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Marketing 
Pack



Creating Community 
Through Theatre 

This is a guideline to SAVVY Theatre’s branding and 
marketing policy.  It also includes step by step 
instructions for those working with us, on how to create 
& implement a marketing strategy. 

Originally written as part of our young Arts Ambassadors 
programme in 2015.  Revised July 2018 



Logos, Fonts & 
Branding 

It is important to ensure SAVVY Theatre’s brand is consistent 
and recognisable throughout our marketing.  This is SAVVY 
Theatre Company’s main logo: 

CREATING COMMUNITY THROUGH THEATRE 

On the company’s letterhead and other documents, it is placed 
centre and the company’s motto is placed underneath in 
capital letters. 

On our webpage and other marketing materials we prefer the 
logo to be at the top left-hand corner.  If this is not possible, 
please ensure the logo is prominent and at the top of the page. 

Where possible, include the company’s website, centred at the 
bottom of the page, font size 18 and in the company’s colours. 

www.savvytheatre.co.uk 



Our SAVVY Theatre logo text uses the 

Waterlily font. 

For main text we prefer Calibri Font Size 
12. 

If this font is not available (such as when 
using Canva), we then use the Arimo 
font or Helvetica Neue. 

When writing the company’s title, we 
put SAVVY in all capital letters i.e. 
SAVVY Theatre Company.   

LOGO TEXT COLOUR:  e7760b.          
R: 231  G: 118   B: 11 

PLEASE NOTE: When putting 
programmes, posters, webpages and 
other documents together ensure you 
seek approval from funders, venues, 
festivals and other sponsors who are 
supporting our work, or working in 
direct partnership with us, as to how 
they would like their logo/branding 
placed on promotional material.   

Email 
Signatures 

When sending email, ensure the 
signature contains the following text: 

[your name]                                     
[your title]                                  
SAVVY Theatre Company         
“Creating Community Through 
Theatre” www.savvytheatre.co.uk 

Where possible, it should be in Calibri 
(size 12), italic, and dark grey. 



Online Networks 
SAVVY has a vibrant online community and uses a number 
of social networks all with the @savvytheatre handle. 

We also use Mailchimp to send newsletters to our 
members and mailing list. 

Social media is the most powerful marketing tool we have, 
so one of the first things worth thinking about is a specific # 
identity for the project. 

SAVVY Theatre uses #savvytheatre and #savvystyle as 
generic hashtags but has also used #savvymagic (for 
promoting A Midsummer Night’s Dream) and #savvyspace 
(for Lost In Space). 

The project’s hashtag should be included in every email 
correspondence, online post and (where possible) on 
promotional material.   A specific hashtag identity allows us 
to see where the project is appearing and is a great way for 
potential audience to quickly find us online.   

In addition, you can use other hashtags relevant to our 
work such as #disabiltyarts #youththeatre #inclusion 
#communitytheatre and so forth, however we don’t like to 
go overboard with hashtags.  Ensure they’re used at the 
end of the post and are not the bulk of the post! 

Also try and identify relevant or trending hashtags and 
ensure to tag organisations with an affinity to our work.  For 
example, during our Hidden Disability project, we linked up 
online with Mencap’s National #HereIAm campaign. 



There are three stages to an effective online social 
media campaign.  

1. Pre-show build up. 
This should start a minimum of three months before the 
event. 
• Identify and engage with local organisations who might be 

interested in the event and who can help share it online.  
For example, on Facebook there might be a local 
community group or mums network.  If the project is 
accessible, link in with organisations that promote this.  If 
it’s on a theme, such as Alice In Wonderland, tag and link 
this as much as possible. 

• Post photos of the rehearsal process, including costume 
and prop design, teaser images and trailers, introducing 
the actors and videos of scene development (where 
appropriate).  This is all about including the audience in the 
build up and making them feel part of the process. 

• Send out press releases 

2. During show week. 
It is important to keep the momentum going during show 
week (even if the event is sold out). 
• Posts from backstage or ‘about to go on’. 
• Post show Vox-pops and audience reactions. 
• Photos of the actors’ pre-show/post show. 

