. Nearly three-quarters of that engagement came through Instagram, with
Facebook and Twitter combining to make up the total. As with our media coverage, the tone of comments and posted content was strongly positive,
and the numbers are impressive by any standards; more than 98,000 social media followers, 5.2 million online video views, and 1.2 million
website visits from more than three-quarters of a million unique users. Again, this approach was based on our Digital Strategy
www.aarhus2017.dk/media/12904/digital-strategy-european-capital-of-culture-aarhus-2017.pdf, which is firmly rooted in the core function of all
social media — sharing interesting content — and provides guidance on approach, messaging, and channels.

Media Report 8


http://www.aarhus2017.dk/media/12904/digital-strategy-european-capital-of-culture-aarhus-2017.pdf

1. INTRODUCTION A/A\RHUS—2017

The whole world was watching

KULTURHOVEDSTAD

Long-term rethinking
Facts and data are important, and measurement that provides evidence is persuasive - but it won’t persuade everyone, every time.

In any case, this is not the core of the argument for why European Capital of Culture is such a powerful vehicle for the hosting cities, and for Europe
as a whole. Nor does it explain why artists create great work, or why engaging with art and culture can make such a positive difference to the well-
being of people, the development of cities, and the success of regions.

We communicated about Aarhus 2017 so that others knew what was happening, when it was happening, and where it was happening. We
communicated about Aarhus 2017 so that anyone who wanted to participate could do so. And they did, in great numbers, in person or virtually, and
many of them repeatedly.

Then, they communicated; with friends and families, neighbours and colleagues, visitors and citizens, old-fashioned pen pals and social media
warriors. No matter how sophisticated our media monitoring and evaluation might be, we cannot put into numbers the impact of all those
conversations, all those shared experiences, all those connections, let alone all the rethinking they prompted.

But that is what provides our platform for the future, as Aarhus and Central Denmark region build on what has been achieved for economic growth,
social inclusion, and cultural capability. Our communication work for Aarhus 2017 created symbols and carved out spaces that will inspire the
people of Aarhus and Central Denmark for many years to come, as they continue to use art and culture to rethink the challenges of tomorrow.
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2. DANISH MEDIA A/A\RHUS—2017

Key figures 2015-2017

N N ®

Mentions Reach Equivalent
(readers/listeners/viewers) adverti S| N g Val ue (DKK)
37,498 1,986,719,648 452,525,378

Sources: Infomedia and Aarhus 2017
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Key figures 2015-2017
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n”_n Mentions and reach
40.000 1.400.000.000
- 35.000 1.200.000.000
Key figures per year
30.000
Equivalent advertising ” 1.000.000.000
Period Mentions Reach value (DKK) S 25.000
= 800.000.000 -
£ 20.000 S
2015 3,147 273,208,386 64,308,387 E °U S
o 600.000.000
2016 9,156 430,194,012 99,799,791 < >0
10.000 400.000.000
2017 25,195  1,283,317,250 288,417,200
5000 200.000.000
Total 37,498  1,986,719,648 452,525,378
i ] o

2015 2016 2017
mmm \Ventions == Reach

Media coverage in Danish media: The Y-axis shows mentions and reach, while the X-axis shows the period.
Sources: Infomedia and Aarhus 2017
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Tonality analysis 2015-2017
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100%

e N
Positive 950
92% 5%
Negative
3% 90%
Neutral
5%

85%

80%

75%

2015 2016 2017

m Positive ®Neutral = Negative

The circle chart shows the distribution of positive, neutral and negative mentions in per cent for the entire period (2015-2017). Please note: Q1 in 2015 is not included.
The NTS is calculated by deducting the percentage of negative mentions from the percentage of positive mentions. The bar chart shows the distribution of positive and negative mentions per quarter in numbers.

Source: Meltwater
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Mentions 2017

Mentions per quarter

Quarter Mentions
Q12017
Q2 2017
Q32017
Q4 2017

Total

Media Report

7,381
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4,157
7,699

25,195

Q1 2017
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Examples of mentions

16 KULTUR

Den storste udstilling
heri landet nogensinde

Aros overgr sig selv med event, der er gentaenkning af populzer skulpturfestival

AARHUS2017

e
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Examples of mentions

KULTURHOVEDSTAD

Kultur |9

Hvert andet arrangement er
gratis i kulturhovedstadsaret

Inter sl blander sig med dansk kunst og kultur, nar Aarhus
som Europisk kullurhu\ulsldd skydes i gang den 21. januar 2017. Det omfattende program
med flere end 400 arrangementer blev i gar fremlagt under stor international bevagenhed

AF DORTE WASHUUS becer il sammen med o treaff

o Aarhus 2017 sanne

U

wm kunst og kultur skabe

P EU har siden 2001 be

P Aarhus blev i 2012 udnaevnt <

20171 skarpt oplgb med konkurrenten Sgnderborg, len f Europeik Gastrono
Formalet er at frem! ke mangholigheden | mireglc
. bt ydis minglolighed et vi udiolde sig et pro-
europaeisk kultur og gge foleisen af samhrighed pi tvErs af  cram der fefrer god mad oF
sentanke ndgroede landegraenser i EU. alt det, der horer til. Milet er
estillinger, ex musike- | et samiede budget for Aarhas 2017 er pi 451 millioner blande andet at vaere med il
e ot ¥ at forbedse, nyskabe og forf
A 3 nie den mad, vi spises, og
A Modelfoto af Aarhus Domkirke, som den kommer til at se ud under begivenheden P Staten bidrager med 129 millioner kroner, Region Midtiylland  skabe en slags fremtidens
“Aarhus Stories”. Her agerer den udenders bograt for i, som blandt andet forer med 59 millioner kones, og Aarhus menu
og friheds- ko 4159 millioner krones orbindelsen med pre-

Dodakabet § 1945, Foto: saries 2071

Kirkernes bidrag til 2017

Rebecca Ma

2 EU og fon

Derudow
- thews de mange

Flere kirker har naste ar fokus pa dyder og reformation

KULTURBY 2017

A% DORTE WASHUUS det ma efnder i

Kulturhovedstaden Aarhus
kunne »ikke have gnsket
sig en bedre abning«

| weekenden abnede Aarhus som europeeisk kulturhovedstad. Isaer
byens evne til at fa tusindvis af frivillige pa gaden vakte beundring

beide med bil
en Olafiur Elias

hele Re
Midtiylland navste ir skal va-
e Europarisk Kulturhoved

dent
middelalder alter med kvin-

iyd  ater pé taget af Moesgaard
Ogsd den verdensberomte  og lys ph den gamie industri-  Museum og forvandlingen af

ser 2 tmede
ders sker deteksempelvis  ske dyde fra Lisbjerg Kir sentanker Reformationen. @ sider nale beromt
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Examples of mentions
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Fia venstye: Rebecca Matthews, desktar for Fonden Aartus 2017, og Akana Engers. programerektar for Fonden Aarhus 20 17.

Erhvervslivet er spaendt pa 2017
»Det kommer til at give et boost«

tadisdret

Claus He

og kulturen eren

Telle netvaetk vigtige
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Examples of mentions

| REGonALT . = - Berlingske NATIONALT e seomesar 5 oo
2017 dbnede lidtop == Direktor: Uvurderligt at Aarhus bliver kulturhovedstad

for ro ra osen Kulturkroner tiltraekker flere turister, skaber vaekst og ger borgerne stolte, siger direktor for "Aarhus
programp E

2017".
Europzeisk Kulturhovedstad Aarhus2017 offentliggjor- ONSDAG D. 12. OKTOBE!
de torsdag en flig af det monstrese program for 2017,

nar Aarhus springer ud som kulturhovedstad. o /:. e o

R 2016 KL. 11:32

KULTURBY

Nye ideer til tv-serier fra Vestkysten

é{;«m;yx

sufie?

KULTURBY
forr—

02

Sealle 0
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Examples of mentions

6| | Lordag den 18. november 2017 Jyllands-Posten 8 |

En kunstner ved et vendepunkt i sit liv

Den verdenskendte
kunstner Anohni er
naet til et vendepunkt i
sit liv, s3 det kommer til
at tage sig anderledes
ud. Men ferst skal hun
spille med Aarhus Sym-
foniorkester i Aarhus.

TINA BRYLD
thabeyid@ipdk

Anohni trekker benene helt
op under sig i sofaen.

Som hun sidder der, helt
afslappet i sin hotelsuite, kan
man ikke se, at hun er i gang
med at @ndre sit liv. Men
huner ndet til et vendepunkt
i det, siger hun.

»Infrastrukturen i mit liv
skal &ndres. Jeg gor det pa en
meget intuitiv made - jeg har
ingen forventninger, ved
ikke, hvad min fremtid inde-
barer, men jeg ved, at mit liv
skal @ndres radikalt.«

En meget speciel koncert
Derfor kan der meget vel gi
langtid, for man igen kan op-
leve Anohni live efter lorda-
ens koncert i musikhuset,
hvor hun er pa scenen sam-
men med Aarhus Symfoni-
orkester og et kor.
»Jeg ved ikke, hvor mange
shows, jeg kommer til at lave

fremove, 5 dette e virkelig
specielt for siger hun.

