Everything you wanted to know about theatre programmes,

and how to sell more of them.
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Introduction

e Who we are

e What we do

e Why theatre programmes are important
e |deas for increasing sales

e What the future holds

Leigh White, Client Services Manager

Steven Male, Business Development Manager



mn good

communicating the arts

The John Good group

e Largest UK publisher of theatre programmes
o We publish 6,000,000 programmes each year

o 140 staff working from three regional offices
e Customers across the UK and West End
e Full-service design and publishing

e Marketing design and printing

o 20,000,000 leaflets, posters, forthcoming attractions each year

e Digital marketing design and strategy

o Website design and development, email marketing, mobile, web apps
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e 55— 70 programmes each week
e Three-week production cycle
e Everything in-house

o advertising sales

o editorial

o graphic design

o production company liaison

O printing

o delivery
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Why are theatre programmes important?

For audiences

e Souvenir

e Who's who {‘\/F 5N(]CI(
e What’s on /
e Background reading

e Part of the occasion ~;,‘ HHo "/ JOPWITIS
e Posterity (V&A) |
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Why are theatre programmes important?

For the venue

e Supports the production
e Extends the brand
e Revenue through direct sales

e Upselling of forthcoming productions
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Direct sales

e Very important revenue stream
e Good profit in every copy sold
e Revenue goes direct to venue

e Costs kept low

e Subsidised price

e Return on investment!
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Selling theatre programmes

How do our customers sell programmes!?

e As an extra — not an automatic purchase
e Patrons will seel rather than be sold
e In the foyer as the audience enters

e Some dedicated areas with point-of-sale material
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Where do you sell — and when!?
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Where do you sell — and when!?

e Before, during the interval and after performances
e Within the auditorium as well as front of house

e Dedicated programme point-of-sale

e At busy locations: bar, ticket office, cafe
e Online — as part of internet ticketing

e Online — unsold programme archive
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Brief and incentivise

e Motivate and reward front-of-house sales teams
e Brief teams on the contents of each programme
e Encourage pro-active selling

e We can help with sales packs

The Story of Gisclle
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Bundle with sweets, drinks or merchandise
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Bundle with sweets, drinks or merchandise

e Special offer when bought together with a round of drinks
e Programmes-and-chocolates bundle

e Upsell with merchandising, particularly at Christmas
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Enhance the shelf appeal
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Enhance the shelf appeal

e Point-of-sale material
e Standees

e Displays

e Downloadable taster
e Prize draws

e What do your

customers want!?
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What does the future
hold for theatre
programmes?

Reports of the death of print

have been greatly exaggerated
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Printers live in interesting times...
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| 5™ century solution 21st century solution?
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But where’s the revenue!?

e How to sell it?

e Perceived value of online content is low
e How will audiences access it?

e No permanence; not a souvenir

¢ It's no cheaper to produce

e What problem is this solving?
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The future...
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e 201 1: 50% of all web traffic comes via mobile phones

e 2012: 50% of all mobile phones will be smartphones
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Joining up print and d
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Souvenir Programme
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Added value

increased sales

¢ Interviews with cast and crew

e Backstage video tours

e Production and rehearsal shots

e More articles, downloads and games
e Trailers of forthcoming attractions
e Emailable special offers

e Mailing list sign up

e Competitions

e Viral marketing
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Wrapping up

Let us know how we can help you to sell more programmes...

e Content!

e Format?

e Design?

e Point-of-sale material?
e Sales packs?

e Customer surveys!?



Thank you!

mn good

he”O@jOh ngOOd-Com communicating the arts



