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Now that the website design and brand refresh projects for Southwester Shakespeare 

Company are complete, it’s time to consider your social media and content marketing 

strategies.  

Social media and content marketing are valuable, cheaper forms of marketing than other 

forms of advertising, but it will require commitment and buy-in from all theatre directors, 

staff, and artists to be effective. 

After a very productive discovery session with Southwest Shakespeare Company’s staff and 

board of directors and extensive industry research, we’ve gathered data that has helped we 

shape a social media strategy for your organization.  

This proposal provides a blueprint for how to use social media more effectively for your 

theatre company’s goals. 

 



  
 

While Southwest Shakespeare Company does have Facebook, Twitter, and Instagram 

accounts, they are not being used to their fullest potential. Most of the posts on these 

social media accounts are either to promote an upcoming production, sell tickets, or to 

reshare content created by others about theatre industry news and trends. There is a 

distinct lack of original content that doesn’t center on production promotion or ticket sales, 

as well as a lack of engagement with account followers. Furthermore, data analytics for 

each of these platforms is not being reviewed in conjunction with main website user data. 

It’s notable that due to a disgruntled ex-employee, Southwest Shakespeare Company’s 

YouTube account has been inaccessible for a few years. No new YouTube or other video 

platform (Vimeo, etc.) account has been created. Any bits of video created have been 

uploaded individually to Facebook, Twitter, and Instagram on occasion, but it’s a lesser-

used medium than photography.  

Also, Southwest Shakespeare’s digital content design quality is excellent on the main 

website, but the social media content doesn’t measure up. It’s important, too, that the 

social media accounts do not share branding effectively—there is no unified color scheme 

or imagery (avatars, account banner images) to help make each account obviously tie to 

the others or to connect them all back to Southwest Shakespeare Company specifically. 

The content shared on each account also lacks cohesive design patterns, typography, 

colors, and image styling, too. 

There has always been a need for community theatres that engage with local talent and 

history while also introducing their audiences to new ideas and art from other cultures and 

communities. Theatres help shape the artistic and cultural landscape of a place.  

This need for artistic expression and education has often been buoyed up through grants 

and other donations, but there is “increased pressure for more earned income dollars due 

to decreases in government funding and corporate giving and financial obstacles 

presented by the Great Recession” (Heartley and Prince, 2016). While the Great Recession 

happened over a decade ago, continued cuts to funding for arts and culture today have 

their roots in the bleak economics of 2007, 2008, and 2009.  

The modern economy has flourished in the last few years in particular, but current trade 

wars and disease pandemics mean that predictions by economists from early 2019 



  
 

(Liesman, 2019) through today (Reuters, 2020) about a new recession coming soon may be 

fulfilled.  

Theatres have to be aware of how any such recession will affect their vendors, partners, 

and audience members as much as they need to prepare for how this could directly affect 

their own organizations.  

There are also some people currently in power who do not value the arts. For example, 

President Trump’s 2021 budget once again attempts to cut all funding for the National 

Endowment for the Arts and the National Endowment for the Humanities because he and 

his administration deem both agencies as “wasteful and unnecessary spending” (Bishara, 

2020). His stance is not only economically damaging to the arts in the US, but it could affect 

how many Americans perceive and value the arts in their lives and communities. With 

Arizona being a mostly Republican, Trump-supporting state, this is particularly worrisome. 

Potential theatergoers may need extra convincing of the value of theatre to them 

personally. 

Your tickets are sold by each venue your artists perform at—Mesa Arts Center, Phoenix Art 

Museum, The Madison Center for the Arts, Taliesin West, etc.—rather than by your 

organization, which is typical for most community theatres. 

However, this puts you in the position of having to discover your audience, capture your 

audience’s attention, and guide your audience to ticket sales through third parties. This 

means you have to may have to request access to third parties’ data for the demographics 

of ticket patrons, and sometimes those third parties cannot always share that with you.  

It’s notable that Southwest Shakespeare Company has tried to recession-proof itself by 

expanding its offerings beyond productions to professional actor classes, school theatre 

workshops, academic seminars and lectures, and even a CLE course for lawyers called 

“Shakespeare and the Law.”  