Den 46drige = britiske
kunstner, der tidligere hed
Antony Hegarty og blev ver-
denskendt med bandet The
Johnsons, har ellers allerede
@ndret noget, som for de fle-
ste vil vaere ret radikalt: Hun
vil tiltales som kvinde og har
taget det spirituelle navn
Anohni - det har hun heddet
blandt venner og familie i
flere ar, men nu skal det bru-
ges af alle.

Den feminine side

»Jeg har ikke skiftet kon, jeg
er den, jeg altid har varet,
men jeg har bevaget mig
mod min feminine side in-
den i mig selv. Jeg er fadt som
transperson, og for mig er det
lige sa naturligt som at have
bli ojne,« siger hun.

»Jeg har aldrig for bedt folk
om at tiltale mig som en
kvinde, men jeg vil have an-
erkendt, at jeg nu er mere til
den feminine side end til den
maskuline. Det betyder
enormt meget for mig at bli-
ve modt med den vardighed
og respekt.«

Det har kravet meget af
hende at tage det skridt, men
det er det rigtige for hende,
siger hun.

1 dag er Anohni ikke bare
Kkunstner, men ogsa feminist
og miljeforkemper - de to

ting er tat forbundne, siger
hun. Hun er ogsa artist-in-re-
sidence i Aarhus, inviteret i
anledning  af  kultur-

hovedstadsiret.
»Det er jeg beret over, og
jeg har dedikeret en stor del

af min tid til at vaere en del af
2017-aret. Jeg har varet med
til mange projekter og
moder, og jeg kommer helt
Klart til at vende tilbage her-
til,« siger hun, o har et par
il byen.

ske serlig koncert, vi kom-
mer til at lave.«

Anohni og Aarhus Symfo-
niorkester har indspillet flere
numre, og meningen er, at
det skal munde ud i en cd,
menom det bli\v'cr‘den forfn.

Anohni optridte i 2015 pa
Northside Festival sammen med
Aarhus Symfoniorkester med sit
gamle band, Antony and the
Johnsons. ARKIVFOTO: POLFOTO

»Jeg forestilier mig, atdet er den historie,

som engammel hufomm‘mog!;en.vdrhm
sidder med sine bornebern ved ejrbilet - og fver
gang biiver den lict vildere o lictt sjovere . siger
instruktoren Frede Gulbrandsen, der sely har haft en

fest med friluftsforestilligen »Rode Orma ved
Moesgaard Museum i Aarhus.

Af Trine Munk-Petersen Foto: Mikkel Berg
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SOUNDVENUE FILMTV  MODE

Anohni flytter til Aarhus i 2017
med kreative tiltag og eksklusiv
koncert

Af Maibritt Enevoldsen, 13.10.16 kl. 09:28
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M) KULTURBY 2017

|

Den »nok« sterste

Kulturhovedstad
Aarhus 2017 var lige
sd magisk som lovet &

2
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europiske teater-
forestilling i 2017
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3. INTERNATIONAL MEDIA A/A\RHUS—2017

EUROPEISK

International online media 2015-2017
‘ NO. OF MENTIONS C) NO. OF MENTIONS TOP 3 COUNTRIES 2015 M 2016 M 2017

2015-2017 2017 2015

3,678 P, « il

]

@ EQUIVALENT o6 cer

ADVERTISING VALUE 27% 0 300 600 900 1200

2015-2017 (DKK)

266 million < POTENTIAL REACH 58 EAV
201

7
62%

2015
2%

2016
37%

*On this page, 10 % have been added to the figures for mentions in international online media, as mentions in international printed media are estimated to constitute 10 % of the media exposure in international online media (2015-17). The
Aarhus 2017 Foundation uses these figures (actual + 10 % estimate) when calculating the total (online + printed) international coverage. Furthermore, an estimate of 10 % is assumed to be cautious, and the real figures and values for coverage
in international printed media are assumed to be considerably higher.

2017

2015 61%

/ 2%
POTENTIAL REACH
@ 2015-2017

4.1 billion

2016
36%

Media Report 23



3. INTERNATIONAL MEDIA A/A\RHUS—2017

Media exposure 2015-2017

KULTURHOVEDSTAD

3000 180 Media exposure per quarter
2576 160 mQ1l mQ2 mQ3 mQ4
2500 B 100%
' 140 8
= 90%
) 2000 120 2 i
= g
E 100 5 70%
1500 =
© 80 T 60%
o >
=z 980 ke 0,
1000 60 g 50%
o 40%
40 S
500 = 30%
L
170 20 20%
0 [ 0 10%
Ar 2015 Ar 2016 Ar 2017
0%
mmmm No. of articles EAV 2015 2016 2017

Summary of media exposure from 2015 to 2017. The bar chart to the left shows the no. of articles as related to the advertising value equivalent. The bar chart to the right shows the exposure in per cent per quarter.

*On this page, 10 % have been added to the figures for mentions in international online media, as mentions in international printed media are estimated to constitute 10 % of the media exposure in international online media (2015-17).
The Aarhus 2017 Foundation uses these figures (actual + 10 % estimate) when calculating the total (online + printed) international coverage. Furthermore, an estimate of 10 % is assumed to be cautious, and the real figures and values for

coverage in international printed media are assumed to be considerably higher. Source: Meltwater
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EUROPEISK
Coverage volume and reach 2015-2017
1200 1.600
2017: 2576 1400
1000
1.200 @
oy
800 2
2 1000 E
£ 5
S 600 800 8
° =
2 2016: 980 600
400 g
[a
400
200
2015: 170 200
0 L i

Q2 2015 Q3 2015 Q4 2015 Q1 2016 Q2 2016 Q3 2016 Q4 2016 Q12017 Q2 2017 Q3 2017 Q4 2017
mmmm No. of articles == Potential reach

Media coverage in international online media. The Y-axis shows the no. of articles and reach, while the X-axis shows the date.

*On this page, 10 % have been added to the figures for mentions in international online media, as mentions in international printed media are estimated to constitute 10 % of the media exposure in international online media (2015-17).

The Aarhus 2017 Foundation uses these figures (actual + 10 % estimate) when calculating the total (online + printed) international coverage. Furthermore, an estimate of 10 % is assumed to be cautious, and the real figures and values for
coverage in international printed media are assumed to be considerably higher. Source: Meltwater
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Geographical spread 2015-2017

KULTURHOVEDSTAD
Germany

USA

Europe
UK
60%
France
ltaly
Spain
Cyprus

Norway

Belgium

200 400 600 800 1000

o

m2015 m2016 m2017

Geographical spread of coverage in international online media. The graph to the left shows the distribution of the no. of mentions for the top 10 countries that have contributed most to the media exposure in
terms of volume.
Source: Meltwater
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Top media: Reach 2015-2017

KULTURHOVEDSTAD
Telegraph.co.uk

The Guardian

Daily Mail

The independent

Express

The Huffington Post

Mail on Sunday

BuzzFeed

Europa Rapid

Focus Online

pie welt [|ININEG 47
B s
. s
B =0
B =0

IN Travel report
El Pais
Forbes

Le Figaro

The international online media that have contributed most to the media exposure of 'Aarhus 2017' in terms of reach / no. of potential readers.
The figures show the total no. of potential readers for the relevant medium's mention of 'Aarhus 2017' from 2015 to 2017.
Source: Meltwater
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Tonality analysis 2015-2017

KULTURHOVEDSTAD

NTS development in percent

¥ Increase W Decrease Total

Positive . NTS
93% 100 % - fa
[
— - A T
95 % e 3%
Negative
1% 90 %
15%
Neutral 85 %
0,
6% 80 %
Q22015 Q32015 Q42095 Q12046 G2 2016 O3 2016 Q4 2016 Q1 2007 Q2 2007 Q32017 o4 2017
75 %
70 %
65 %

The graph above shows the change in the Aarhus 2017 Foundation's NTS in per cent per quarter and
the specific score. The X-axis shows the quarter, while the Y-axis shows the actual NTS. The graph

shows, for instance, that the Aarhus 2017 Foundation's NTS increased by 28 percentage points from
72 % in Q4 2015 to 100 % in Q1 2016.

The circle chart shows the distribution of positive, neutral and negative mentions in per cent for the entire period (2015-2017). The NTS is calculated by deducting the percentage of negative articles from the
percentage of positive articles. The bar chart shows the distribution of positive and negative mentions per quarter in numbers.
Source: Meltwater
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Tonality analysis 2015-2017

2015 No. of positive/negative mentions
Neutral 2017

3%

Neutral
17%

2175

Negative
2% B Positive
Negative
Positive
83% Positive
95%
Neutral
Positive 3% 128
97% [ ]
2015 2016 2017

46

The circle charts show the distribution of positive, neutral and negative mentions in per cent for the entire year. The NTS is calculated by deducting the percentage of negative mentions from the percentage of
positive mentions. The bar chart shows the distribution of positive and negative mentions per quarter in numbers.

