ST. PANCRAS
CHRISTMAS TREE
SPONSORSHIP 2022

WELCOME TO
ST. PANCRAS INTERNATIONAL
A WORLD-CLASS INTERNATIONAL STATION
A SHOPPING, DINING & CULTURAL DESTINATION
▪

An Iconic London landmark

▪

Grade I listed building with over 150 years of heritage

▪

The GREEN gateway to Europe

▪

Direct train links to both the North and South of England

▪

Breath-taking architecture – an iconic backdrop

▪

Renowned shopping and dining brands

▪

Inspiring cultural and community events including public art displays

www.stpancras.com

WE BRING CHRISTMAS
TO LIFE WITH…
▪

A centrally positioned, show-stopping Christmas tree

▪

Christmas decorations

▪

Christmas music performances & ‘Caroling for Causes’

▪

Pop-up events & special experiences

▪

Exclusive products and menus

▪

Personalisation and gift wrapping

▪

Shopping events

…...and More!

All supported by HS1 through an integrated marketing & PR
campaign throughout the season.

PREVIOUS SHOW-STOPPING CHRISTMAS TREES

2021

ZSL London Zoo

2020

EL&N London

2019

Lancôme

2018

Tiffany & Co

2017

Moyses Stevens

2016

Cirque du Soleil

Even amidst the pandemic, we are delighted that both our 2020 and 2021 trees continued to make an impact with consumers
and the media. They brought Christmas to life in their own unique ways and helped raise awareness of very important causes too.

2015
Disney

BRING ON 2022 !
Restrictions have been lifted and we are welcoming back international visitors and commuters in addition to domestic leisure travellers. With all
the pent-up excitement for the now reachable opportunities, everyone is eager to make the most of their visits, so it’s an incredible time to
showcase your brand and use this iconic space and unique display to bring your product or values to life.

As the world has adapted and progressed, we have too.
Here are a few highlights on how we continue to encourage dwell time and spend...

KEEPING US ALL SAFE

Our station‘s cleaning initiatives have been tested and certified by Bureau Veritas
and we still use state-of-the-art cleaning technology. Like others, we’ve become
pros at adapting to restrictions and have continued to offer a reliable and safe
service to give everyone peace of mind.

TRAVEL ‘GREEN’ & STATION EXPERIENCES

We continue to work very closely with our train operators, including LSER, GTR,
EMR and Eurostar to encourage people to travel green, use their time on the train
and at the station wisely by promoting what’s on and what to buy on their way
through. We’ve recently launched ‘workstations’ to encourage commuters to
stay longer and collaborate and work within our iconic station.

SUSTAINABLE SHOPPING & DINING

Through Project Peatlands, our customers have helped save over 1m kg’s of
CO2 from entering the atmosphere – simply by shopping & dining at any of
our retailers or pop-ups. This zero-hassle customer initiative continues to
encourage shoppers and diners to choose to spend with our brands as
opposed to other destinations.

NEW RETAIL & CULTURAL ACTIVITY

Throughout the pandemic, we have also welcomed multiple new businesses
to St. Pancras International and continue to work closely with them all to
develop big seasonal campaigns to drive people in. We’ll also be launching
an exciting new large artwork in Autumn to add to our cultural events and
give people another reason to visit.

EVOLVING THE OBJECTIVES
Trends have evolved so we must too.
We’re looking forward to seeing the wild and wonderful ideas that
brands have this year. Potential sponsors can put forward initial
proposals at any time, up until end of April 2022.
For the initial proposal, we ask to understand the following:
-

Who the brand is

-

The general design concept, story and theme

-

Size – giving us an idea of how impactful it would be from a 360o
view

-

Overarching objectives - so that we can assess how we can best
support this too.

-

Importantly - the ‘WOW’ factor. What will make it stand out from
the crowd and different to other years.

At the very least, it must be
show-stopping, PR-worthy,
Instagrammable and impactful
from all angles, but here are
a few other elements that reflect
current trends that could
be included in some way
(although it is not essential):

Have talkability Sustainable -

Support wellbeing Experiential/immersive Collaborative / Charity link -

Please review our installation guidance before putting an idea
together. We understand the resource required to create proposals
so this does not need to be a substantial presentation or include
detailed production drawings but answering the above will give us a
good understanding of what you would like to achieve and how we
can best support in the following stages, if successful. Feel free to
contact us should you have any questions.

