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ABOUT THIS PACK

We know from our evaluation that 20% of
festival contributors have some budget to
spend on marketing and other aspects of their
festival open day or event. In response to
recent demand, we're offering a limited number
of paid promotion opportunities for those
looking to boost their visibility during, and in
the run up to, the festival.

Every participating building receives standard
promotion as part of the wider festival
programme. This pack is designed to support
those who have the capacity or desire to reach
further.

KEY INFO

Spaces are limited and will be reviewed on a
first-come, first-served basis. We may need
to prioritise based on scheduling and how
well content fits with our promotional
themes and strategy.

If you're exclusively running ticketed
activities please note that the festival
programme goes live on 19 August and
bookings fill up quickly. To ensure visibility
before your events are fully booked, we
recommend submitting your request as
soon as possible.



OPEN HOUSE
FESTIVAL

Open House Festival is London’s annual
celebration of architecture, heritage,
and community, providing 9 days of
access to London’s best buildings
across all 33 boroughs. Running since
1992, 2026 marks the 35th edition.

IN 2025:

30541
9 (35% increase on 2024)
833 sites

3,“13 activities
lﬂ“% free

FESTIVAL AIMS

PROVIDE AGGESS

0
70/0 accessed spaces for the first time

83|y went somewhere they usually
0 couldn’t

99% enjoyment rate

ENHANGE WELLBEING

92% felt their wellbeing was enhanced

1 IN 3 said the festival was a highlight in
their year

200,000 15 posiive about Longon

REAGH NEW AUDIENGES

0
7“AI accessed spaces for the first time

85,""“ visits by first timers
TWO THIRDS fewuciences ="
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VISITOR
PROFILE

Last year, overall visitorship to
the Open House Festival was up
35% from 2024. Of the c.
350,000 visitors in 2025:

23 /ﬂ were new to the festival

° said the festival was
3 In 4 the main reason they

visited an area

o had no specialist training or
87/0 expertise in architecture or

the built environment

TWO THIRDS .........

WHERE DO
VISITORS
COME FROM?

73% London (c.270k)
23% Rest of UK (c.85k)
4% Abroad (c.15k)

TOP MOTIVATORS FOR
VISITING

1 to go somewhere usually
inaccessible

2 to learn something new

3 to explore new areas




MARKETING STATISTICS

MEDIA

1 “nn average listeners
9 per podcast episode

WEBSITE

7’713’390 total website views B
4 4 | CARSHALTON b
63,38 unique users CHISHI ‘ ;m#.mmm

CALENDAR

NEIGHBOURHOODS / GOLLEGTIONS

OPEN HOUSE NEIGHBOURHOODS = :
FESTIVAL  13-21.9.25 ti 0o - — Neighbourhoods are events grouped
— p by location.

Collections are events grouped by a curatorial theme.

Gun/ visitors use collections/neighbourhoods
0 plan their visits

Spotlighted to 85'( subscribers in Festival Bulletin




MARKETING STATISTICS (cont.)

INSTAGRAM

1.5“‘ total views

“oﬁm reel views

x3 more views on
influencer collabs

5"+ collaborative
posts

NEWSLETTERS
527 82“ total opens of our
9 Daily Festival Bulletin
85 uuu subscribers to our weekly
9 Open City newsletter

0 of Festival Bulletin
2“/0 click-throughs are to

sponsored/highlighted content

< B O & - < B O & -
R .. - R FESTIVAL HIGHLIGHT
‘London's Open...get in! Get involved and join the debate on
Saturday 20 September
OPEN HOUSE
FESTIVALwr—C
13-21.9.25

Join us on Saturday 20 September at
5:30pm for a special Festival edition of
Open City's Accelerate Debate
programme: Designing With? or

Designing For? It takes place at The
Day 4: Tues 16 Priory Church of St Bartholomew the
September Great, where a line-up of bold thinkers
will dig into the ethics, risks and rewards
of sharing the power of design.

PRINT

contributor marketing
packs sent out with onsite
collateral

Popular activations include
wayfinding posters, flags,
and door hangers.

HERE TODAY!