3. Post show engagement. 
This is also important in helping build audience for the next 
event.  People who might have missed the show will be keen 
to not miss the next one. 
• Share/re-tweet photos/posts from audience, other SAVVY 

members. 
• Send thank you posts to project partners, funders, local 

groups. 
• Post feedback/reviews. 
• Link in ‘teasers’ for the next production. 



When using SAVVY Theatre’s social media 
accounts please be aware of the following: 

• Different audiences use different social media 
platforms.  Who is our target audience for this project/
production and which platform would best engage 
with them?   

• Different social media platforms have different 
‘voices’.  Facebook is more conversational and 
friendly.  Twitter is to the point and good for engaging 
with organisations.  Instagram is fun and has a more 
youthful voice. 

• When using SAVVY Theatre Company’s online social 
media, ensure your tone is positive and friendly.  Be 
clear who you are writing posts for and that you 
maintain our online reputation.  AVOID POLITICAL 
ADVOCACY OR ALIGNMENT.  Although we 
support inclusion, access, disability, the arts and so 
forth, we are a politically neutral company.  Therefore, 
do not engage in political posts or comments.   

• Do your research before tagging an organisation.  
Ensure they are reputable and their online posts 
reflect our own positive ethos. 

The SAVVY logo is a brand with a reputation.  We 
want to ensure SAVVY Theatre Company and its 
brand is represented in the best way both in 
person and online. 



SWOT Analysis 
Before every new project we do a SWOT Analysis to identify 
key selling-point areas as well any potential obstacles.  

Here’s an example of our SWOT Analysis for Romeo & Juliet at 
Honeywood: 

Brainstorming 
Once your SWOT analysis is done, use it to springboard into a 
brainstorming session.   

Don’t just come up with fun ways to promote the event, 
think of ideas that play to its strengths and help to 
overcome potential weaknesses and threats.   

Most importantly, think of ideas that reach the audience you are 
trying to attract.  For example, doing a pop-up at a late-night 
event is great, but is unlikely to reach your target ‘family’ 
audience. 

Think about the Unique Selling Point (USP) of your project.  Use 
the opportunities list to come up with further networking ideas 
to help target and build your audience.  

The following questions can help stimulate ideas: 

• My reason for the production/project/event is … 

• What sets this production/project/event apart from the rest? 

• My ideal audience member/participant is … 

• What’s most important to my ideal audience member when 
they are viewing my show? 

• What do I want to accomplish from this production? 



At SAVVY we aim to not just ‘put on a show’ but do our 
best to create an ‘event’ and therefore work at ideas 
that will fulfil this.  By creating an experience in the 
community that our audience will remember they will 
hopefully want to come and visit us again. 

Here’s some of our past marketing ideas: 

1. Lead-up to the Event Ideas: 

• Online Teaser Trailers 

• Open Previews/Rehearsals (collecting feedback/Vox-pops 
to post online) 

• Online Updates / Newsletters of the rehearsal process 

• Related Photo Competition on show’s theme (links with 
local photographic groups/schools) 

• Ticket Give-Aways (possibly linked in with crowdfunding or 
early booking rewards) 

• Radio interviews & give-aways 

• Dress-ups/meet the cast, photo opportunity 

• Flashmobs or specific media event e.g. parade or photo 
opportunity 

• Flyers, posters & banners (distributed/displayed where they 
will reach target audience) 

• Merchandise (badges, t-shirts, canvas bags, bookmarks, 
coffee mugs etc…) 



• Are there any awards the production or people involved 
in the project might be eligible for? 

• Community craft workshops at farmers markers related 
to the show (e.g. Fairy Doors for A Midsummer Nights 
Dream that were then placed around Beddington Park). 

