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Proposal 
The brief that I will be fulfilling over the duration of this semester will be 
in partnership with The Royal Oak pub and the Winchester Tourist 
Board. 
  
The Brief: 
  

Create an app to lead users on a ‘treasure hunt’ around 
Winchester, with a horror fictional story line, to possibly earn a discount 
at the famed Royal Oak pub. 
  
I will mainly be working with the management of the Royal Oak who 
which to create a more fun interactive way for tourists to get to know 
Winchester and then come to the pub to fully complete their trip. The 
Tourist board will be advising on key locations to feature on the app and 
for the later marketing of the application. To help tie this project in with 
my Emerging media module I will be using Geolocation as the ‘emerging 
media’ the technology is new and has not been properly explored with 
only a handful of games utilising it, I believe this media will be perfect for 
this app since it is a primarily location based brief. 
 

  
Image 1- The Royal Oak, Winchester 
 



I want to produce a prototype and suitable marketing materials that I can 
present to the Tourist board and local community for feedback. This 
feedback I will then use to adjust my designs and proposals before 
taking the proposed project to seek possible funding to fully develop the 
project. I believe the solution I wish to create will help improve the visits 
of tourists and locals to Winchester, encourage growth in the local 
economy and spark and interest in the Towns darker history. People are 
morbidly interested in darker history (Oosterwijk, S. (2017), especially in 
older towns of England, and Winchester has its fair share of ‘bloody’ 
history. The Royal Oak has also been subjected to ‘paranormal’ events, 
so using this as a foundation to build a story for the app will blend fiction 
with historic fact. 
 
 
Objectives 
  
To complete the project, I needed to contact the chosen partners to 
establish a timeline for the project. After contacting the Royal Oak from 
previous conversations, they were onboard with the idea for this module, 
after that I also contacted the Winchester Ghost tours to see if they 
would be willing to participate with photos of their ghostly costumes for 
extra advertisement of their company and added effect to the visual 
storytelling. 
  
For the gameplay of the app, I will create a storyline containing 7-10 
main clues within each storyline that will lead the players around 
Winchester. The plan will be to lead the players to places that are well 
known and even hidden secrets that may surprise even local residents, 
these will be decided upon by working with the Winchester Tourist Board 
to further maximise the marketability of the app. The monthly change will 
mean that no one will be able to exploit the promotion and be able to 
play the game again and again, an aspect that will mean a continual 
development of the app, possibly employing a local writer to help with 
this continuation. 
  
These clues will be triggered by users walking to different locations that 
have been Geo-fenced (White.S 2019), revealing the next clue or false 
clues that will affect the ending. This outcome of these clues is a final 
question that users have to answer at the Royal Oak, with the sever 
letting them know if they are wrong or not. If they are correct, they will 
have ventured around, discovering new places to then earn a discount at 



the Royal Oak. By utilising a multi-choice narrative within this, one that 
changes on a, potentially monthly basis we will able to create an 
inclusive and interactive experience that will attract a variety of people, 
especially those seeking a challenge.  
 
 
Research  
  
Though this app is going to be on a smaller scale, necessary due to the 
limited covered area of the main town of Winchester, it will follow a 
similar process to that of the 2016 Pokémon GO! location based game, 
without the use of augmented reality to save users mobile data and 
battery life. Though while Pokémon GO! capitalized on players nostalgia 

(Murray, 2019), and competitive natures to explore their local and wider 
areas, with the company goal of improving how active players are. After 
4 years the app has succeeded, ‘147 million monthly active users as of 
May 2018’ (Pokémon Go (2019), with plans to now launch a similar app 
aimed at Sleep, improving the quality and duration that in return 
continues on with the Pokémon training in game. 
 
 
“To date, most large-scale influencer marketing efforts have happened 
on a national level, which makes it difficult for local retailers to reap the 
word-of-mouth benefits offered by the relatively new marketing 
discipline.”  (Fortune, 2019) Geolocation is a great tool as it localises 
where users are, and as the above quote states local retailers miss out 
more on large-scale influencer marketing efforts; having an app that  
capitalises on geolocation exclusively for local businesses will be a step 
into new territory for this type of media. With this combining of the apps 
Winchester based geolocation with opportunities for local businesses 
this would then be available through in-app product placements or put 
on promotions based on the app that will encourage the users to ‘shop 
local’ on their visit. This seemingly small action will then have a knock-on 
effect within the local economy, whilst also building stronger bonds 
within the community too. 
 
 
 
 
 



Critical analysis 
 
My proposed outcome will fulfil all aspects of the brief, from creating a 
dynamic, engaging tool to lead tourists around Winchester before taking 
them to the famed pub. It also goes further than the brief by being able 
to improve the local economy with its encouragements of ‘shopping 
local’ by allowing local businesses to benefit from a localised marketing 
technique.  
 
