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Having had great success in this category and 
received praise for our station sound over the 
last two years, this year we decided to channel 
more focus into our marketing. URN needed to 
broaden its spectrum of listeners and target a 
greater range of students, rather than simply 
those who ordinarily involve themselves with 
the media groups, or those who only listen to 
one type of show on the station. 

Endless poster campaigns or the bombard-
ment of twitter is no longer effective in turning 
new heads in our direction. We needed to 
source fresh and exciting methods to attract 
our desired new wave of URN fanatics. 

Through various strategies including more out-
side broadcasts than ever before, giveaways 
designed to grab every students’ attention 
and a focus on expanding the station’s playout 
at university, we have achieved our key mar-
keting goals for the year.

Our aim for station sound was to maintain our 
consistently high level of diversity in content 
and student relevance, but also to strengthen 
our roots within our city by reflecting much 
more of Nottingham’s prevailing music scene. 
We’ve taken specialist music more seriously 
than ever before and have incorporated it into 
our Daytime output to strengthen cohesion 
between the two programming areas. 

We introduced consistent station voices and 
aimed to make relevant and creative trails that 
reflect the energy of our presenters. 

This, coupled with one-off events involving 
local talent, has produced a much more unique 
and engaging sound which can truly claim to 
belong to Nottingham students.
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The first seven days of the year saw an explosive return 

from URN - Move In Day, Welcome Week and our reju-

venated focus on online content ensured our presence 

on campus was impossible to overlook. Within only the 

first hour of our Move-In show, we had spoken to both 

students and their parents on the phone and in the studio, 

collated an interactive move-in-map highlighting where 

Freshers were arriving from, and even snapped photos 

of newly befriended students tucking into lunch whilst 

tuning into URN. 

New for this year were our ‘Purple Army’, a team of over 

fifty branded URN members who spent the entire day 

helping with unpacking, chatting to students and general-

ly putting a smile on people’s faces. Many Freshers would 

never have left home before and the hope was that their 

first experience of university life would be with someone 

donned in our purple shirts.

The purple army did not 

rest during the evenings 

of Welcome Week, but 

instead followed Freshers 

to their introductory 

clubbing experiences. 

Branded photos of Fresh-

ers with URN frames were 

uploaded to Facebook 

and tagged the next day, 

ensuring that our social 

media pages were among 

the first to be joined. 

In addition, all three of 

our voxers accompanied 

the army each night to 

record clips of intoxicated 

students singing along 

to their favourite songs 

in the club. These were then 

transformed into an interactive ‘guess-the-song’ feature 

at our Freshers’ Fayre stall the following morning.

The spirit of Move In Day continued 

throughout Welcome Week as 

URN’s presence became synony-

mous with many freshers’ first taste 

of university life. Freshers Fayre saw 

the station host the main stage of 

the enormous tent; staging dance 

offs with belly dancers, sword fight-

ing with Historical Re-enactment 

society and even presenting from 

the inside of a canoe. 

BACK WITH A BANG

Fresh voices
Nurturing new members was of vital importance to URN 

this year following the graduation of over 50% of our 

previous members. During Welcome Week, our presenting 

team grabbed two wide-eyed Freshers to play a quick 

game. Within a week of this experience and their presence 

at the New Members’ Meeting, they had secured their own 

daytime show – after only a month of joining university. 

Jess and Liz’s journey embodies URN’s willingness to take 

risks and invest in the future generations. Freshness was 

key to the tone of the year: the majority of voices heard at 

our O.B.s this year have been Freshers’, as we offered them 

station voices
As the year began we established two station voices for 

all of our trails and idents. Our first, Genie, has a Northern 

accent and complementing her, Will, with a southern 

sound. The regional accents fit the friendly and diverse 

tone of the station and the university as a whole this year. 

Securing both allowed us to be consistent whilst bringing 

the varied student sound to all our station imaging.

Our purple army and invading 
freshers club nights
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Getting to  
our students

Strengthening our physical presence on campus and other 

local venues this year has enabled a much wider recognition 

of URN across the student body than ever before. We pro-

duced a record number of outside broadcasts [2.21- 3.40], 

reflecting our desire to escape the studios and really get 

TO our students. Our unparalleled dedication to crafting 

an unforgettable Welcome Week was unrelenting, as we 

hosted daily Outside Broadcasts in key student hubs - The 

SU Building & Science Quad – speaking to Freshers and 

societies… and causing a few explosions along the way!

