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The Gate

ωEntertainment Centre in 
Central Newcastle

ωRange of challenges 
experienced in 2006/7

ωCustomer research and 
segmentation used to 
develop new advertising 
approach



The Gate: Challenges

ωEldon Square redevelopment

ωNational Smoking Ban

ωNewcastle United performance



Previous Advertising



Previous Advertising



Objectives

ωTo maintain footfall in face of challenges

ωTo encourage increased visit frequency

ω¢ƻ ƪŜŜǇ ¢ƘŜ DŀǘŜΩǎ ǇǊƻŦƛƭŜ ƘƛƎƘ ŀƳƻƴƎǎǘ 
target markets



Research

ωVisitor Survey Completed:
ςSocio Demographics

ςReason for visit

ςPerceived competition

ςReasons for choosing The Gate

ςKey assets of The Gate

ςPointer on decision process

ςIdeal day out and night out values

ςRelationship people have with The Gate



Research

ωThe Gate presented a unique proposition

ωUnable to use traditional retail lifestyle 
segmentation methods

ωDeveloped tailor-made model

ωFurther developed understanding with 
focus groups.



Research

ωFocus Groups discussed behaviour around 
bar use and meals out.
ςCurrent customers very satisfied with experience

ςBeer Monsters most loyal and visit most frequently

ςImage Conscious Professionals like restaurants and also visit 
frequently

ς{ƻǇƘƛǎǘƛŎŀǘŜǎ Ǿƛǎƛǘ ƭŜǎǎ ŦǊŜǉǳŜƴǘƭȅΦ aŀƴȅ ŦŜŜƭ ǘƘŜ ǾŜƴǳŜǎ ŀǊŜ Ψƴƻǘ 
ŦƻǊ ǘƘŜƳΩ ōǳǘ ǿƛƭƭ Ǿƛǎƛǘ ōŜŎŀǳǎŜ ǘƘŜȅ ƪƴƻǿ ǿƘŀǘ ǘƘŜȅΩƭƭ ƎŜǘΦ

ςStrong overlap between product areas (60-80% of customers use 
the same venues)

ςVarious lifestyle groups respond to similar images



Research

ωCurrent Users felt:

ωTG is a place to have fun

ωTG makes them happy

ωTG is mainly used by groups of friends

ωTG is a meeting place



Identifying Target Markets
Name Description %  No. in 

catchment 
Likelihood of 
being 
influenced 

Beer Monsters 15-34 
60% Male 
Work full time or students 
Pre family 
Av income £26k 
Heavy users of cafes & nightclubs 

53 % 
(68% 
bar 
users) 

77,000 High 

Image 
Conscious 
Professionals 

15-34 
Work full time (22% Uni degree) 
Av Income £33k 
Pre family 
65% ABC1 
Heavy users of restaurants & clubs 

31% 91,000 High 

Sophisticates Over 40 
Av Income £33k 
76% ABC1 
Some families, many couples 
Like outdoors & the arts 

8% 25,000 Med - Low 

Reserved 
Homebodies 

Over 35 
Work full time 
37% have children 
Av Income £30k 
Enjoy quiet evenings at home 

6% 77,000 Low 

 



Strategy Development

ÅBudget of £75,000

ÅStrategy meeting presented research to 
Advertising agency and designers

ÅStrategy suggested based on target market 
characteristics and behaviours



Strategy
ÅTarget óBeer Monstersô and óImage Conscious 

Professionalsô 

ÅAdvertising must be ótrue to lifeô and avoid alienating 

other markets

ÅDesigners suggested use of ócartoonsô using humourous 

stories

ÅBenefits seen as:
ïCut through

ï True to life

ï Ability to tell a story

ïAppeal to target groups and óspeak their languageô

ïUse of humour to engage with customers



Strategy

ÅMedia Selection
ïRadio

ïOutdoor (12 sheet posters, Metro Carriage Cards and Window Vinyls

ï Advertisements in selected magazines

ï Posters within The Gate



Implementation
Å Designers developed story-lines

Å Local illustrator who had worked on Viz

Å Four different treatments

ïNight Out at The Gate

ïMeal Out at The Gate

ï Visit to the Cinema at The Gate

ïChristmas Party at The Gate

Å Logo not included



Implementation

Å Use of Geordie Dialect

Å Characters not portrayed as any particular social class

Å Characters realistic but well dressed and well behaved

Å Cinema cartoon included families ïósomething for everyoneô

Å Changeable strap-line

ïYouôve not had a great night out till youôve had a Gate night out

ïYouôve not had a great meal out till youôve had a Gate meal out



Results

Å Objective 1: To maintain The Gateôs footfall

ïOverall yearly increase of 17% to 5,841,199

Å Objective 2: To encourage increased visit frequency

ï Visit frequency increased from 32 visits p.a. in December 2006 to 41 

visits p.a. in November 2007.

Å Objective 3: To keep the profile of The Gate high

ï Advertising awareness of 65% (compared to 33% in previous research)

ïGood feedback from customers and tenants

ïControversy provided PR coverage



Results

ÅBritish Council of Shopping Centres
ïPurple Apple Award for Effective Advertising.

ïEntry to MAXI awards at International Council of 
Shopping Centreôs Conference, Hollywood, Florida, 
March 2009.

ÅShopping Centre Magazineôs Sceptre Awards
ïUK Marketing Manager of the Year.

ÅNorthern Marketing Awards
ïBest Use of Customer Knowledge.



Further Development

Å Need to target older customers and families

Å Cartoons were unpopular in some quarters

Å Concept developed further to appeal to a wider audience.