  
 

Those revenue streams are not regularly promoted on social media, and when they are, it 

is rarely ever as part of a dedicated campaign—the posts are usually one-offs. 

Southwest Shakespeare does offer an annual subscription membership called the Bard 

Club, but there is no automatic renewal option available and no automated reminders for 

manual renewal. At this time, Southwest Shakespeare Company does not offer branded 

products or memorabilia, nor does it offer backstage passes or  

Community theatres often lack the staff or the resources to drive high-quality, high-volume 

social media campaigns through numerous channels without the help of their actors, 

directors, and other performance contributors.  

Once a theatre’s artists get involved, these brilliant creatives often want there to be deep 

personal or emotional meaning behind the content they share online beyond just ticket 

sales.  

Many don’t like feeling like they have to sell themselves and their work post-audition, and 

they also don’t want to alienate their audiences by posting nothing but links to ticket sales. 

They want to engage with their audiences about their craft and their storytelling. 

We do know from website traffic data—as well as from observations made by me, your 

staff, and your creative talent over the last theatre season—that about 85% of your 

audience falls into two categories:  

1. adults age 45 and over seeking arts and culture for a night out 

2. teenagers ages 12 through 18 who are brought to theatre events as part of an arts 

or literature curriculum 

For the first audience category, we know from observational data that most of your 

production attendees are older white adults. For the second audience category, the ethnic 

backgrounds are more diverse. However, it’s important to note that those teenagers are 

not decision makers in the tickets purchasing process; they are brought to theatre events 

by an adult who believes in the artistic or literary value of your productions. 

The remaining 15% of your audience is made up of the family and friends of your staff and 

creative talent as well as young adults (ages 19 through 30) attending the performances as 

part of a social event like date night or girls’ night out. 



  
 

Notice how limited this data is. It’s been a struggle to determine other demographic details 

like gender identity, income levels, educational levels, cities of residence, racial or ethnic 

backgrounds, religious beliefs, and more for your audience members. While those details 

may seem irrelevant to ticket sales, it’s important to know who you are currently reaching 

and comparing that to who you want your ideal audience to be. This is especially important 

in a time where inclusivity and accessibility matter more than ever:  

About 1 in 5 people in the US have some kind of disability (Barton Farcas, 2017, pp. 5-6). A 

majority of Arizona’s population (58%) are people from so-called ethnic minority group—

Hispanic or Latinx, Black, Asian, multiracial, Native American, Pasifika, and others (City-

Data, 2017).  

But we digress: We do know that your older adult audience (ages 45 and up) tends to 

attend more productions in the fall and winter during so-called snowbird season—that is 

the time of year that Southwest Shakespeare makes the most income from ticket sales.  

It’s notable that many of those older adults are in Arizona for a limited amount of time 

each year (usually from late October through mid-April), and so marketing to those patrons 

has to be handled differently depending on the time of year. 

We also know that most of the spring production’s attendees are students brought in by 

their schools for field trips—the most popular production for schools to attend is Romeo 

and Juliet around Valentine’s Day. There are no seasonal trends in how artists’ friends and 

family attend productions each season.  



  
 

However, there is a notable lack of young adults out for a social night during the summer 

(when Arizona State University tends to empty out for a few months) and around major 

holidays (when many young adults travel home, often out of state, to spend time with 

family). 

Without additional demographic information for each audience category, though, we can’t 

tell if there are other trends or seasonal opportunities being missed. 

We recommend that Southwest Shakespeare Company’s goals for social media and digital 

content should be about building brand awareness and loyalty, communicating value, 

and conveying artistry and community to patrons and other potential attendees. We 

also want your social media and digital content to reach new, diverse audiences and 

encourage regular attendance for all patrons.  

To better achieve this, there are a few preliminary steps we’ll need to take to fine-tune 

those goals. We can then create and implement an effective social media strategy that 

achieves those aims. 

First, Southwest Shakespeare Company needs to start utilizing the built-in analytics tools 

on the business dashboard for each platform and account to gather more information 

about your followers and other content consumers. We need more demographic data for 

your audiences by using the tools available through Google Analytics and the business 

dashboards for Twitter, Facebook, Instagram, and YouTube.  