URN spread into the residential student area, Lenton, 

for the Halloween and Christmas OBs. Live door-to-door 

trick-or-treating and carol singing meant that the many 

faces of URN were literally, and metaphorically, within the 

student community, raising general awareness of the station 

and reminding students of the lively and exciting nature of 

their student radio. One of our daytime presenters achieved 

a student radio first – presenting his two-hour show live 

while completing a 10k run…with a little help from listeners 

and locals.

Sport relief

URN was also honoured to host the finishing line celebra-

tions at the Nottingham Sport Relief Mile. This massive 

event held on campus allowed us to literally run side by side 

with the local community and the university. It also proved 

to be a monumental success as we chatted to families 

running one mile, students completing three miles on a 

space hopper, and even Batman flying through six. These 

are just a taster of the plethora of outside broadcasts the 

station has produced over the past twelve months. Each 

and every one has furthered our connection with the local 

community whilst reiterating to the students of Nottingham 

that, whether it is the biggest SU events of the year or more 

trivial instances such as the annual boat race, URN is and 

always will be at the heart of student life. 

Give theM What theY Want
This year, URN gave students the prizes they wanted 

[0.00], and in return, students repaid us with increased 

listenership. Festival tickets, free transport around Not-

tingham, cocktails in the Students’ Union bar, tickets for 

club nights, and mini golf vouchers are just some of the 

prizes which made up over £4,000 worth of giveaways 

this year. The aim has been to echo what students engage 

with in their daily life, with something to be won on every 

single daytime show throughout the year. Unprecedented 

contracts were agreed with a range of new partners and 

the installation of our new playout system in the university 

food courts saw a number of companies approach us 

regarding sponsorship. Weekly giveaways of tickets to 

four of Nottingham’s most popular club nights, proved a 

popular incentive for listeners to stay tuned in!

The biggest music event in Nottingham was the No 

Tomorrow Festival this summer. Since the date fell straight 

after exams, and on our doorstep, we began working to 

get involved in the event. As well as securing permission 

to broadcast from Wollaton Park, we were given tickets to 

giveaway to this sold out event and began planning our 

competition. Aiming to be as innovative as possible, we 

wanted this to be much more than a usual ‘Like and Share’ 

competition that students are now inundated with. We 

asked students to get creative, and since our competition 

ran during the revision period, we had listeners sending 

us a photo of them working like there was ‘No Tomorrow’.

Nottingham students did not disappoint: putting pins in 

their eyes to keep them awake and ‘tworking’ like there’s 

no tomorrow. Our use of social media for the competition 

meant students began to associate us with the festival, 

while giving them an exciting goal to get them through 

revision.

We created a trail [4.47] befitting of the time period where 

students were stuck in the library, encouraging them that 

there was no better way to procrastinate!

Student entries to our “No Tomorrow” ticket competition
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Student Union Elections

With 11,501 votes, 58 candidates and over 15 hours of on-air 

content devoted to our Students’ Union Elections in one week, it 

is safe to say the 2014 SU Elections were the biggest that URN 

have ever covered. We turned Results Night it into more of a spectacle than before as our 

two URN presenters ran the stage in the 750 capacity SU Event Room, as well as having 

two on–air presenters for the elections show and the final broadcast. 

The Election Campaign

To make our coverage stand out from the sea of posters during election season, we wanted the mar-

keting of our campaign to differ from that of the rest of the station. There are definite comparisons 

between SU Elections and a talent show: fighting for votes, being constantly on parade and the topic of 

discussion. We also ensured that our coverage answered all student questions, pressing candidates with 

the tagline ‘It’s Time to Face The Students’. With that came an X-Factor-esque campaign banner placed 

in busiest part of campus, posters, and a special website for the two week period. Our Facebook event, 

acting as the official invite for students to catch the Result Night, resulted in a larger number of students tuning in 

than any previous night and a record number of interactions with the text screen visible to the entire room. 

We wanted to push the boundaries of what quality 

content the station could produce. Students live much 

of their life online and we know we have to provide them 

with exciting content that both stands on its own as well 

as supporting our on air content.

Video content from URN has reached unprecedented 

levels this year, tripling our previous year’s content. 

We released many videos throughout the year to not 

only complement the things we were doing on air but 

also some exclusively off air videos aimed to feed the 

boredom of procrastinating students. New this year was 

the weekly Playlist vlog which introduces listeners to the 

latest additions to the playlist and that weeks Sound of 

Nottingham. This gave a personal touch to our playlist and 

along with our special filmed sessions showed the world 

that we are passionate about the music we are playing.