Source: Meltwater
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Examples of mentions

KULTURHOVEDSTAD

HEUREUX OUI
CQMME AARHU

g 14, 1751
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Examples of mentions

bLLLF UR‘P A

DOVE A MEIRCK R «ruuumuum 3 GTTE A MESA PRETZ COME LMAWE A w
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Examples of mentions

EUROPEISK
KULTURHOVEDSTAD -
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Examples of mentions

KULTURHOVEDSTAD

Important portindasrct i f'tné:l(dvk. 1 cite universftaire rONOMMIEE, Son

Homne vous dit ceriamementaien- Lot Yous n'aurez bieHptuAme cnvic:
visiiereettexille en plene metamorpliose, chois) italecaroprenne

de la culture 2175 oun wase vows»sover 1 o1 Aexaos oy A0 mAGALL FHITOR
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Examples of mentions
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Examples of mentions

Fd
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Examples of mentions

KULTURHOVEDSTAD
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3. INTERNATIONAL MEDIA

Examples of mentions

Under the Rainbowy et ess By
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3. INTERNATIONAL MEDIA

Examples of mentions

The Perfect
Storm

N AR — ST R ST

Unlimited

Edition

Kulbroen:
Brid¢ing Aarhus’s
South Harbour

WHAT IS IT#

What is today referred to as the
'Coal Bridge’ (or Kulbroen in Danish)
is situated within the South Harbour

in the district. The buildings give the
district o distinct ch which

165 metres of underground pipes.

44 years later, on electricity power
plant wos odded, and from 1928 the
excess heat from the production

of electricity was used for district
heating. Two years later o new gas
plant, running on coke, wos added.

It was then that the Coal Bridge was
erected. Whenever large amounts

of coal arrived by ship in the harbour,
the cool was unlooded along
Sydhavnsgade. From here it wos
picked up by cranes and sent towards
the coke gos plant, storing it by the
Cool Bridge. The coal was crulh-d
here before being

on oven for burning. The b«mng
created gos, which was distributed
to the citizens of Aarhus. In 1969,

ANARHUS—2017

EUROPEISK
KULTURHOVEDSTAD

about the development of the Coal
Bridge ond the South Harbour area.
Akey aim of the group is creating
"the business district of tomorrow’
ond exploring other opportunities
that the district offers.

The group has hosted c range
of eventsin the area including food
markets, the Coal Bridge Festivol,
Folkemadet: the people’s political
festival, along with other events,
talks and exhibitions. Coal Bridge
Lob is o portnership between
Aorhus Muncipality - Boligog
Projektudvikling, Undervaerker/
Realdania, the Danish Art Foundation
and Friends of the Coal Bridge.

WHAT NEXT?

has helped to attroct projects that
gnn the cultural remnaonts a new

district of Aarhus, and create vibrant life
160 metres of bridge structure and in the area.

the adjocent area. The area has

for o long time been o prominent WHAT THEN?

cultural envis home to a mix ically, the Coal Bridge was
of artists and crective businesses, wused to transport coal to the city’s
both estoblished and upcoming gas plant during industrialisation.

companies, as well as shelters for
vulnerable people and the homeless.
Furthermore, many heritage assets.
and cultural remnants still stand tall

In 1855, Aarhus got its first gas
plant in the South Harbour area,
which delivered gas for lighting,
hecting and cocking through

the coke gas plant wos replaced by Aarhus Municipality have developed
@ split gas plont which extrocted a vision plan for the South Harbour
gas from oil. However, just ten district and started its work by
years loter gos production was shut launching an architectural design
down completely. The :runes m\d mpmm for the Coal Bridge.
ins of coal Thei s must show

removed from the South Harbour how the Coal Bridge can strengthen
district until 1997, and only two the cohesion of the South Harbour,
remnants from the once ing its future buildi
plant can be found there today: as well as ‘moking businesses,

inehallen ond the Coal Bridge. everyday life and a sacial diversity

mutually enriching’”.

WHAT NOW?

The Friends of the Coal Bridge,
founded in 2014, have been working
on the unfulfilled potential of the

The Friends of the Coal Bridge
have set out their vision for the
renewal of the Cool Bridge which
focuses upon creating o welcoming
monument m!u Aarhus filled with

South Harbour for several years. The
group, of key stakehold
ond volunteers, are based within
the Coal Bridge Lob - a newly
constructed house located just
below the Coal Bridge. Here the
Friends of the Coal Bridge facilitote
talks, discussions and meetings

social activities and green spaces,
olong with celebrating the district's
history by preserving heritage
assets ond avoiding demolition
where possible.

With thanks to Friends of Kulbroen.
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EUROPEISK
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Examples of mentions

B

ULTIMATE

TRAVEI.ER

TOKYO
Hot Righivin

BARGEI.ONA

B IrAh A

Media Report 39



3. INTERNATIONAL MEDIA A/A\RHUS—2017

Examples of mentions

KULTURHOVEDSTAD
_
{
/
!
III-' ALETRALIA|

F00D TRAILS

PLAN 53 PERFBCY WEREENDE IN THE WORLD'S TASTIRSTY DRETINATIONS

The City
of Smiles

\arhus in Denmark plays host to Aarhus
2017, a festival of art, cultune and socicty,
Program director, Danish-Australian
Julizina Engberg, and the festival's
Australian CEO Rebecea Matthews
diseuss the event and their adopted home,

Vogue: Describe Aarhus 2017 and how imporcant i will
be for the inmernational arts community,
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Examples of mentions

The Daily Telegraph

ilm
m,

ny

Denmark
Aarhus

follow Wroclaw’s lead next year

{aarhus2017.dk), but Aarhus
(visitaarhus.com) 1s just as alluring
in 2016, Set on the east coast of the
Jutland peninsula, it has a superb
modern art museum, the ARoS (aros.
dk). Its current show, The 9 Spaces
(until September 30) is a series of
light installations that includes work
by Danish icon Olafur Eliasson. An
innovative culinary scene includes the
feted Restaurant Koch erier
Stay: Trendy three-star otel Oasla

i
i
8 Denmark's second city will E
§
&

(0045 87 323 715; hotel has
doubles from 895 krone (£95),
room only.

Fly: Ryanair

ANARHUS—2017
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Play your Shakespeare’s
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Furope’s 20
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Examples of mentions
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GroBes Dor, kieine Metropole,
das Meer ist ganz nah: Aarhus
Europas Kulturhauptstadt 201
lockt mit Architektur, Museen
und lacheinden Menschen
Alluring Aarhus Big village, !
city: The 2017 European Cap
of Culture has great architec
museums and lots of friend!
smiling people
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Theme cloud

austellern
Museums Let's Rethink
e Tr%'dern art Copenhagen

Clty ﬁﬁct’ﬁtéanngn AR SDanlsh specialities
VISILOTS music destlnatlon best place to visit
Moesgaard Museums UI”Op e

abend

Kulturhé“ii””'“tstadta A sovss sy rethink
Aarhus

Gaste Cultura de EuropaPafo

Bale Fesnvals?\?&%groﬁte Stadt Aarhus 2017

creative staging evenis Aarhusianer happiness
environment food Denmark

region  Queen opens cultural capital

ANA\RHUS— 2017
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The theme cloud shows which words have appeared most frequently in relation to ‘Aarhus 2017' in international online media. The bigger the word, the more hits have been found with the relevant word in

connection with 'Aarhus 2017'.

Source: Meltwater

Media Report

44



/N/ARHUS—=2017

EEEEEEEEE
UUUUUUUUUUUUUUU

4. SOCIAL MEDIA

1. Introduction
2. Danish media
3. International media

5. Marketing
6. Communication awards



Aarhus 2017 platforms 2015-2017

Development in no. of followers

Ki f .