-~ OPEN HOUSE
FESTIVAL 3[{
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PRESS

Reached in collaboration with
our communications partner,

Caro Communications.

pieces of media
coverage with

Thingsto Do Food &Drink  Theatre  Art

/e iconic London

= FINANCIAL TIMES a

o e QD

The best things to see at London’s
Open House Festival
From a hidden theatre 1o a windmill in Brixton, here

are highlights of the annual event, cherry-picked by
luminaries and tastemakers

s

i1

m
Tom Cruise trail: the best of this year’s

Open House

ildings you'll be able
access for free in
>en House 2025

1a WWII battleship to secretive Inns of

t, you'll be able to tour hundreds of

lings for free at this year's edition of Open
se = and bookings open this week

Written by Rosle Hewitson
Things to Do Editor, London

estimated
views and

016

Finding new ways to open up th
Meet the woman behind Londor

House festival

0000 o

Mary Richardson caught up with Manijeh Verghese, the recently appeointed chiel &
of Open City, for a preview of some of the buildings in this year’s Open House festh
alsa spake abaut the stary of Open Cley, her visian for the charity, and her role as a
of Landan deslgn advocate

Five homes y
during Open |
20

estimated

audience m - _

Outlets included the Financial Times, The
Guardian, Metro, The Standard, The Sun, AJ,

Elle Decoration, Time Out London, Londonist, :pf:‘? Wilchibised Booing:
Secret London, BBC Radio London, Monocle ..“ i ma

radio, Homes and Gardens, the Mayor of
London's Culture newsletter and many more...

Open House Festival 2025: Which Bt

The ;u‘w 2025 London Open House Festival tours to
book




TIMELINE

MARGH:

Open to applications.

Open House Festival staff and
volunteers approaching new and
returning sites, running training.

JULY:

Mid-July to mid-August is our peak traffic period, offering the strongest opportunities for
promotion. Availability during this time may be limited.

MID-JULY: MID-AUGUST: NOVEMBER:

Website goes Bookings for ticketed Evaluation
live to the public events go live online results shared

EARLY-AUGUST: 12-20 SEPTEMBER

Finalising Collection Launches of Festival nPEN HUUSE

and Neighbourhood Collections and FES“VM.'M'_'G

text and aims

Neighbourhoods



pAI D PRO M OTIO N 0 F F E RI N GS Summary of benefits. Discounts available for multiple items. VAT not included.

For events requiring pre-booking, promotion can run until bookings open on 19 August.
Drop-in events can be promoted up to and during the festival, subject to availability.

PLATFORM

ITEM

WHAT YOU GET

COST

AVAILABILITY

INSTAGRAM Story (24 hr) 24 hour story with link sticker and/or tag £200 Good availability
Collab Feed Post (single image) Collaborative post with caption, tags, and geolocation £350 Good availability
Collab Carousel Post {client created) CoIIaboratlvg carousel (up to 10 slides provided by you) with caption, tags, £500 Good availability
and geolocation
Reel Options (Collab)
1. Shared Reel (Client-Created) You provide a finished reel; we post and promote it £350 Limited
: f You supply footage; we script, select clips and edit. Please provide concise, P
2. You Provide Footage, We Edit high-quality content. £1,200 Very limited
3. Full Production by Us We handle scripting, filming, editing. £2,500 Very limited
4. Influencer Reel We provide an influencer to appear in and promote a reel £2,500 Very limited
FESTIVAL 'Drop in Highlights' Feature Featured in the body of the bulletin with photo and link £450 Very limited; subject to scheduling
BULLETIN
(Drop-ins only) 'Festival Pick' Main Spotlight Feature Spotlighted at the top of the bulletin with image, link and short copy £1,000 Very limited; subject to scheduling
OPENCITY Featured sentence Short text listing/mention with link £300 Very limited
NEWSLETTER
Spotlight Feature paragraph Image, 50-100 word feature, and link £750 Very limited
WEBSITE Curated Collection Placement Inclusion in a themed collection on the festival website £1,500 Limited; subject to curatorial fit
a%%%i + P ;/s;lalﬁ:ﬂsrslﬂgnwvr:glgelz the festival edition of Open City's 'The Brief' podcast with credit £500 Very limited; subject to episode fit
Festival L hp | i Named inclusion in the official festival launch press release distributed to national and £1000 Very limited; pre-launch only,
SSHVaalncliESSIECas eSOl sector media (mid-July) ) subject to editorial discretion
IN- i ivati i ivati i i £2,000+ B lication
PERSON On site/activation programming Bespoke activation or programming at your festival event y y applicatio
ADD-ON i i
Post-festival Metrics One-Pager Summary of your reach and performance across platforms, in a designed format to +£100 Available with any booking

share with your stakeholders



@ celia@open-city.org.uk
@ www.open-city.org.uk

@opencity uk
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