Introduction

The People’s Project: Delivering one of the
UK’s largest ever public consultations with
Everton Football Club and CBRE

DELIVERING ONE OF THE UK’S LARGEST
EVER PUBLIC CONSULTATIONS WITH
EVERTON FOOTBALL CLUB
Having identified Bramley-Moore Dock on Liverpool’s
world-famous waterfront as the only suitable location for the
construction of its new stadium, Everton Football Club required
a comprehensive and inclusive pre-planning consultation.
The Club’s plans include a new 52,000 seater waterfront
stadium and an innovative community-led redevelopment of
its current home, Goodison Park – collectively branded as The
People’s Project.
Everton enlisted Influential to work alongside its stadium
development team and advisors CBRE to deliver a robust and
inclusive campaign of engagement and consultation with the
public and key stakeholders.

The People’s Project Introduction & Brief

The People’s Project: Delivering one of
the UK’s largest ever public consultations
with Everton Football Club and CBRE
Having identified Bramley-Moore Dock on Liverpool’s
world-famous waterfront as the only suitable
location for the construction of its new stadium,
Everton Football Club required a comprehensive
and inclusive pre-planning consultation.
The Club’s plans include a new 52,888 capacity
waterfront stadium and an innovative community-led
redevelopment of its current home, Goodison Park
– collectively branded as The People’s Project.
Everton enlisted Influential to work alongside its
in-house communications and stadium development
teams and its advisors CBRE to deliver a robust and
inclusive campaign of engagement and consultation
with the public and key stakeholders.
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Objectives:
• Communicate complex messages: from
the social and economic benefits of the
proposals, to how its stadium designs
would preserve and enhance the heritage
of Liverpool’s docklands
•	Reach diverse audiences: including
Everton fans, non-fans and civic and
political stakeholders
•	Create excitement and demonstrate support
for proposals across the whole Liverpool
City Region (LCR)

The People’s Project Strategy

Reaching our diverse audiences required a number of core strategies:
1. A standalone brand

2. Bespoke communications platforms

Anticipating that the Everton crest could present a partisan barrier to

The brand was supported with bespoke platforms including a

non-Everton fans or those with no interest in football, we developed

website https://www.peoples-project.co.uk/ and dedicated social

a new brand for The People’s Project with a logo featuring a football’s

medial channels to convey the consultation material and house the

panels floating away in the form of seeds to grow across the city

campaign questionnaire.

region demonstrating the widespread benefits of the project.
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The People’s Project Strategy

3. Two stages of engagement
Due to the volume of information the campaign needed to
communicate, it was decided that a two-stage engagement
strategy would deliver the most impact.
•	Stage One (November – December 2018) focused on
communicating the rationale for the project, the huge social
and economic benefits, the chosen location for the new stadium,
and the Club’s aspirations for a legacy project at Goodison Park.
•	
Stage Two (July – August 2019) unveiled the detailed stadium
designs, the Club’s approach to preserving the heritage of
the dock, the transport strategy and the proposed mix of uses
for Goodison.
At both stages participants were asked if they supported the plans
and given opportunities to comment on the proposals, with feedback
captured via a questionnaire created by Influential’s Insights team
and made available across multiple channels.
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The People’s Project Integrated campaign

A range of marketing channels were selected to reach the
different target audiences. Learnings from the first stage
of the strategy were used to inform Stage Two activity,
to ensure the campaign’s impact was maximised.

86,000

142,000+ fans

Geo-targeted

questionnaires mailed

received an email campaign

social media campaign

Print
advertising

400+ pieces

Liverpool Echo

Interactive consultation
An ambitious touring exhibition took the consultation material
directly to the public, visiting nine locations across 17 days at Stage
One, and 12 locations across 19 days at Stage Two. To ensure we
reached non-football supporters and non-Everton fans, locations
included areas of high footfall across LCR.

of earned media coverage

Eight-page supplement

The roadshow vehicle featured an exhibition of the proposals and
iPad terminals to allow attendees to complete the questionnaire.
An immersive experience with a dedicated virtual reality (VR) room
allowed attendees to experience a 360-degree tour of inside and
outside of the proposed stadium.
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HAVE