Period Facebook (DA) Facebook (EN) Twitter
2015 (end of year) 21,363 2,870 1,708

2016 29,738 6,176 2,900

2017 61,809 12,073 5,647

ANARHUS—2017

EUROPEISK
KULTURHOVEDSTAD

©)

Instagram
3,043
7,622

17,200

n 2751 updates on Facebook (DA)

Q1 2015 Q2 2015 Q3 2015 Q4 2015 Q1 2016 Q2 2016 Q3 2016 Q4 2016 Q1 2017 Q2 2017 Q3 2017 Q4 2017
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External Danish platforms 2016-2017

‘ NO. OF MENTIONS TONALITY ANALYSIS PER QUARTER M Positive M Neutral I Negative TOP 3 MEDIA CHANNELS

2016-2017 i
100% Facebook
53,325 95% 5% ‘
90%
85% ,
Twitter
80% 21%
EQUIVALENT 5%
12016 Q2 2016 Q3 2016 Q4 2016 Q1 2017 Q2 2017 Q3 2017 Q4 2017
ADVERTISING VALUE Q Q Q Q Q Q Q Q
2016-2017 (DKK
_( ) (:) POTENTIAL REACH AND EQUIVALENT ADVERTISING VALUE
44 mio. 600 2017: 46.608
500
© 400
S 300
P = 200
o POTENTIAL REACH 100 2016: 6.333
2016-2017 -
0
1.2 billion Q12016 Q22016 Q32016 Q42016 Q12017 Q22017 Q32017 Q42017
= Potential reach — AV

74%

30
25
20
15
10

Instagram

Millions

Source: Meltwater
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Tonality analysis 2016-2017

KULTURHOVEDSTAD
No. of positive/negative mentions per quarter
14580 14960

Positive
91%
Positive 9986
0 8921
Negative
3796
600 632 1021
s mes

Q12016 Q22016 Q32016 Q42016 Q12017 Q22017 Q32017 Q42017

Negative
1%

Neutral
8%

8 1 10
5 17
96
The circle chart shows the distribution of positive, neutral and negative mentions in per cent for the entire year. The NTS is calculated by deducting the percentage of negative mentions from the percentage of

positive mentions. The bar chart shows the distribution of positive and negative mentions per quarter in numbers.
Source: Meltwater
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4. SOCIAL MEDIA — DENMARK

Theme cloud 2016-2017
europaeisk #dokki

Festival #aarhu52017
Aarhus 2017

Triennial The Garden magisk lordag p4 vej
Moesgaard Museum
Rethink

reglon midtjylland

/\/\RH US 2017

EEEEEEEEE

The theme cloud shows which words have appeared most frequently in relation to ‘Aarhus 2017' on Danish social media. The bigger the word, the more hits have been found with the relevant word in connection

with ‘Aarhus 2017".

Source: Meltwater
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4. SOCIAL MEDIA — DENMARK

Examples of posts — 2016

ANARHUS—2017

EUROPEISK
KULTURHOVEDSTAD

q’ WistDesnmark 1 ey

A&vocma@n

" m

Eurgpean Capital of Culture says helle to D.C.

‘Washington_ D.C. will get a taste of Denmark and Aarhus, the 2047
European Capital of Culture, when the country's U.5. Embassy opens its
doors to visitors on Saturday, May 14 [10am-4pm)

PR Mersvire

Padedonlim o ok hae 11, 2300

VIAEHINGTON, May O, 2016

ViASHINGTON, May 8, 20146 PRMEwswirs' - Viking hoats, wodd-class adibitions anid mouth-
weateting Hordic cuizine will be just some of the aivacions avalable when Denmanda semnd ciy of

Denmarks happiest city Anchus in top |0 Furnpenn dostination< of 2016

armd 2% the Nagpied Ry ue anTh, Gwhet K oe e
cactraba tr mTEE. AEATE tha chamy a1 the cuce & tha lerg
by Lzeck: Matet abch plaxa tva Danas o o oee of 10
Buuscay Jodivalane i3 waliv 2018

Ceoacee, M40 and Aun, Aarbue akez Pappans to ba tha Curzpesr
Cazlel =¥ Quilare 2007, A sot w Aerhiad el gadknes, ooy Lot
Guartes o (e UM Laar wdl shame vuns prd sy Aarhan’ cmadoria
povd WWEoeR, TR A bagery

Aaraes takas aver Tha prestigious e of Euopean Captal of Cotlurs recd yaar, undsr fha myal
patronage of Cueen Margreme I Washinglonian: have an exdusive oppoitunily 1 dscsver mone
abowt Danmark and Rs cookst oty when e Danish Embassy apans s doors his weekand

2+ Follow

w VisitAarhus

Vi er pa plads i Berlin til @I TB_Berlin
Spandende at markedsfore #Aarhus i
samarbejde med @Aarhus2017. #ITBBerlin

FEIRRLIER

(

m Aarhus 2017 - Europeisk Kulturhovedstad

| denne uge er vores Instagrameprofil @aarhus_2017 udlant ti vores gode
samarbejdspartnere i Fawskow Kommune, der sammen med de andre 18
kommuner i Region Midt)yland er del af Europaeisk Kulturhovedstad 2017
Folg med pé Instagram: hittps.i/vwwa. instagram comvaarhus_2017)

| de kornmenda uoer olaeder vi os til at 92 an massa spendende og
srukke billeder fra vores kolleger i Ring g-Sqem Komrmuns
Hedensted Kommune, Odder Kommu mmune, Skave
Kormmune og Horsens Kammune (En de
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Examples of posts — 2017
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International platforms 2016-2017

NO. OF MENTIONS
2016-2017

34,942

EQUIVALENT
ADVERTISING VALUE
2016-2017 (DKK)

53 million

POTENTIAL REACH
@ 2016-2017
1.1 billion

TONALITY ANALYSIS DISTRIBUTION OF COVERAGE

2016
35%

Positive
97%

Negative
N 1%

Neutral 2017

8% 65%
TOP 3 COUNTRIES W 2016 MW 2017
UK
0 1 2 3 4 5 6 7

Thousands
Source: Meltwater
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Coverage volume and reach 2016-2017

KULTURHOVEDSTAD

10000 2017: 22.775 800
9000 200
8000 .

600 ©
7000 S
» 6000 500 £
p= 2016: 12.167 N
~ [&]
« 5000 400 §
O S
o) s
S 4000 300 =
9
3000 S

200

2000
1000 - - 100
Q1 2016 Q2 2016 Q32016 Q4 2016 Q1 2017 Q2 2017 Q32017 Q4 2017

 Hits Potential reach

This chart shows media coverage on social media internationally per quarter in 2016 and 2017. The Y-axis shows the no. of mentions and reach, while the X-axis shows the date.
Source: Meltwater
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Geographical spread 2016-2017

KULTURHOVEDSTAD

UK
USA
Germany

2%

Italy

0

. Europe
|

N

I

Norway

France

Netherlands .
0

Spain
Belgium
Russia
1000 2000 3000 4000 5000 6000 7000

= 2016 m2017

The chart above shows the geographical distribution of ‘Aarhus 2017' coverage on international social media.
The graph to the left shows the distribution of the no. of articles for the top 10 countries that have contributed most to the media exposure in terms of volume.
Source: Meltwater
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Tonality analysis 2016-2017

KULTURHOVEDSTAD

No. of positive/negative mentions

per quarter

Positive 8470
97% B Positive

Negative
5864
5317
3526
3145 2862
1927
1284 .

Q12016 Q22016 Q32016 Q42016 Q12017 Q22017 Q32017 Q42017

Negative
1%

Neutral
8%

2 2
13

31

The circle chart shows the distribution of positive, neutral and negative mentions in per cent for the entire year. The NTS is calculated by deducting the percentage of negative articles from the percentage of
positive articles. The bar chart shows the distribution of positive and negative mentions per quarter in numbers.

Source: Meltwater
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Theme cloud 2016-2017 77

#organicfood

culture#aros

..AARHUS 2017

european sarcniectue

travelAr#S’"‘s“”"ﬂF°F“iEer?FﬂE"|
#Aarhus2017

N Penmark
T ity #rethink

The theme cloud shows which words have appeared most frequently in relation to 'Aarhus 2017' on international social media.
The bigger the word, the more hits have been found with the relevant word in connection with '‘Aarhus 2017".

Source: Meltwater
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Examples of

AA\RHUS—-2017

EUROPEISK
KULTURHOVEDSTAD

nosts — 2016

‘!I" Colfnhvaluy . 2 Follow
#Aarhus is getting some really nice
international coverage (probably thanks to
@Aarhus2017) bitly/1gbVa3G #CounterPlay16

theguardian

e oo

As of 1 January, Aarhus S and Pafos = will
hold the title of European Capital of Culture
2017: europa.eu/NR47YU #ECOC

@M visitbenmark 2 Follow
- a5 1

ST

Brisk walk around a rainbow in Aarhus, the
2017 Capital of Culture. #Aarhus2017
#mitaarhus #visitaarhus

<
132 103

nra. Hichan

- | SO e
EURDPFAN c;.m:ﬁ
AT TOAER DS |

OF CULTURE

mare than 10 pesrs

@ vussumviews

L=HER |

s (patns 017
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5. MARKETING

Target groups

MARK
14%

18-34 years old
Not married
No children
Lives in a block of flats
Low/medium income

Culture and interests
Pop/rock concerts, stand-up comedy,
cinema, sport, health, cooking and fashion

Source: Index Denmark Q4+1 2016.

Media Report

LOUISE
29%

25-54 years old
Married
Has at least 1 child
Lives in a house
Medium/high income

Culture and interests
Pop/rock concerts, kids' stuff, wellness,
DIY, cooking and kitchen design

ANARHUS—2017

EUROPEISK
KULTURHOVEDSTAD

IRENE
44%

50+ years old
Married/divorced/widow
Has children, but they don't live at home
Lives in a house/block of flats
Medium income

Culture and interests
Museum, theatre, art exhibitions, cinema,
classical concerts, opera, ballet, politics,

the environment, health and cooking
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lcons

KULTURHOVEDSTAD

The first slide for each campaign shows the total no. of exposures for the campaign along with the media
groups that have been active in the course of the campaign.