Our biggest broadcasts of the year were complemented 

with live streams that provided the opportunity for a 

truly multi-media experience. Whether showing pumpkin 

carving during songs, musical performances at a student’s 

house, or explosive experiments courtesy of the Science 

Show, our listeners saw it all.

transitional proGraMMinG
URN has something for everyone - whether you love 

musicals or deep house - so we saw value in bringing 

the station together in order to expose our listeners 

to this variety. The expansion in our playout locations 

resulted in our largest ever listenership for Daytime 

programming. Rather than letting these numbers 

dwindle, URN capitalised by introducing promos and 

menus for the other areas of the station. These includ-

ed an After Dark trail which showcased the specialist 

music available every night from 7pm, and trails for 

upcoming Speech Specials. These innovations encour-

aged listeners to discover areas of the station they 

had not previously considered and enabled the three 

areas of programming (Daytime, Speech, and After 

Dark) to become far more cohesive. Our coverage of 

the Moonlighters Big Band gig on campus integrated 

presenters from both Speech and After Dark program-

ming, whilst Daytime and After Dark united to cover a 

pre-Brit Award special.

On top of this, we created a unique way to sell the 

variety of music genres in our After Dark schedule. 

The most popular songs on the Daytime playlist would 

be interjected midway through with our station voice 

introducing a subsequent remix [5.55]. We wanted 

to highlight, through recognised songs, the range of 

genres represented in our specialist music shows and 

encourage listeners to try them out.  We created these 

remix packages for a number of songs to advertise the 

many genres of our After Dark shows.

Our World Cup song music video One of our Playlist vlogs
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Establishing a stronger online presence was a crucial 

target for this year and we know Social Media goes far 

beyond Facebook and Twitter. We expanded into new 

social media platforms, such as Vines which took our 

listeners behind the scenes of URN, to extend our reach 

and have fun with the imaginative content we could 

create. 

Furthermore, the Snapchat account 

we established this January intro-

duced our presenters as friends. 

With students constantly sending 

and checking their Snapchats, this was a world waiting 

to be tapped into... quite literally! Our daily snaps sent 

to hundreds of students allowed us to try quirky and 

creative methods to boost our interactivity whilst cre-

ating entertaining ‘stories’ of our events, as well as the 

day-to-day mayhem in the studios.

With an unprecedented number of students demoing for 

shows on URN this year, the Speech programming turned 

to online content, creating exclusive podcasts to comple-

ment our on-air output. In conjunction with the Feminist 

Society at the University, the creation of the ‘Feed Your 

Fem’ podcast forged a diverse listenership, from strong 

feminists, to those who were simply curious. The high 

level of production ensured success, allowing the discus-

sions to reach established organisations such as Feminist 

Wednesday, making our listenership trans-Atlantic. 

YoUr stUDent BanDs
Exploiting the ever-expanding music scene throughout 

Nottingham was a major target this year. Nottingham 

has produced some amazing talent in the past two years; 

London Grammar, Jake Bugg and Indiana to name a few. 

With many University students attempting to launch their 

musical careers via the city’s plethora of iconic venues, 

URN After Dark aimed to provide a foundation of support 

to up-and-coming bands and artists by using our extensive 

social media and listener reach to spread the word of 

their music around our University. With many successful 

bands and musicians having started by sharing their music 

amongst the diverse and eclectic tastes of students, we 

identified a way in which we could provide a platform for 

our Nottingham-based artists to gain exposure, whilst 

giving students access to brand new local music which 

they could hear nowhere else. 

The launch of Sound of Nottingham saw our specialist 

music presenters introduce one new Nottingham-based 

artist to our station’s playlist each week [4:24]. This also 

meant that every time a Sound Of Nottingham track was 

played on each daytime show, listeners were given a 

preview of what to expect from our specialist music DJs 

on After Dark.Complimented by extensive social media 

and a weekly blog, we quickly began to build relationships 

with both local and University-based artists and gave them 

the air-time they deserved. 