The choice to use geolocation was an obvious one, the project is a 
perfect platform to expand into this form of media that since its 
development has been largely overlooked. Part of this is due to the 
heavy amounts of mobile data it requires and the initial effects it caused 
mobiles devices (draining battery life etc) However the newer devices on 
the market have better performance in battery life and with more wife 
locations combined with better mobile broadband networks, geolocation 
can now thrive.  As far as its technicality, it is a fairly simple system, 
‘communication is setup between the smartphone, which comes with 
GPS (Global Positioning System) as a stock feature and the satellite. 
Geolocation based mobile app thus establishes a seamless interaction 
funnel between the two, gathering location data at different instants of 
time. ‘ (BoA, 2019) 
 
To fully assess the project aside from submission on the 6th January I 
am in talks with the Winchester Tourist board to see if I can exhibit some 
of my work in their Information Office and have some drop boxes for 
visitors to leave comments on the project. I am hoping that with the foot 
traffic that comes through the office, I should gather a suitable sample of 
feedback to add to my final submission. A question I will also be posing 
to the public is if the name ‘Walking Winchester’ would be suitable given 
the apps game like nature. If the public think it is too separate from what 
the app does, I could use this as a public marketing tool and run a 
competition to help name the app and raise awareness of it. 
 
 
 
 
 
 
 



Pros of the App: 
 
-Will add a new avenue of immersive tourism for Winchester 
-Personally, vested in the advancing my knowledge on Geolocation as 
the chosen Emerging Media, thus I want to devote more personal time to 
this project. 
-By using an emerging media that is associated with a popular game, it 
might encourage users to trial a new app that uses the same technology 
 
Cons of the App: 
 
-The ‘complexity’ of the app might be a deterrent to users who just want 
a quick game. 
-For tourists who want to know the real history of Winchester, advertising 
a game that uses both fiction and fact may lead to criticism. 
-The Winchester Tourist board is already developing an app to help 
tourists around the city, so a competing App could confuse people. 
 
 
Scope 
 
To create an app that can be used time and time again with visiting 
tourists, without it being exploited. 
 
To do this I will follow the ‘Double Dimond’ Design model, Figure 1, this 
details how design often goes back on itself in a loop when encountering 
problems or changes, using such a model for this project will allow for 
problems to be addressed easily and quickly during development and 
after publication then lead to complex app that when viewed is seen as 
simple and effective. 
 
Technical development 
 
Throughout the creation process there are key points I need to lay out 
and execute, these are as follows. 
 
Mobile Application Prototype:  
Using Adobe Illustrator and XD I will create a working prototype of the 
app’s functionality. Then with some equipment from the University’s 



Multimedia centre, and Aftereffects, I’ll produce a short video of the app 
‘in action’ 
 
Story Line: 
As the story is the integral part of this app, I want to have written it up 
fully, with the suitable clues, both accurate and misleading ones.  This 
will be completed after doing some historical research on the town of 
Winchester, in particular at The Royal Oak, Wolversly Castle and the 
Cathedral. Using this knowledge, I can then create a fictional storyline 
that has elements of truth for the clues to be based upon. 
 
Marketing Material: 
By using Adobe InDesign, Illustrator and Photoshop, I will develop 
several types of promotional material. A handful of posters, flyers, 
postcards, shop window stickers and beer mat advertisements. These 
will then be photographed around the city to showcase a possible 
campaign that could run to promote the app.  
 
Timeline 
 
Throughout this 14-week project, I have come up with 3 milestones to 
reach before the final submission date. These three are: 
 

- Establish good communication between all parties involved in the 
project. 

- Have a playable storyline written up to show case the multi-choice 
narrative  

- Create a set of marketing materials for the app 
 
These I have factored into my Week by week plan. Below is the timeline 
I will be hoping to follow.  

 



 

 
This breakdown is to use the time I have as effectively as possible to 
achieve the most amount I can for this project. The extent of time I have 
devoted to this proposal is due to the knowledge of how a project can 
change so much in the first few weeks that a project is running, it also 
has allowed me to truly understand how my project will best answer my 
brief and why it could be successful. 
 
 
 
Conclusion 
 
Based on the proposed final deliverables and plan I have created for this 
project; I am certain I will be able to improve upon my UX & UI 
knowledge in areas of new technology. Showcasing how my 
understanding of Emerging media is constantly evolving to a standard 
that I can create and propose working theoretic projects. This is a 
desirably trait that when recognised by future employers could put me at 
an advantage within an area of future creative thinking, perfect for 
creating ideas when bidding on briefs. Working with two outside partners 
allowed me to understand more some of the constraints that working in 
partnerships can lead too. Both of my chosen partners are full time 
companies in their own right, so at times when I needed answers to 
complete certain parts of my work, I wouldn’t hear back from then for 
several days. At first this was a challenge but then I learnt what I could 
and couldn’t do while waiting for the needed correspondence, having 
this understanding, is perfect in a work environment where client 
correspondence may be limited and/or the partners also working on the 
same project may be full time companies. 
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Figure 1 – Double Dimond Design Model 
 

 



 
 

 
 


