


DIGITAL OUT-OF-HOME DRIVING ATTENDANCE 

FOR BOTH ONLINE AND REAL-WORLD EVENTS

C AM PA I G N  O B J EC T I V E S:

Overall:

Encourage interest in cultural events amongst local 
audiences

First campaign:

Raise awareness of the 18th international Fryderyk Chopin 
Piano Competition, one of the oldest and most prestigious in 
the world, broadcast online via app and website, and 
encourage app download and event engagement.

Reach an audience familiar with real-world music events in 
areas where they would expect to see advertising for them

Second campaign: 

Raise awareness of, and increase ticket sales and 
attendance for, the Festival of Sacred Music in London, an in-
person event, in the week running up to it, targeting an 
affluent audience in proximity to the venue 

B R AN D  B AC K G R O U N D :

The Adam Mickiewicz Institute is a national cultural institution. 
Its mission is to build lasting interest in Polish culture globally. 
The Institute has held over eight thousand cultural events, 
seen by nearly 60 million viewers in over 70 countries.

C AM PAI G N  D E TAI L S :

First campaign:

D6s in close proximity to prestigious concert venue the Royal 
Albert Hall

Four days

Second campaign:

The Kensington

The Knightsbridge Tower

Rail D6s at mainline stations in proximity to the event at St-
Martin-in-the-Fields

One week

Adam Mickiewicz Institute



F I R ST  C AM PA I G N



SEC O N D  C AM PA I G N



At the Adam Mickiewicz Institute we used Digital Out-of-
Home (DOOH) to encourage interest in our range of 
cultural events amongst audiences outside our home 
country, Poland. 

In the UK, DOOH worked effectively as part of our overall 
media mix, which otherwise was focused on digital, radio 
and social media within the classical music field. DOOH 
channels broadened our campaign reach to a larger, more 
diverse audience, importantly, one not necessarily already 
engaged with classical music events. 

By raising this broad awareness, both our campaigns also 
helped drive attendance and ticket sales for the online and 
in-person events. The excellent site locations and overall 
campaign visibility certainly contributed to this. 

Overall, our Digital Out-of-Home campaigns successfully 
grew the number of people aware of the Adam Mickiewicz 
Institute and the events we offer, driving ticket sales and 
building our strong cultural events brand, promoting the 
diversity and excitement of Polish culture to a new 
international audience.

R Ó Ż A  L O R E N C  

C O M M U N I C A T I O N  D I V I S I O N
A D A M  M I C K I E W I C Z  I N S T I T U T E