Digital toolkit
for local businesses

STAGE 2

36 days of
roadshow activity

Influencer
engagement

The People’s Project Integrated campaign

Local residents and fan engagement
Across both stages of consultation 86,000 questionnaires were
mailed to homes local to the development sites. The postal surveys
were supported by geo-targeted social media activity and an email
campaign to Everton’s database of more than 140,000 fans, directing
people to fill out the survey online. The software deployed prevented
people from submitting multiple responses. A number of focus
groups and listening exercises were also conducted for residents
living around Goodison Park.
Accessibility
If interested parties did not have an email address they could call
and request a hard copy. A telephone helpline was also set up which
people could call to dictate their responses to the questionnaire.
Business audiences
We created a digital toolkit of key consultation material for local
businesses and community organisations to share via their own
channels, helping to drive responses from their employees,
customers and networks.
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The People’s Project Integrated campaign

Political and Statutory Stakeholders
Local politicians were written to or met with in advance of each
stage of the campaign and the Club organised a drop-in session
in Westminster. This activity ensured local, regional and national
political stakeholders were informed of the plans and able to spread
the messages to their constituents and networks.
Data analysis from each stage of the consultation created a platform
to re-engage with key civic and political stakeholders with insights
matched to their interests.
Influencers
We engaged the advocacy of influencers to promote the
consultation messages. Sky Sports pundit and Liverpool FC
legend Jamie Carragher visited the touring exhibition and
explained why he was supporting The People’s Project, asking
everyone in the city region to get involved. Other influential voices
included Sir Michael Heseltine and a range of vox pops from the
LCR business community were published on the website and
through PR to engage business audiences.
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The People’s Project Outcomes

The campaign generated an unprecedented 63,207

Analysis of the data revealed that 96% of people are

responses making it the largest ever response to a

in favour of the project going ahead, 94% back a new

public consultation exercise for a commercial

Everton Stadium at Bramley-Moore Dock and 95%

development in the city’s history. More than 18,000

support a legacy development at Goodison Park.

people attended the touring exhibition.
Strong support for the proposals was recorded among all
Crucially, more than 4,600 respondents described
themselves as non-Everton supporters, over 40% of
whom were Liverpool FC supporters and 27% said they
had no interest in football.

demographic groups and across all geographic locations.
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CBRE who worked as an integral
part of our New Stadium and
Communications and Engagement
teams. Their strategic advice and
on-the-ground support proved
incredibly valuable as we worked

a large volume of qualitative commentary, observations

together to deliver a robust, creative,

The clarity of communications and engagement resulted

shape the Club’s planning applications and captured

in an overwhelmingly positive reaction.

in a detailed Statement of Community Engagement.

surveys completed

I’d like to thank Influential and

Alongside the quantitative data, the exercise also yielded
and ideas. Every comment was read and used to help

63,000

“

18,000

roadshow attendees

96%

in favour of the project

transparent and engaging public
and stakeholder consultation.

”

Professor Denise
Barrett-Baxendale,
Chief Executive at
Everton Football Club
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an integrated communications agency delivering UK-wide,
insight-led stakeholder engagement, marketing, and communications

Having identified Bramley-Moore Dock on Liverpool’s
campaigns. We transform insights into brilliant ideas and content
world-famous waterfront as the only suitable location for the
informs,
construction of its new stadium, Evertonthat
Football
Club engages
required and delivers positive impact.
a comprehensive and inclusive pre-planning consultation.

We are Influential.

The Club’s plans include a new 52,000 seater waterfront
stadium and an innovative community-led redevelopment of
its current home, Goodison Park – collectively branded as The
People’s Project.
Everton enlisted Influential to work alongside its stadium
development team and advisors CBRE to deliver a robust and
inclusive campaign of engagement and consultation with the
public and key stakeholders.

Karen Swan | Director
TEL: 0151 239 5022 | MOBILE: 0778 750 1210
EMAIL: swan@thisisinfluential.com
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