The icons below show the different media groups.

Outdoor Search Radio Social Activation Cinema Digital

ABBREVIATIONS: CTA = Call-to-action ~ CTW = Click-to-website  FB = Facebook PPC = Pay-per-click
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SOCIAL MEDIA CAMPAIGNS
2016

Content Boost, Tree of Codes, Animation video & Twitter
January 2016 — May 2016
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Campaigns: Social media — 2016

3,392,414

no. of views for the campaign*

© O

facebook ' You([TD)

*= The calculation is based on the views/impressions that we have been able to measure.

ANARHUS—2017

Source: Dentsu Aegis Network
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5. MARKETING — SOCIAL MEDIA A/A\RHUS—2017

Campaign: Content Boost - 2016

KULTURHOVEDSTAD

Campaign purpose
The purpose of the Content Boost campaign was to:

Boost a wide range of content over approx. 14 days, where we segmented relevant content against 4 primary target groups.

Target group:

1) P20-65 who are interested in culture, art etc. Primary focus: Central Denmark Region.
2) People who have an affiliation with Aarhus (have visited, are born here etc.)

3) Primary fan base (current fan base)

4) Friends of fans of the Aarhus 2017 FB site

Timing: January (week 3) to February (week 5) 2016

The campaign material consisted of videos (in Danish and English), which were a decisive factor in relation to the platforms and formats where the
campaign was run.

» Facebook has a large user interface that facilitates wide coverage and set-ups where we could continually optimise the advert and the targeting.
We used, among other things, the Click-To-Website (CTW) format, which is a traffic format.

* YouTube was chosen for the animation videos, as users frequent this platform with the intention of immersing themselves in video content.
This increased the probability that they would see and take notice of the video advert.
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Campaign: Tree of Codes - 2016

KULTURHOVEDSTAD

Campaign purpose
The purpose of the Tree of Codes campaign was to:

Generate ticket sales for the ballet Tree of Codes. The campaign consisted of two parts and therefore two exposures to the target group.

Target group:

P18+ with an interest in culture, ballet, dance — including modern dance — and fans of the Paris Opera Ballet, Olafur Eliasson and the Wayne
McGregor Company. Geographically, the campaign was targeted at Aarhus, Copenhagen and the surrounding areas, and internationally at cities
around DK — London, Stockholm, Hamburg and Berlin.

Timing: April (week 17) to May (week 18) 2016

The campaign material consisted of videos (in Danish and English), which were a decisive factor in relation to the platforms and formats where the
campaign was run.

» Facebook has a large user interface with 3.8 million users, which facilitates wide coverage and efficient advertising set-ups. For this advert, a
sequential set-up was used, where video and the carousel format were applied. The carousel format consists of several different
images/graphics with texts to which you can add a call-to-action (CTA), such as 'Shop Now', 'Read More' etc.

» First, the target group was exposed to a video. If they showed an interest in the video, they would then be exposed to the carousel advert, which
led them to the ticket sales site.
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Campaign: Animation video — 2016

KULTURHOVEDSTAD

Campaign purpose
The purpose of the animation video campaign was to:

Spread knowledge of what kind of city Aarhus is and what you could do and experience in the city while Aarhus 2017 hosted the European Capital
of Culture.

Target group:

We primarily targeted people with an interest in culture, including an interest in theatre, museums, musicals, art etc., and people with an interest in
animation by segmentation aimed at educational programmes within the animation industry.

Timing: April (weeks 14 to 16) 2016

The campaign material consisted of videos (in Danish and English), which were a decisive factor in relation to the platforms and formats where the
campaign was run.

* YouTube is a strong platform for running video adverts, as the users are already prepared to immerse themselves in video content. This
increased the probability of better performance.

+ Facebook. We ran a boost on Facebook and a carousel advert, where we directed traffic to the YouTube video in order to gather all views in one
place.
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Campaign: Twitter — 2016

KULTURHOVEDSTAD

Campaign purpose
The purpose of the Twitter campaign was to:

1. Report and spread knowledge about the fact that Aarhus 2017 was ranked 2nd on Lonely Planet's list of the most attractive locations in Europe.

2. Attract more followers to the Aarhus 2017 Twitter account.

Target group:

The target group was people with an interest in culture, events, music, gastronomy, travel etc. Ideally with a focus on journalists and opinion
makers.

Timing: May (week 21) 2016

The campaign material consisted of a tweet that had to be boosted, which meant generating more followers of the Aarhus 2017 Twitter account.
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ANARHUS—2017

EUROPEISK
KULTURHOVEDSTAD

Evaluation of SoMe campaigns — 2016

Evaluation

On the whole, the campaigns produced strong results
through a good match between targeting, smart
creatives and media/formats.

We had more than 343,983 engaging users, and
generated 3,556 new fans in the course of the
Facebook campaign.

We did really well on Twitter and secured exposure
across the UK, Germany, Denmark, Sweden and
Norway. We generated 222 followers of Aarhus 2017's
Twitter account.

These campaign activities combined with Aarhus
2017's own efforts created a good foundation for the
year ahead, and especially for the 2 upcoming big
campaigns, 100 Days and the Opening campaign.

Media Report

N N N K

Content 2,387,768 1,881,287 0.82% 19,519

boost

Video 235,583 117,792 - - 10.6 % 19,192
plays

Tree of 503,087 286,960 0.71% 3,577 - -
Codes

Twitter 265,976 - 573% 14,006 - -

Total 3,392,414 2,286,039 1.09% 37,102 10.6 % 19,192

*= The calculation is based on the views/impressions that we have been able to measure.

Source: Dentsu Aegis Network
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5. MARKETING A/A\RHUS—2017

Campaign: 100 days — 2016 o

38,581,692

no. of views for the campaign*

@ ®© ©0 &
© &6 © 6

*= The calculation is based on the views/impressions that we have been able to measure.

Source: Dentsu Aegis Network
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5. MARKETING A/A\RHUS—2017

Campaign: 100 days — 2016

Campaign purpose

The purpose of the 100 Days campaign was to:
1. Render Aarhus — Capital of Culture 2017 as visible as possible in Denmark.

2. Explain to the target groups what it meant and entailed to be European Capital of Culture.

Target group:

Mark, Louise (the former primarily digital) and Irene
Timing: October (week 41) to December (week 52) 2016

The campaign material was broadly defined and consisted of, among other things, videos, graphical material etc., which meant that the campaign
was well presented on offline and digital media alike. The choice of media was based on insight about the target group, such as media consumption
and behaviour.

+ Digital: Display banners, Facebook/Instagram, YouTube, AMNET Video etc.

« Offline: TV, radio, outdoor activation.
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Campaign: 100 days - Digital

KULTURHOVEDSTAD

Digital presence

Throughout the '100 Days' campaign, we had a strong digital
presence. Several platforms and formats were in play, supporting the Media Views Clicks CTR

other media activities and thereby creating strong synergy.

. . . . Banners 12,144,955 23,515 0.19 %
We used display banners as the primary digital coverage medium,
ensuring a wide reach with a total of 12,144,955 views. We were also .
present on Facebook where we generated a total of 5,436,960 views. Facebook CTW 3,593,987 29,192 0.81 %
The target group was also exposed to online videos, where they Facebook Video 1,842,973 16,405 0.89 %
immersed themselves in the Aarhus 2017 universe, generating
4',573,273 views combined across Facebook, YouTube and AMNET s e 1,566,887 1.499 0.10 %
video.
The Buzzanova bloggers' objective for this campaign was to create WebTV — Inside 1,163,413 4,755 0.41 %
quality content that would engage and inspire readers to visit Aarhus
in connection with Aarhus 2017. Buzzanova 57,558 1,345 2.34 %
The following slides show examples of the digital adverts that we ran 360,258 37.556 10.4 %

in the course of the '100 Days' campaign.