Once we have that data, we can narrow down who your current audience is in granular 

detail—we may even be able to tell what neighborhoods they are coming from or what else 

they do on a day they attend a Southwest Shakespeare Company production—and we can 

also identify gaps in your audience and research why those gaps exist and how to reach 

new audiences. 

Second, we also need to look at how those followers and content consumers are 

interacting with and using the social media content posted by Southwest Shakespeare. We 

need to see which posts have gained the most traction and which ones have had the most 

sales conversion (and for which audience demographics).  



  
 

Remember: Different platforms reach different people, and the way different identity 

groups access, interact with, and use social media varies from platform to platform. 

Third, we also need to find a few free or low-cost tools with templates that are easily 

followed to create professional-quality content. These tools should be available online and 

on mobile, offer cloud backup, and be easy to learn.  

Canva (https://www.canva.com/) is one great option. 

Once we have more user demographic data available, we can decide whether we want to 

expand our outreach beyond the three existing platforms you use (Facebook, Twitter, and 

Instagram) or not. 

We will craft matching avatars and banners for each of the Southwest Shakespeare 

Company social media profiles and update the accounts with those new images. We’ll also 

get all of the color schemes for each account to match up as much as possible—black, 

white, and dark red/burgundy—based on the brand style book created for the website 

refresh a few years ago. We’ll also expand that brand style book to include a section on 

voice, which will be define as clever, witty, playful, and intelligent. Examples of that kind of 

writing will be provided in the brand style book. 

We’ll then focus on creating an editorial calendar that rotates the type of content shared 

between Facebook, Twitter, and Instagram platforms. Sharing content on social media that 

originates on the company blog or links back to the blog will help drive traffic to the 

company website and increase potential conversion to ticket sales or other purchases and 

signups.  

Original content will rotate between promotional or sales content driving conversion and 

entertaining or educational content meant to engage followers without directly driving 

conversion.  

Content should vary slightly from platform to platform to encourage followers to be 

engaged with more than one of your social media profiles. While one graphic and link is 

shared on Instagram, a video may be shared on Twitter, and a matching but not identical 

graphic (and link) will be shared on Facebook, etc. 

Since the company site is set up through WordPress.org, the blog content will also push 

through WordPress.org’s RSS feeds and allow for integrated widgets that act as RSS feeds 

for our posts on external social media platforms. 

 

https://www.canva.com/


  
 

Campaigns for production in a given season should be planned as far in advance as 

possible to help with planning for content creation—who writes what, who takes photos or 

video of what and when and where, etc.—and post scheduling.  

Some content—photos and video especially—cannot be created until two weeks prior to a 

production’s opening night because the costumes and props are not always completely 

ready until then.  

Templates for the posts should be created in Canva in advance with dates, times, and 

locations added but left editable along with image placeholders that can be changed out 

once images are ready. 

We need to get buy-in from everyone working with Southwest Shakespeare Company to 

make our social media efforts successful. 

Let’s host a training workshop for all existing Southwest Shakespeare staff and artists, as 

well as the board of directors, on how to use those tools as well as how to create and share 

content that matches the company brand, voice, and messaging (using the new branding 

guide recently created for Southwest Shakespeare Company). This includes contributed 

photos, video, and even written content that can be shared across platforms.  

As new artists work with Southwest Shakespeare Company across each season, staff 

should be training them on the social media strategy, too.  

Ticket sales partners (production venues) should be encouraged to share our digital 

content with their social media followers. If we can make this a part of venue and ticket 

sales contracts in the future, we should do so. We may also want to directly share our 

content with regional and national theatre organizations to share with their followers, too. 

As we improve brand visibility and coherency across social media, and as we increase 

content quality and posting consistency, we should see changes in how users engage with 

the content as well as what users engage with the content.  

We can explain what changes to the editorial calendar and digital content can affect the 

metrics for the better, and we’ll work with you to update and adapt the social media 

strategy as new data comes in. 