2. At the Event Ideas: 

• Post show meet & greet with cast in costume, with 
puppets, trying on masks  

• Pre-show activities relevant to the show 

• Programme ‘pack’ with information on upcoming 
events 

• Vox Pops (links with local media college students) 

3. Post-Event Ideas: 

• Online thank you posts to our audience, partner 
organisations and so forth 

• Details on the next event with opportunities to become 
involved 

• Shared posts from audience members 



Timetable 
Once your brainstorming session is over and ideas have 
been decided upon, the next thing to do is put a timetable 
together highlighting when each of the chosen strategies 
and ideas will take place in the lead up to the event.  Where 
possible it should start a minimum of three months before 
the event. 

Here’s an example of the lead-up events timetable for our 
sell-out production 2014 Romeo & Juliet at Honeywood: 

February: 
• First round of press releases and marketing materials to 

go out (Honeywood to hang outside banners with Sutton 
Library and Secombe Theatre to host stand-up banners) 

• Twitter campaign starts #rjhoneywood 

March/April: 
• Marketing strategies to include radio interviews, 

distribution of banners and flyers, flash-mobs and photo 
opportunities with the puppets 

• Continued online campaign with ‘updates from the 
rehearsal room’ 

May: 
• Special Museums at Night Preview Event  
• Follow-up press-releases, online blogs & continued 

networking via Twitter/FB 
• Community craft workshops to take place at Honeywood 

every weekend leading up to show 
• Half-term Shakespeare workshops to be hosted by 

Museum during day 



Use of Images 
Any official photos taken for use in printed materials should 
be in High Resolution on a digital camera (not smart 
phone).   

At SAVVY we have photo permissions from members 
taking part to use their images in our marketing campaigns. 

If taking photographs at public events (such as workshops 
or open rehearsals), try and ask permission of the public 
before taking their photograph.  If getting permission is not 
possible (of if taking photographs of children/vulnerable 
adults), try and avoid photographing faces.  (At workshops 
we often seek permission to just photograph action shots 
of people’s hands.) 

It is also important to ensure that when using a 
photograph online, the photographer is credited. 

Any images we use must be copyright free.  Do not just do 
a google search and take images online for use in 
marketing campaigns.  For stock marketing images we use 
the following websites: 

www.123rf.com/stock-photo  

www.istockphoto.com  



Press 
Releases 
Think of a Press Release as a triangle.  
Important headline information goes at 
the top with more weightier text at the 
bottom.  News organisations only have 
so much space so will always trim from 
the bottom. 

HEADLINE 

Sub-Heading 

Important information                        
(The Who What When Where & Why, 
about 2 or 3 sentences) 

Interesting Information               
(what sets your story apart/possibly 
include a quote) 

Additional Information                        
(not wholly relevant but would be nice if 
included) 

Show Details & Your Contact Details  

Photographs available on request. 

When sending a press release via email, 
add the content as a message in 
addition to attaching it as a word 
document.   

It is not recommended that you attach 
images, instead create a link to a 
shared online file that can contain a 
‘Press Pack’ with further information.   

For Romeo & Juliet at Honewood our 
Press Pack contained: 

• pdf and jpegs of our promotional 
material 

• a copy of the Press Release 

• copies of our various company, 
funders and theatre logos 

• a selection of images (both High 
Resolution for print media and Lower 
Resolution for websites) 



VIP Guest List 
SAVVY maintains a list of strategic partners and organisations who 
we like to invite and keep aware of our work which includes: 
• Media/Press organisations 
• Local and national cultural organisations 
• Local councillors and other dignitaries 
• Funders and corporate sponsors 
• Project partners and local businesses  

   

Final Checklist 
• Have you done a SWOT analysis? 
• Have you identified your key marketing ideas from a 

Brainstorming Session? 
• Have you created a specific # identity? 
• Have you posted the event to the various online networks? 
• Have you put a Marketing Strategy Timetable together? 

Remember: 

DON’T harass the press with endless emails and follow-up calls.  If 
they haven’t printed your article try again with a new press release 
in a month’s time. 

DON’T be generic.  Know who you’re talking to.  Different 
publications have different readerships and ‘voices’. 

DO ensure you have good quality images and reduced web images 
available as early as possible. 

DO seek promo approval from funders, theatres, festivals and any 
other parties who require it before printing. 