20,730,031 114,267 0.55 %

Source: Dentsu Aegis Network
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Campaign: 100 days — Digital

KULTURHOVEDSTAD

Politiken's culture section

1u1a al Kknive Ug Kuunuglc]‘ forer til milliontab for TV2
For b g igennem med ?Danske ogien, var han ude med den | aryer s Den Frie Udstilling
Asesmedsfilerne?. Nu udkommer den i er portretterer modtagere af stort legat
vevve

Denne 25-drige russer er en stark

AYALLIVES AR EARVIE
2017 CULTURE
e , A WORLD

OF CHANGE

LET:S
RETHINK

PROGRAMME
AARHUS2017.DK

Konflikt om storstilet Varker pa Den Frie Udstilling . . o

bryllups-reality forer til portratterer modtagere af cPh H |ghl|n

milliontab for TV2 stort legat Lejemal fra 1.300 - 31.500 m?
vevew pa Havneholmen

Denne 25-arige - - : =
russer er en sterk c
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Campaign:

Media Report

100 days — Digital

Tablet ownership

74 —
- 0O 0

I/ 2oy Q. 2 men=

 —4 = —

/ NYHEDER  Seneste Politik Krimi Samfund Udland Erhverv Penge Tech NEWS Skole

/N\/ARHUS

() TV 2LIVECENTER Mols-linien fir kzampebgde fir at sejle for hurtigt

/ NYHEDER

MEST SETE NYHEDER
s |
» DSB-chefen Sgren efterlod

kone og to sma bgrn - 13 ar
[O) efter ringede telefonen
e pludselig

ANARHUS—2017

EUROPEISK
KULTURHOVEDSTAD

73



5. MARKETING A/A\RHUS—2017

Campaign: 100 days - Digital

KULTURHOVEDSTAD

Buzzanova influencers

The bloggers' objective for this campaign was to create quality content that would Subject
engage and inspire readers to visit Aarhus in connection with Aarhus 2017. :

_ No. of blog posts 10
There were just short of 60,000 readers overall, and on average, they spent about 3
minutes on each blog post they read. In other words, the readers spent a lot of time Blog reads 57,558
reading the bloggers' (and Aarhus 2017's) content, which is one of the unique . :
aspects of bloggers as branding media. Clicks to landing page 1,345
In addition to readers spending a lot of time with the bloggers and Aarhus 2017, the CTR 2.3%
click rate of 2,3 % is excellent, as this was not the primary purpose of involving Time spent 2 min. and 52 sec.
bloggers in the campaign. The bloggers created 1,345 clicks to Aarhus 2017's
landing page.
The blog posts also received good response and interaction on social media where POETITEL (G O AEEliee)s ST
1,672 users liked the posts on either Instagram or Facebook.
Potential reach on Instagram 59,464
Likes on social media 1,672

Source: Dentsu Aegis Network
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Campaign: 100 days — Digital

KULTURHOVEDSTAD

Buzzanova influencers

STONEMUSE efemQ \

10 ting som du SKAL opleve i Aarhus neste i

Aarhus kulturhovedstad 2017

AARHUS KULTURHOVEDSTAD 2017 + MINE

55105 R SOM N MAD
AARHUS-FAVORITTER GASTHUMAND
; e

SPONSORERET AY AARHUS KOMMUNE

a 2 KOM TIL ABENT HUS
R | B D.3.NOVEMBER

06 HOR OM, HVOR DU KAN
ARBEIDE SOM MASKINMESTER

Jeg er ikke fardig med Aarhus

53 oD e e Aarhus er gaet Street Food amok
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Campaign: 100 days - Digital

KULTURHOVEDSTAD

Pay-Per-Click (PPC)

Through PPC, we made sure to follow up on the interest generated with
the target groups through their googling about other media activities.

C Q. aarhus 2017

In this relation, we worked at the lower end of the funnel, which meant
that we were dealing with conversions and clicks to, for instance, ticket
sales sites, event information etc.

Views: 360,258
Clicks: 37,556

Source: Dentsu Aegis Network
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Campaign: 100 Days - TV

KULTURHOVEDSTAD

TV Mathias Maj Jens
Bundgaard @rskov Zacho Boye

Aarhus 2017 wanted to reach the people of Denmark with the theme:

"What does culture mean to you?"

Aarhus was to appear as a dynamic city where you could experience
everything under the sun — especially during the Capital of Culture year.

The TV spot was shown on TV2 and TV2 News. We achieved a total of
11,499,330 exposures, which is 42 % more than the 6,603,750 that we
had estimated.

100 Days — TV2 og TV2 News exposures

10.000.000 8.523.240
8.000.000
6.000.000 2.283.000
4.000.000 2.976.090 :
2 000.000 1.320.750- Yzirggtgégl;?e Target group Target group
18+ ~ Women +50
TV2 TV2 News (with children) 25-54
Estimated exposures ® Realised exposures

Source: Dentsu Aegis Network
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Campaign: 100 days — Cinema spot

KULTURHOVEDSTAD

Cinema

During the '100 Days' campaign, we were also present in cinemas.

When the target groups go to the cinema, they are prepared to immerse
themselves in a film. This increases the probability that they will also
immerse themselves in the commercials that are run before the film
starts.

We targeted people aged 12+ across the country.

set free |
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Campaign: 100 days —

Brand activation

Throughout 2016 and into 2017, we had our brand activation
agency, MKTG, create, coordinate and execute activities
aimed at driving the target group's awareness and
involvement.

The brand activation added an interaction and empathy
element to the media mix, giving the Aarhus 2017 brand
universe an excellent foothold in the target group.

In the course of the 100 Days campaign, we conducted a
Regional Activation Tour and an engaging programme
presentation, and we edited a mood video about the regional
tour.

The following slides show examples of the brand activation.

Media Report
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Campaign: 100 days — Activation

Regional activation tour

MKTG converted the floor of a box type van into
a spectacular photo booth with appertaining
lounge area where tourists could have their
photo taken with an attraction of their choice in

the background.
. SMILE!
We created a cosy environment by the Aarhus ' °

2017 bus by serving free coffee to visitors from ' s i ik AND TAKE A BIT OF

the BKI bus. AARHUS WITH YoU

The photos were saved digitally, which made it f AARHUS=2017
possible to activate the pictures via Aarhus b
2017's own platform on a screen by the set-up
and on the tourists' own social media.
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Campaign: 100 days — Activation

How did the regional tour unfold?

* Wide exposure across the region and excellent exposure of the 2017 van
during the period, gaining a coverage of almost 40,000 unique
impressions.

* By means of the 2017 van, we were in contact with more than 12,000
people.

» During the tour, visitors were served some 10,000 free cups of coffee
from the bus.

* Almost 800 visitors had a go at the virtual tour, using virtual reality
glasses.

*  More than 350 people were given their very own Aarhus 2017 glasses to
take home from the activation.

Media Report
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HEDENSTED

Source: Dentsu Aegis Network
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Campaign: 100 days — Activation

A great experience for visitors

In order to secure a good flow of the event, MKTG provided activation
crew who invited people inside, guided them and, not least, gave the
tourists their pictures to take home with a 'see you in 2017".

The crew was trained in advance and wore branded clothing.
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Campaign: 100 days — Activation

Mood video

In order to document the activation and create content for Aarhus 2017's
platforms, MKTG made a short mood video, which showed the many
cheerful visitors and their interaction with the set-up.

Media Report
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Campaign: 100 days — Activation

Programme presentation 1/2

Aarhus 2017 wanted to communicate, create awareness and create a good
flow for the programme presentation at Aarhus Theatre on 12 October.

MKTG produced layout files for all elements as requested by Aarhus 2017. Design and production

of various municipal
stands

/\/\RHUS o

=S
2
>
in
T
ic
w
|

~
0
3

Design and production of
oversized programme book

Media Report
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Campaign: 100 days — Activation

Programme presentation 2/2

MKTG handled production, coordination, staging and
delivery of various elements:

19 municipal stands
2 sponsor stands with lighting
1 giant book (4 x 5 m)

Banners by the windows in the Aarhus Theatre, which is
a listed building

RETHINK logo on the turf in front of the entrance hall

6 tiered stands

ANARHUS—2017

EUROPEISK
KULTURHOVEDSTAD
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Campaign: 100 days — Outdoor

KULTURHOVEDSTAD

Outdoor

Positioning the smart creatives' eye-catching features
strategically outdoors, we exposed the target group to our
message when they were on the move.

The outdoor advertising also contributed a physical element
that really brought the Aarhus 2017 universe to life both offline
and online.

PROGRAM|
AARNusznw.'gE
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Campaign: 100 days — Print

KULTURHOVEDSTAD

Print
Throughout the campaign, we ran prints in order to be present via an JyllandS'POSten

immersion medium, adding another element to the media choices. This
secured a greater probability for exposure to more potential Aarhus
visitors and the 3 target groups, thus supporting the other media choices.

We ran 3 half-pages in Berlingske, Politiken, Weekendavisen and

Jyllands-Posten. We also ran 3 full-pages in Politiken. Ber]_ingSI(e

POLITIKEN

‘Weekendavisen
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Campaign: 100 days — Radio

KULTURHOVEDSTAD

Radio

The campaign was also present on the radio, where we targeted

exposure at the Louise target group, for instance when she was on the
move, working or doing something at home and had the radio on. This
ensured that Aarhus 2017 had more target group interfaces, increased

the frequency and thus the probability of communicating the message
efficiently to the target group.

Exposures: 6,312,331

Source: Dentsu Aegis Network
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Campaign: Opening campaign — 2017

20,193,131

no. of views for the campaign*

@ ® ©
® 6 © @

*= The calculation is based on the views/impressions that we have been able to measure.