TOP LINE TREE DETAILS
▪

A 6m x 5m area can be used for the tree installation (Site C)

▪

The Christmas Tree would be in situ for up to 8-weeks.

▪

Maximum height is up to 14m

▪

Could be created by a single brand, or a collaboration.

▪

Power and data available at site (upgrades available dependent on
requirements)

▪

Need to consider 360-degree views of the tree as well as views from the
both the Grand Terrace above and the Arcade as it can be seen from all
angles

▪

Separate opportunity for a retail pop up site next to the tree for the
duration of the installation (Site B)

▪

All proposals are subject to approval from HS1 ltd and the station operator
(NRHS) and Historic England.

▪

Further site details for Site C can be found in the St Pancras Installation
Guidelines: https://highspeed1.co.uk/media/jquh5tme/temporaryinstallation-guide-updated-aug-2021.pdf

SPONSORSHIP BENEFITS
SITE EXPOSURE
Brand exposure:
▪
▪
▪
▪

Much more than a standard advertising opportunity, the exposure will offer brands a
unique opportunity to be at the forefront of people’s minds.
Impact is huge both from physical visitors and digital awareness.
Due to its size, it’s visible from multiple locations of the station including platforms, The
Grand Terrace and main shopping arcade – you can’t miss it if you utilize the full space.
The tree receives a substantial amount of media exposure which will extend the
audience reach beyond site visitors.

February 2020 (pre-COVID):
▪
▪
▪
▪

Over 1m national and international visitors per week.
Core customers aged 35-64 plus a large proportion of 25-34s.
42% male and 55% female.
Majority of our visitors spend 1-2 hours in the station and enjoy the array of shops,
restaurants and activities that we offer.

COVID Data & Our Evolving Audience:
▪
▪
▪
▪
▪
▪

We saw a strong domestic leisure audience throughout 2021.
40% male and 57% female (COVID Year Data).
Fairly equal audience split between ages 35-64s and 25-34s (COVID Year Data).
We are seeing more commuters and international travelers back already in 2022.
Eurostar have seen an increase in demand for 2022 holiday periods.
Leisure visitors will want to make the most of all experiences to make up for lost time.
Commuters are likely to spend more time and money during each visit if travelling less.

Disney made it snow at St. Pancras…

SPONSORSHIP BENEFITS
PR & MARKETING CAMPAIGN
PR & Special Events
▪
▪

▪
▪

HS1’s PR team would work closely with the sponsor to decide on the best media
outreach approach when launching the tree & sustain PR plans. This would
include drafting and issuing of press release & hosting media.
HS1 can manage the official photo shoot of the tree on behalf of the sponsor to
secure a professional gallery of newsworthy images available for all parties to
use. We can support the sponsor’s launch party at the station and brief
spokespeople.
We would invite influencers to see the tree to guarantee coverage.
Our media targets are wider than just London; we target media in multiple
counties across the UK including Kent, Sussex, Surrey, Hampshire, Gloucestershire,
Nottinghamshire, Leicestershire, Yorkshire, Devon, Cornwall, as well as national
and internationals for the greatest exposure for the brand and campaign.

Advertorials/Adverts
▪
▪

The tree can be promoted on the 10 x Passenger Information Screens (PIPs)
across the station. In December 2019, the PIP Screens had 36,223 users.
There is an opportunity for the tree to be included in Christmas advertorials and
advertisements by HS1 in media over the Christmas period.

SPONSORSHIP BENEFITS

DIGTIAL & SOCIAL SUPPORT
E-newsletters
Exposure at key times in our St Pancras e-newsletter. We have a very engaged audience of
circa 3.4k subscribers and our open rates for 2021 average 35.2% (average open rates across all
industries is 17.8% – Campaign Monitor). Nov – Dec 2021 Christmas e-newsletters gained an
open rate average of 46.6%.
Website
Campaign and brand exposure through promotion on the Homepage and news and events
pages on the stpancras.com website:
▪ 175k users visited St Pancras’ site throughout Nov-Dec 2021
▪ Over 80% of users from within the UK and over 53% in London

Social Media
Campaign and brand exposure through bespoke posts to our audiences located in London, the
wider UK and Internationally, as well as sharing user generated content and influencer posts
(audience stats as of Jan 2022.)