  
 

Creating, implementing, and refining a social media and digital content strategy is an 

ongoing process. To help set Southwest Shakespeare Company up for success, we 

recommend that we work with your organization for at least one year to help you 

maintain steady growth and evaluate seasonal changes the strategy should account for. If 

we start with gathering audience demographic data as of March 2, 2020, the contract 

would finish on February 28, 2021. TechCon West would be working with Southwest 

Shakespeare Company’s directors and staff on a daily basis, and we will work with your 

artists twice a week, for a 12-month project. The scope of our work includes the following: 

Working arrangements: Alex Paris (photographer and videographer), Sea Chapman 

(copywriter, editor, and social media engagement specialist), Andrea Wong (industry 

researcher and data analyst) and Mario Montoya (graphic designer and accessibility 

specialist) will be the team dedicated to Southwest Shakespeare Company’s social media 

and digital content strategy project for the 12-month project. They will work in our TechCon 

West office in downtown Mesa, within walking distance of Southwest Shakespeare 

Company’s office building as well as your main performance venue, the Mesa Arts Center. If 

you ever need them to visit your office or the Mesa Arts Center in-person, one of them can 

come over within 1 hour of a request. There will be an additional $15 per hour fee for any 

onsite visits requested and fulfilled. 

Brand and News Monitoring: We will review industry-related news for 1 to 2 hours, 3 

times a week. Part of this will include monitoring the keywords Southwest Shakespeare, 

Southwest Shakespeare Company, Shakespeare, stage theatre, play production, Arizona 

culture, and Arizona arts as well as your brand hashtags #SSC and #swshakes. We can 

monitor up to 5 more industry-related hashtags of your choosing, too. Trends in this 

information will be included as an addendum to Andrea’s monthly analytics report. 

Analytics and reporting: Andrea will check on post analytics twice a week (1 time on 

Tuesday afternoon and 1 time on Friday morning) for the number of views, likes, shares, 

and clicks, as well as demographic data for each user who did any of those things. We’ll 

create data visualization reports each month that will help the Southwest Shakespeare 

Company’s board of directors and staff (and possibly the artists, too, with your permission) 

see what’s happening. Those reports will include recommendations for strategy 

adjustments. 



  
 

Discovery Analytics: Andrea will research the data for each of your social media accounts 

as well as your website analytics for the first week. Alex, Mario, and Sea will be reviewing 

her findings each day as well as combing through your past posts and the posts of your 

Arizona-based competitors and sister companies in other states to help all four of us 

brainstorm for your detailed social media strategy. 

Detailed Strategy Creation: With the data gathered in the discovery phase, we’ll create a 

social media content calendar (editorial calendar) for photography, video shoots, graphic 

design, copywriting, and industry-related content curation.  

Organizational training: Alex, Sea, Andrea, and Mario will provide training to your 

directors, staff, and artists on the social media strategy and how they can help with content 

creation, curation, and sharing. Alex will teach your directors, staff, and artists how to take 

photos and video with excellent audio and lighting quality while capturing beautifully 

staged and visually arresting shots. Sea will teach your directors, staff, and artists how to 

write copy for blog posts and social media posts that matches brand voice and includes 

keywords without overdoing it. Andrea will give an overview of how data analytics work and 

why data matters before explaining how to use account tagging, hashtags, and metatags 

effectively. She’ll also provide an overview of different social media platforms and which 

audiences are located where and when for each. Mario will also explain how to make 

content accessible through captions, alt text, and more. He will also teach your 

organization how to use Canvas for content design and which templates to use (and your 

directors will learn how to customize those templates). The TechCon West team will 

continue to mentor and assist all Southwest Shakespeare Company directors, staff, and 

artists on these topics throughout the duration of the contract. Southwest Shakespeare 

Company and our TechCon West team will spend all of April working on creating content 

that can be used for upcoming campaigns or reused for later campaigns. 

Content creation: Original content drafts should be submitted to the Southwest 

Shakespeare Company board of directors and my team by end-of-day Friday two weeks 

prior to planned posting dates. Curated content suggestions should be submitted daily to 

me and my team for review and approval. We will look at reinstating the company blog as a 

hub for much of the original content.  



  
 

Posting schedule: Original content—graphics, imagery, and multimedia that we help your 

staff and artists create and edit—should be shared 4 times a week, and curated content 

(content created by other people and organizations) should be shared 1 time daily. The 

educational or entertaining content created regularly for social media posts should be 

posted first to the company blog and shared out from there. Curated content should be 

posted within 24 hours of submission if approved to ensure the content is timely and on-

trend.  