Source: Dentsu Aegis Network
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Campaign: Opening campaign — 2017
Campaign purpose
The purpose of the Opening campaign was to:

1. Create widespread awareness about the opening ceremony in Denmark

2. Make a racket so that the target group would notice the presence of Aarhus 2017

Target group:
Irene, Mark and Louise. The primary focus was on Mark and Louise. The campaign geo segmentation focused on Aarhus and the Central Denmark
Region.

Timing: January (weeks 2 and 3) 2017

The campaign material was broadly defined and consisted of, among other things, videos, graphical material etc., which meant that the campaign
was well presented on offline and digital media alike. This media combination created strong synergy, which was a good follow-up to the '100 Days'
campaign, building on the momentum that the Aarhus 2017 brand had already created in the target group.

« Digital: Display banners, Facebook/Instagram, YouTube, AMNET Video etc.

« Offline: TV, outdoor, radium print og activation.
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Campaign: Opening campaign — Digital

Digital presence

Throughout the 'Opening campaign', we used a strong combination
of media and formats, creating efficient synergy among these and the
other media activities.

We used display banners as the primary digital coverage medium,
ensuring a wide reach with a total of 7,811,889 views. We were also
present on Facebook and Instagram where we generated a total of
2,724,988 views.

We ran online videos, as the dynamic element works well with
storytelling, especially with experiences. The videos generated
2,016,263 views.

Furthermore, we had a Pay-Per-Click (PPC) track running to pick up
on the interest generated by the other media activities. The PPC
track secured 192,036 views and 32,949 clicks, producing a CTR of
17.2 %.

The following slides show examples of the digital adverts that we ran
in the course of the 'Opening' campaign.

Media Report

Banners 7,811,889 6,723 0.09 %
Facebook CTW 2,314,431 59,247 2.56 %
Instagram CTW 67,932 149 0.22 %
Facebook Video 342,625 - -

YouTube TrueView 717,992 594 0.08 %
PPC 192,036 32,949 17.2%
Inside Video 955,646 4,704 0.49 %

Source: Dentsu Aegis Network
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Campaign: Opening campaign - Digital

KULTURHOVEDSTAD

Display banners Ownership — coverage and dominance

AYALLIVS LET’S PROGRAMME
2017 RETHINK  AARHUS2017.0K

[ R Skriv spgeord hele Den Store Danske. ¥ .
DENSTORE -~~~
/\ /\ R H U S A WORLD F}AN.‘.\K;) : J\WoRlD
_201 7_ OF CULTURE i OF CULTURE

\
KULTESSBS’\%?)';TAD 7 A YEAR A YEAR
OF CHANGE . OF CHANGE
2 O 1 Dagen i dag 23. januar 2017 Sealle dagen i dag ®

EUROPEISK LET'S 1989 1973 1968 1944 1898 1896 ” LET'S
KULTURHOVEDSTAD RETHINK 1 RETHINK

1973 - Heimaey

Ved et vulkanudbrud pi den islandske o Heimaey blev 30% af oens boliger begravet under
yderligere 20% blev mere eller mindre odelagt.

NNRHUS

Akruel baggrundsviden

Dagens artikel: Fjodor Dostojevskij
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Campaign: Opening campaign — Digital

KULTURHOVEDSTAD

Online video

sea, port, hipster bastion, icy dips at Jomsborg - splashifig thoughts

You can skip this adin 1
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Campaign: Opening campaign - Digital

KULTURHOVEDSTAD

Pay-Per-Click (PPC)

Through PPC, we made sure to follow up on the interest generated with
the target group through their googling about other media activities.

-
[ O dbningseareman

In this relation, we worked at the lower end of the funnel, which meant
that we were dealing with conversions and clicks to, for instance, ticket
sales sites, event information etc.

Views: 192,036
Clicks: 32,949

Source: Dentsu Aegis Network
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Campaign: Opening campaign — Outdoor

KULTURHOVEDSTAD

Outdoor

Positioning the smart creatives' eye-catching features \‘\.IU U L:J 0 = =
strategically outdoors, we exposed the target group to our N~ e % M )

message when they were on the move. In this way, we = ' r]
increased the probability that the target groups would be ==
aware of the Opening ceremony in the days leading up to it.

/\/\RHUS L
2L

The interplay between offline and online media also became
fully effective when the target groups came into contact with
the Aarhus 2017 brand universe via several interfaces. This
made the interaction with the brand across the different

contact points more relatable. : LET’S
; ; RETHINK

OPENING 21 JANUARY
AARHU520174DK'.
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Campaign: Opening campaign - Outdoor

KULTURHOVEDSTAD

AYEAROF
CHANGE

NG 21 SMUAAY
AARASERN K

A WORLD OF

CULTURE

AYEAROF =™ o Wi g A YEAR OF
CHANGE <=1 Wi | ] I . - 3 - CHANGE

LET’S O)
RETHINK

OPENING 21 JANUARY
AARHUS2017.0K

[VP 90295 LI
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kuLrurtiovenstan
Campaign: Opening campaign — Print

Full-pages in print

Throughout the campaign, we ran prints in order to be present via an
immersion medium, adding another element to the campaign. This
secured a greater probability for exposure to more potential Aarhus

visitors and the 3 target groups, thus creating synergy between the
Berlingske

We ran:

- 4 full-pages in Politiken POLITIKEN

« 1 full-page in Berlingske

Jyllands-Posten

« 1 full-page in Kristeligt Dagblad

« 1 full-page in Jyllands-Posten We ekendawsen -. 4 5

Kristeligt Dagblad
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Campaign: Opening campaign — TV

KULTURHOVEDSTAD

TV

TV was a part of the media mix, as we wanted to use a traditional
coverage medium in order to achieve a wider interface with the target
groups. The campaign ran on TV2.

We estimated that we would achieve 5,103,000 exposures on TV in
the course of the campaign. We realised 7,790,580 exposures,
delivering 2,687,580 exposures, an incredible 34.5 %, more than we
had estimated.

Opening campaign — TV2

10.000.000
7.790.580
8.000.000
6.000.000 5.103.000
4.000.000
2.000.000
Estimated exposures Realised exposures

Source: Dentsu Aegis Network
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Campaign: Opening campaign — Activation

Activation

For the activation, the Dentsu agency MKTG produced a -
promational video that highlighted the mood, giving glimpses
of Aarhus 2017 as Capital of Culture.
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Campaign: Opening campaign — Cinema spot

KULTURHOVEDSTAD

Cinema

During the 'Opening' campaign, we were also present in
cinemas.

When the target groups go to the cinema, they are prepared
to immerse themselves in a film. This increases the
probability that they will also immerse themselves in the
commercials that are run before the film starts.

We targeted the Central Denmark Region and the target
group of people aged 12+.

eryday and eternal poetry
' >

Media Report 100



5. MARKETING

Campaign: 2097: Blast Theory — 2017

745,405

no. of views for the campaign*

© e

fHON -

*= The calculation is based on the views/impressions that we have been able to measure.

ANARHUS—2017

Source: Dentsu Aegis Network

Media Report
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Campaign: 2097: Blast Theory — 2017

Campaign purpose

The purpose of the 2097: Blast Theory campaign was to:
1. Create awareness of the event with limited information, as the concept was based on an element of secrecy

2. Drive traffic to the ticket site, ultimately to generate sales

Target group:

P18-65+ in Aarhus with an interest in architecture and culture

Timing: October (week 42) to November (week 44) 2017

The campaign material consisted of videos (in Danish and English), which were a decisive factor in relation to the platforms and formats where the
campaign was run.

* We chose Facebook and Instagram, as Facebook has an extensive user interface that facilitates wide coverage. Instagram is an inspiration
medium, which makes the target group more receptive to the message.

* YouTube: Bumper Ads were chosen with the objective of reaching far and creating coverage in the target group.
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Campaign: 2097: Blast Theory — 2017

KULTURHOVEDSTAD

Evaluation

The campaign tapped into the target group really well, using . . :
resonated with the target group. Facebook 204,345 109,187 0.58 % 1,191
We reached the target group well, generating awareness via Video

the coverage format YouTube bumper ads. Instagram 214,463 66,376 0.63 % 1,341
Instagram Stories were another strong performer, generating Stories

wide coverage whilst at the same time driving 1,341 visitors YouTube 326.597 218.827 0.15 % 50

to the ticket sales site. Bumper Ads ' ’

The Facebook video tracks also achieved a high CTR in 745.405 394.390 0.35 % 2 582
relation to the expectation of 0.58 %, of which a couple of the ’ ’ ’

tracks reached 0.66 %.

Source: Dentsu Aegis Network
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Campaign: Lucinda Childs — 2017

519,761

no. of views for the campaign*

N

*= The calculation is based on the views/impressions that we have been able to measure.

