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Andy Warhol 2007

Andy Warhol was the first major exhibition of the Bank of Scotland totalART series. It marked the twentieth anniversary of the artist’s death, and opened at the National Gallery Complex in Edinburgh on 4 August 2007. The exhibition attracted the biggest ever sponsorship of modern art in Scotland and was the most comprehensive Warhol show ever seen in Scotland.

Even now, twenty years after his death, Warhol’s reputation as one of the most significant artists of the twentieth century is unquestioned. The exhibition contained over 200 paintings, drawings, collages, prints, sculptures photographs and films, and was the first major show in Scotland to examine Warhol’s work across a wide range of subjects, themes and media. A number of works in the exhibition had never been seen in the UK before. 

Part of our packaged ‘Summer Season’, Warhol was supported with considerable marketing support alongside our other shows; Picasso on Paper, The Naked Portrait and Richard Long: Walking and Marking. Our selection and use of media resulted in a high-profile medium-term presence over the key summer months, which maximised visitor numbers. Outdoor media included bus super-sides, 6-sheets, washroom panels, phone boxes and an extensive Edinburgh and Glasgow poster/leaflet campaign. The campaign was extremely heavy-weight; the super-sides alone were up for six weeks and reached 333,000 people; OTS was 5.7 million and we messaged 88.1% of the population. We also used a selection of broad press titles – including The Scotsman, Scotland on Sunday, Edinburgh Evening News, The Herald/Sunday Herald, The List, The Skinny, The Guardian/ Observer. Press activity concentrated on key sections, selected for relevance to our audience’s interests. Activity was largely quarter page colour ads, which provided sufficient space and brand equity whilst maintaining frequency. In addition, our summer season leaflet was inserted in The Scotsman, Sunday Herald and The List; reaching a total of 512,000 people. 

Our media partner for Warhol was Scotland on Sunday (SoS). As part of our media partnership package, 85,000 poster inserts were inserted within the SoS on the opening Sunday of the Fringe; providing a massive initial hit. This was supported heavily in all TSPL titles (plus online) and through a campaign on eight Scottish radio stations, plus 4000 newsbills and a massive text push. There was a comprehensive promotional campaign in-paper and space within The Scotsman’s daily Festival Guide. A ticket giveaway to mark the opening of the exhibition generated initial awareness and a 2-for-1 offer towards the end of run provided a final push. This package alone was worth upwards of £100,000: more than double the original marketing budget available for promoting the show.

We also partnered with local radio for the first time; the popular appeal of Warhol being a good fit. This partnership involved three weeks of advertising across August and September. In addition, two weeks of promotional trailers highlighted ticket details, plus, a presence on the website throughout the entire run helped to create and maintain awareness with this new audience. On top of this, the show’s curator was interviewed on the station to talk through the event and provide more ‘depth’ to the show. Our research has shown that this partnership was very effective, with nearly 40% of respondents stating that they had heard about the show on radio.

The above examples show how we enticed new audiences to Bank of Scotland totalART Andy Warhol. Another example is the coordination of ‘Warhol ‘til Midnight’, a special late-night viewing of the exhibition which offered younger audiences a rare opportunity to enjoy world-class art within a relaxed, informal environment. On Saturday 22 September, The National Gallery Complex remained open from 10am until midnight and attracted the biggest daily attendance of the year. Between 6pm and midnight, Gallery curators were on hand to offer informal tours and provide information about the exhibition to interested visitors. From early evening bars were open, our restaurant offered promotions on food and drink, and local radio presenters added to a party atmosphere with great music. Research showed that, for over 60% of those who attended Warhol ‘til Midnight, it was their first visit to the National Galleries of Scotland. By staging such events we are able to appeal to a much younger audience and increase awareness of the Galleries amongst non-attendees. We used local radio to promote ‘Warhol ‘til Midnight’ as it was a fitting target audience for such an event and exposed the exhibition to a wider audience – the presenter reads, promoting the event, reached 225,000 people across our region.

In addition to media partnerships, we worked with third parties to increase awareness of the exhibition. For example, with Le Monde (a key style bar on the east-end of George Street) we sited Warhol banners on the exterior of the building. Adverts for the show were on rotation on the twenty-two plasma screens throughout venue during August. In addition, an email was sent out to Le Monde’s database (10,000 members) to promote the exhibition opening, this was then followed by further email which featured a ticket offer. This activity reached an audience which otherwise may not have been aware of the exhibition whilst also securing a prime advertising site in a key location at no cost.

We worked closely with frontliners throughout the city to ensure the exhibition was at the forefront of their minds. This was key, bearing in mind the show opened in conjunction with the start of the Edinburgh Festival, the largest arts festival in the world. Over 500 hoteliers, B&B and guesthouse owners, bar managers and shop managers were invited to a private view of the show and a drinks reception prior to the official opening. 