Instagram
17.7k+ followers
38.3% men / 61.6% women
Over 51% live in the UK
Over 16% live in London

Twitter
15k+ followers

Facebook

42.8k+ page followers
1.4M check ins
49% men / 51% women
Over 40% live in the UK
Over 14% live in London

All benefits are for discussion and can be tailored to suit the sponsor and the campaign.

ADDITIONAL OPPORTUNITIES
Pop up stand
There is also an opportunity to create a pop-up shop or an experiential stand on an
adjacent site within the station –Site B.
This is an exceptional opportunity for a sponsor to run experiences and sell gifts. Site B
measures 5m x 5m with a maximum height of 2.2m and is located next to the tree in
the main Arcade.
Advertising Screens

HS1 can facilitate opportunities to utilise digital advertising space:
▪
▪
▪
▪

2 x Large-format Trans-vision screens
80” state-of-the-art digital screens around the station
Audio-visual trans-vision screen takeover, leading from St Pancras towards the
London Underground
Personalisation

Collaboration with Tenants
HS1 can help facilitate partnerships with tenants at St Pancras. Opportunities could
include:
▪
▪

A collaboration to create a Christmas cocktail or special product
Personal signings

2021 ZSL LONDON ZOO CHRISTMAS TREE
(During-COVID restrictions)

The
Brand:

ZSL LONDON ZOO
We offered a platform to ZSL London Zoo to celebrate
their wonderful residents and to thank those who have
supported their cause and animals during the zoo’s closure

Supported a
great cause fun for all the
family

throughout COVID-19.
Dates live:

8TH November to 3RD January 2021

Wow
factor:

• Reflected the ‘song’ theme of the station by playing on the
words from 12 Days of Christmas to showcase the different
animals.
• Interactive lights and sounds of the zoo featured on the
tree.

Lights, sounds
and additional
animals around
the station to
bring it to life!

• Additional animals installed across the station to surprise
and delight travellers where they least expected to find
them!
Charity
link:

The link helped raise awareness of the important causes which
ZSL London Zoo supports - from global conservation to
protecting the UK’s wildlife.

BUILDING AWARENESS - SNAPSHOT OF RESULTS
(HS1 DATA)

“Saw it this morning. It looks amazing! So good
to see ZSL animals supported! Great Christmas
spirit.”
“What a wonderful idea. I love this. In
conjunction with out of out most cherished
stations and most cherished organisations..
London Zoo.”
“Really made me smile which I walked through
the station today.”

The overall level of engagement was unfortunately impacted by the change in social restrictions and the winter lockdown.

2019 LANCÔME TREE & POP UP (PRE-COVID EXAMPLE)
The Brand:

Lancôme spread joy to St Pancras, the gateway to the city of
Love, through an eye catching and inspiring Eiffel Tower
Christmas tree and accompanying pop-up shop.

The tree reached
11m/36-ft…

…featured 1,500
filled bottles of
LVEB perfume…

Lancôme

Dates live:

Early November to Friday 3rd January 2019

Charity link:

The 500 La Vie Est Belle’ fragrance bottles were real, and they
were donated to the international cancer support charity, Look
Good Feel Better at the end of the campaign.

‘Wow’ factor:

The installation featured an hourly light show, like that of the
real Eiffel tower.

Other:

Lancôme partnered with St Pancras Champagne Bar by
Searcys to create an exclusive Le Vie est Belle Cocktail.

Pop-up shop:

Included engraving machine, bespoke illustrations on products
& personalised calligraphy events.
Open daily.

…and an hourly
light show

Launch:

Lancôme booked the Kingdom Choir who shot to fame after
performing at the Royal Wedding in 2018. This was followed by
an media and influencer event at Searcys.

SPREADING HAPPINESS WITH LANCÔME SNAPSHOT OF RESULTS

HEADER

THANK YOU
Please send ideas or any questions to
Head of Marketing, Emily King
emily.king@highspeed1.co.uk