ANARHUS—2017

EUROPEIS
KULTURHOVEDSTAD -

Source: Dentsu Aegis Network
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Campaign: Lucinda Childs — 2017

Campaign purpose

The purpose of the Lucinda Childs campaign was to:

1. Drive traffic to the ticket sales website

Target group:

W25-65+ in Aarhus with an interest in dance, theatre and music

Timing: November (weeks 45 and 46) 2017

The campaign material consisted of videos (in Danish and English), which were a decisive factor in relation to the platforms and formats where the
campaign was run.

» Facebook and Instagram were chosen as a result of learnings from the Blast Theory campaign's good results. Facebook has an extensive user
interface that facilitates wide coverage. Instagram is an inspiration medium, which makes the target group more receptive to the message.

+  We optimised for traffic to the landing page where the users could buy tickets for the show.

Media Report 105



5. MARKETING

ANARHUS—2017

EUROPEISK
KULTURHOVEDSTAD

Campaign: Lucinda Childs — 2017

Evaluation

The campaign tapped well into the target group, and we saw
a strong performance on Instagram Stories in the form of
wide coverage and a good CTR.

The campaign purpose for Lucinda Childs resembled that of
Blast Theory, but for this campaign, we chose YouTube
Bumper Ads and focused instead on driving more traffic via
the video material.

We created more than 519,761 exposures and an overall
impressive CTR of 1.25 %. A couple of the advertising tracks
had a CTR of 3.25 %, which is just brilliant. Again, we must
stress the impact that the right smart creatives have on the
results of an advert.

Media Report

Facebook 195,912 97,142 1.79 % 3,498
Video

Instagram 323,849 131,859 0.31% 1,001
Stories

519,761 394,390 1.25 % 6.499

Source: Dentsu Aegis Network
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Overall evaluation: 2016-2017

231,867 37,598,126 0.77 %

Clicks Exposures CTR

in the course of the entire period 2016-2017*

*= The calculations are based on available data.
Source: Dentsu Aegis Network
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Overall evaluation: 2016-2017

Good result

Across media activities and a good mix of offline and online
media, we have achieved strong synergy, generating 37,332,150
exposures, 217,861 clicks and a CTR of 0.77 %.

In the course of the campaigns, we have, once again proved the
great significance of the right smart creatives in a campaign's
performance. Google has stated that a smart creative is
responsible for 70 % of an advert's performance — the Aarhus
2017 results support this.

The conclusion is that the Aarhus 2017 campaigns have
performed very well indeed. This can be attributed to, among other
things, compatible matches between smart creatives,
formats/media, supported by excellent collaboration between the
Aarhus 2017 team and the Dentsu Aegis Network.

Media Report

Banners 7,811,889 6,723 0.09 %
Facebook CTW 2,314,431 59,247 2.56 %
Instagram CTW 67,932 149 0.22 %
Facebook Video 342,625 - -

YouTube TrueView 717,992 594 0.08 %
PPC 192,036 32,949 17.2 %
Inside Video 955,646 4,704 0.49 %

*= The calculations are based on available data.

Source: Dentsu Aegis Network
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6. COMMUNICATION AWARDS

THE GOLD QUILL AWARDS

The Gold Quill Awards programme was established over 40 years ago by the International
Association of Business Communicators (IABC), and remains the world’s largest and most
prestigious strategic communication awards programme. Attracting around 1,000 entries every
year from business, public sector, and non-profit organisations of all types and sizes worldwide.

Gold Quill is the only awards programme that honours the dedication, innovation and passion of
communicators on a global scale. Winning a Gold Quill Award acknowledges state-of-the-art
practice in realising the value of strategic communication, and is the highest achievement for
professional communicators.

The efforts on communicating the European Capital of Culture Aarhus 2017 resulted in winning
three Gold Quill Awards for strategic communication, media relations and events.

ANARHUS—2017
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Media Report
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6. COMMUNICATION AWARDS

IABC Gold Quill Award 2016

Journey to 2017
Winner, Merit Award, Community Relations

The Journey to 2017 campaign in 2015 brought different stakeholder and community groups
together to build engagement and participation in the European Capital of Culture proposition.
The Aarhus 2017 team devised an event and supporting strategic communication that would
provide a taster of the Aarhus 2017 programme, facilitate networking between business and
community groups, and create a sense of momentum.

The campaign centred on a week-long festival set among an exhibition of projects
commissioned by Aarhus 2017. The historic Ridehuset in Aarhus was selected as the venue
because of its central location and accessibility, and the overall experience was designed to
involve everyone, regardless of age, background, or interests. Key messages about the 2017
programme were incorporated in speeches and presentations by Aarhus 2017 Foundation CEO
Rebecca Matthews and other staff, focusing on Let’'s Rethink as a mindset for change,
innovation, and courage; promoting Aarhus 2017 as a ‘cultural laboratory’ for new ideas
throughout the region; and emphasising that everyone is invited. The communication plan set
out three specific, measurable objectives:

+ Raise awareness of the Aarhus 2017 programme
+ Engage a wide cross-section of citizens in the launch activity; and

» Establish local ownership and engagement, including by local media

ANARHUS—2017

EUROPEISK
KULTURHOVEDSTAD
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gg.iabc.com_
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IABC Gold Quill Award 2016

KULTURHOVEDSTAD

Journey to 2017
Winner, Merit Award, Community Relations

The event was announced and promoted through a range of media, intended to cover the
breadth and diversity of the target groups:

» Outdoor media carrying European Capital of Culture messaging and branding, including 180
banners and posters at central spots such as main roads into the city, central traffic spots,
bus stops, and pedestrian areas

* A 12-page insert in the regional weekly newspaper, sent to 155,000 households
* A social media campaign, including daily posts on Facebook in the run-up to the event

* An animated film posted on Facebook, Twitter, and YouTube, and used as the introductory
spot for all events at the Ridehuset

« Direct mailing of invitations to the event to all schools in the region, politicians and
authorities, and business community and associations

» Branded folders and merchandise including bags, pencils, and chocolates handed out at the

vent
eve over 40 years

gg.iabc.com

awareness and engagement greatly increased, and local citizens, businesses, and media raised #iabcgq
their level of endorsement and participation. -

The measurement revealed significant increases across the areas covered by the objectives —
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IABC Gold Quill Award 2017

A Year of Culture, A World of Change: Aarhus 2017 Programme Launch
Winner, Merit Award, Community Relations and Special Events

The official launch of the programme for Aarhus 2017 European Capital of Culture was held at
Aarhus Theatre on 12 October 2016, exactly 100 days before the official opening on 21 January
2017. This formed the focal point for our awareness-raising efforts. The launch was a major
cultural event in its own right, featuring performances by Aarhus Symphony Orchestra, Faroese
singer-songwriter Eivgr and local producer and dance scene star, DJ Static. The Theatre was
dressed in the Foundation’s brand colours and the official Programme Book was recreated in
digital form on a specially-created screen as the main part of the stage design. As the public
launch of the official Programme Book, this event served as the high point of the detailed
preparations that accompany a cultural landmark of the scale of European Capital of Culture.
The launch event therefore created the perfect opportunity to attract the attention of journalists
and media channels and ensure that, through them, people in Denmark and around the world
had the chance to be part of the experience.

Some 700 guests were invited to the launch event at the Aarhus Theatre. The guest list aimed
to reinforce strong relationships with stakeholders such as business leaders, philanthropic
partners and sponsors, political and civic leaders, and volunteer supporter groups. However, the
main aim was to attract journalists from Denmark’s national daily and local weekly press, who
command readerships of 2m and 2.7m respectively, and through them the general Danish
public. International journalists were also high on the list, not least because of the importance of
attracting tourists to Aarhus and Central Denmark region.

Media Report
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IABC Gold Quill Award 2017

A Year of Culture, A World of Change: Aarhus 2017 Programme Launch
Winner, Merit Award, Community Relations and Special Events

The overall strategic communication objectives were, again, specific and measurable:

» Engage national and local press through the attendance of at least 40 accredited journalists.

* Increase interest in other countries through the attendance of at least 20 international journalists
* Reach younger demographics through a 20% increase in social media followers

On the day 50 accredited journalists attended, including five of Denmark’s nine dailies. The period 21
January to 31 October 2017 saw over 7,000 print and online mentions. The international media were there
in equally impressive numbers, with 36 journalists from 12 countries attending. International coverage of
Aarhus 2017 increased 150% year-on-year with features in high-profile titles in key tourist source
countries, including Italy, Germany, the UK and France. Meanwhile, combined followers on social media
platforms increased by 20% in the immediate aftermath of the launch, and the combination of proactive
media relations, high-quality social media content, and effectively-targeted marketing together delivered
results that set the tone for the continuing success of our strategic communications.

However impressive these results may be, they are not an end in themselves. They were driven by our
commitment to the core values of Aarhus 2017 — democracy, diversity and sustainability. If, in the course of
delivering such internationally-acclaimed strategic communication, we have been able to embed these
ideas more deeply in Danish society and spread them more widely internationally, then we believe our
purpose has been served.

Media Report
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THE END