The more ‘traditional’ campaign was backed up with some clever ambient marketing. The most ambitious marketing ever undertaken by the National Galleries of Scotland was to ‘wrap’ the front pillars of the Royal Scottish Academy Building to make them look like giant Campbell’s Soup tins. Devised and managed in-house, the installation captured the imagination of the city and gained enormous press exposure following a grand unveiling staged for the press; it featured on the front cover of the Edinburgh Evening News, cover of The Herald, was credited as ‘the icon of the Festival’ on BBC R2, was the main image in a DPS in The Times, a full page in the Daily Mail, featured heavily in the Culture Show and much more. As well as the coverage in domestic publications, the column gained press internationally with the likes of Emirates Today, The Sydney Herald, and NY Times and using the image. A strong presence on sites such as ‘Flickr’ and ‘BBC In Pictures’ suggest that the public felt very passionately about the cans. 

Crucially, the install ‘softened’ the front of the building and made it less imposing than the dark granite columns underneath. Our year-on-year summer research has shown that visitors’ perceptions of the Galleries were significantly different during Warhol and the focus groups indicated that this was contributed to by the can installation. Importantly, 81% of all visitors surveyed as part of this research were aware of the cans. 

Also as part of the promotion for the show, a large screen was installed in the precinct next to the can installation. We offered members of the public the chance to enjoy a brief moment of celebrity, by giving their image the ‘Warhol treatment’, and projecting it on a giant screen. Inspired by Warhol’s prophetic statement that, ‘in the future, everyone will be famous for fifteen minutes’, the event gave visitors to The Mound, in Edinburgh’s city centre, the chance to join the ranks of stars such as Marilyn Monroe, Elvis and Liz Taylor on show in the Gallery next door. Over three days, visitors to The Mound were met with a team of fake ‘paparazzi’. Those caught by the snappers’ lenses then had their image ‘Warholised’, transformed into his trademark intense colours, and projected on to the screen outside the entrance. 

The press coverage for this activity was impressive with Edinburgh Evening News, the Scotsman, the Herald, The Times and the Guardian running the story. In addition, television programme Scotland Today covered the event on its opening day, thereby giving us national coverage and driving traffic to the site.

As the exhibition drew to an end, we brought in new technology for a final marketing push. A poster site featuring a ‘QR code’ was set up on Princes Street – a QR (quick response) code contains information that is unlocked by camera phones that have the corresponding software installed. These two-dimensional barcodes, already widely used in Japan, provide instant access to web-sites or other information such as product details. This new technology was a superb fit with the exhibition and we consciously chose to use it in September to ensure it wasn’t overshadowed by Edinburgh Festival activity in August. By being amongst the first in the UK to trial QR codes we had an enviable head-start in generating press; we were keen to grasp the opportunity to pioneer such a project and to take the benefits of being the first brand in the country to do so. 

Embracing new technology is nothing new for the Galleries; in 2006 we introduced the PodCurators: video podcasts which provided a brand new way for visitors to find out more about exhibitions and enjoy a visit to the Gallery. The PodCurators returned for Bank of Scotland totalART Andy Warhol; a free file which could be viewed online or downloaded and brought along to the exhibition itself. The podcasts combined the knowledge of curatorial experts with the services of an informal tour guide. Visitors could listen to the podcast in advance to get a taste of what was in the show or – because the content was structured in the same order as the works on display – bring it along to the show and let it guide them around the exhibition. 

Bank of Scotland totalART Andy Warhol was hugely successful and smashed the estimated visitor figure; reaching a total attendance of 95,411 in it’s nine week run. The show also broke the record for weekend attendance with 4,256 people attending in the second weekend of opening.  

Last year’s research by Morris Hargreaves McIntyre highlighted that the National Gallery Complex was viewed as ‘imposing’ and ‘unwelcoming’ by non-attenders, full of ‘old brown paintings’. Such perceptions deter people from visiting the Galleries, although research shows that for the majority, these perceptions are overturned during a visit. Our initiatives were constructed to use the Gallery site and increase its appeal to those who might be on the border of visiting. The column wraps made the building more vibrant and the summer research conducted shows that people found the building less daunting and were therefore more likely to enter. 

Our activities were many and varied; take a look at the ‘Warhol ‘til Midnight’ event or PodCurator. Each showed the galleries in a different light to potential attenders whilst offering added value to those who already attend. Another key reason for non-attendance is lack of awareness; this was tackled directly through activity like the column wraps or ’15 Seconds of Fame’. In fact, many potential visitors fail to visit because they are not aware what is on offer or what might be of interest to them. They either have out-moded perceptions of the Galleries based on early school visits, or the Galleries simply never appear on their radar. 

Appropriating images from popular culture, Warhol created many paintings that remain icons of twentieth-century art. We played on this in our marketing strategy and tried to bring the exhibition to life as much as possible. We took Warhol’s obsession with pop culture and, as much as possible, used this in marketing activities outside of the physical exhibition space in order to pull more people inside. The result was a record-breaking show and our largest ever attendance from the under twenty-five age group, Crucially, research shows that a large percentage of visitors who came to the exhibition and left with a positive impression of the National Galleries of Scotland.