UnDer the raDar
URN’s Under The Radar Festival saw our highest 

point of the year in terms of the local up-and-coming 

music scene. After the success of the station bringing 

Bastille to campus last year, we wanted to actively 

promote ourselves through putting on our own music 

event. The result was a day-long event in early June 

at the Chameleon Arts Cafe in town, organised entirely by the After Dark team at URN. The event featured popular acts 

such as April Towers, Cheshire and the Cat, One Girl One Boy and George Holroyd. To ensure this success, we promoted the 

event with an on-air trail and a poster campaign that we spread on campus and into the city centre. The event was covered 

by influential Nottingham-based music websites Nusic and LeftLion. Our headliners, April Towers, had their first music video 

produced at URN’s Under the Radar Festival, meaning that our branding was featured heavily throughout. We put the best 

bits of the day on our website to publicise the event in the days and weeks after, and the April Towers track, 

featured in the trail [3.40] was chosen as it encapsulates perfectly the feel of the festival.

The very same weekend we were also lucky enough to cover the day-long ‘No Tomorrow’ festival. After being 

granted permission to broadcast from the event, absence of stable internet meant that this was not possible. 

Despite this, we were able to record audio in the form of artist interviews and crowd reactions to be played out 

on the same day via our music team spread from the festival grounds to our studios. URN became the number 

one source of event coverage for students unable to get tickets. 

Some of the acts performing at URN’s Under the Radar Festival 

at the Chameleon Arts Café

Jack interviews Dan from London Grammar
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At the beginning of the year, the only location on 

campus which broadcast URN was the Students’ Union 

Shop. Now, we have gained rights to broadcast in the 

Food Court which encompasses the entire top floor of 

the Students’ Union building. This has not only guaran-

teed each Daytime show hundreds more listeners during 

peak times, but has also raised much greater awareness 

of student radio across the student body.

Building on this success, we sought out other areas 

on campus where URN could easily reach those who 

may not regularly encounter our 

sound. After liaising with staff at the 

swimming pool, they have agreed to 

use our Rasberry Pi playout system 

to switch from a local commercial 

station to URN. We created a series 

of professionally printed poster 

boards, consistent in theme, to inform 

students in these new locations that 

they are listening to their student 

radio and provided links to our social 

media pages.

Looking into URN’s future, we wanted to set the foun-

dations for new ideas for the station, mainly involving 

our logo. Since we focused on having a fresh sound this 

year with so many new on-air voices, we wanted our logo 

to follow suit. We decided that we didn’t want to overhaul 

a recognised symbol for the station but instead give it a 

face-lift. Drafts for an updated logo were put together so 

that URN has a new logo to match its overall sound, and a 

new home around campus. 

BrinGinG specialist MUsic to YoU
This year, URN has been involved in an unprecedented 

number of University events at different stages throughout 

the year. Our DJs played at both the Silent Disco and 

WeekOne Finale at the Capital FM Arena; events that were 

attended by over 4,000 students. We have continued to 

DJ at our satellite campuses’ events throughout the year, 

with this culminating in URN DJs supporting BBC Radio 

1’s Scott Mills at Sutton Bonington’s End of Year Ball. Our 

DJs pride themselves on playing music that students want 

to hear, to this end, we’ve been asked to DJ at a series of 

society events.

Integrating ourselves into all parts 

of student life, our DJs now also 

hold down a weekly residency at the 

University of Nottingham’s official 

Wednesday club night, Crisis at Rock 

City [6.26]. We host ‘The Basement 

Room’ playing the very best in Deep 

House and Techno and have created a brand that provides 

students with something entirely different from the other 

two rooms in the venue. ‘The Basement Room’ has provid-

ed fantastic exposure for URN outside of our studios whilst 

also allowing our DJs to practice their skills in a profession-

al club environment. Such exposure has also had a positive 

impact on our DJs personal specialist music shows, with 

impressed visitors tuning into shows on the back of their 

performances. Electronic music is thriving in Nottingham 

at present, we’re delighted to be regarded so highly both 

in and out of our studios. 

expanDinG 
& excellinG

This year, our marketing has grabbed students’ attention with enticing competitions and our 
serious presence on campus; broadcasting from every major occasion in the student calendar 
as well as creating our own unique events that resonated with the local music scene. Our 
on-air imaging has been consistent and integrated with the station’s playlist, producing crea-
tive trails to promote all of our programmes. 

We succeeded in exposing our listeners to the full variety of what the station offers, and intro-
ducing them to areas of programming that they might not have known existed. As the station 
moves forward, whether you tune in for what’s new in Nottingham music, the latest campus 
controversies, or simply to have a laugh with our presenters - URN continues to provide the 
definitive student sound.

URN DJ’s at Rock City

Food Court Poster