Engagement and community: Sea will check your social media accounts three times daily 

(9 a.m., 12 p.m., and 3 p.m.) and interact with followers by responding to comments, 

sharing user content, and responding to customer messages while staying true to your 

brand’s voice and messaging. If Andrea notices a spike in post interactions or website hits, 

she will have Sea check the social media accounts immediately. 

Campaigns: In addition to the regular posting schedule outlined above, we will want to 

develop specific campaigns for each of the 10 play productions, 2 actor classes, 4 school 

theatre workshops, 2 academic lecture series, and 2 “Shakespeare and the Law” CLE events 

happening over the next 12 months. As no more than 2 events are scheduled within any 2-

week period, each event’s campaign should be 2 posts per week per platform for 4 weeks—

the 3 weeks leading up to the event and the 1 week of the event. There will also be 

seasonal pushes each month that reference all events happening within that season or 

that remain within that season—group pushes for spring events, summer events, and 

fall/winter events. Alex and Mario will supervise photoshoots and video recording for each 

campaign. 

Review meetings: We’ll have quarterly review meetings with the Southwest Shakespeare 

Company’s board of directors to evaluate social media strategy effectiveness and to finalize 

upcoming campaigns for the next quarter. 

Drawing from our experience and past work, here’s what we think are some modest but 

achievable goals for the proposed 12-month project outlined above if started in March 

2020: 

• 5% increase in engagement ratios (views, likes, shares, clicks) for Instagram 

• 3% increase in engagement ratios for Facebook 



  
 

• 9% increase in engagement ratios for Twitter 

• 8% increase in Southwest Shakespeare Company website traffic 

• 3% increase in engagement-to-sales conversion 

• 8% increase in engagement ratios for Instagram 

• 5% increase in engagement ratios for Facebook 

• 12% increase in engagement ratios for Twitter 

• 10% increase in Southwest Shakespeare Company website traffic 

• 5% increase in engagement-to-sales conversion 

• 15% increase in engagement ratios for Instagram 

• 12% increase in engagement ratios for Facebook 

• 18% increase in engagement ratios for Twitter 

• 15% increase in Southwest Shakespeare Company website traffic 

• 12% increase in engagement-to-sales conversion 

• 25% increase in engagement ratios for Instagram 

• 20% increase in engagement ratios for Facebook 

• 30% increase in engagement ratios for Twitter 

• 28% increase in Southwest Shakespeare Company website traffic 

• 18% increase in engagement-to-sales conversion

We’ve completed success social media campaigns and implemented new social media 

strategies for various clients. Our approach includes one or two discovery sessions 

followed by an analysis of problems clients face to achieve their objectives followed by a list 

of recommended solutions we can provide. A social media strategy is often a part of those 

solutions.  

Here’s what a few clients have to say about our services: 



  
 

– Tamsin Adeyemi, Marketing Director at Mill Street Art Gallery and Studio 

 

– Joel Lacey, Founder of DancerFit 

 

-- Eleanor Park, Photojournalist 

The 12-month project is actually set up as 4 consecutive 3-month contracts that can be 

rescheduled or cancelled if your budget or time requires a change in plans. 

• Fees: The total project fees come to $305,560.00 USD, but each 3-month contract is 

only $76,390.00 USD. 

• Billing: $25,463 must be paid by end of day on the fifth day of each month in each 

contract. 

• Termination: Each 3-month contract cannot be cancelled once started, but an 

extended payment plan can be arranged if the original monthly payment 

arrangement cannot be met. A monthly interest rate of 2% will be applied to any 

delayed payments, including payments on an extended payment plan. Any 3-month 

contracts not yet started can be cancelled without any penalty or added fees. 

 



  
 

25,463 

25,463

25,463

25,463

Let’s set up a meeting with your board of directors so we can present this proposal in-

person and discuss options, pricing, and any questions you may have. Please contact Sea 

Chapman to make arrangements. 

Your primary points of contact at TechCon West are: 

• Alex Paris (photographer and videographer), 480-555-5551, 

aparis@techconwest.com  

• Sea Chapman (copywriter, editor, and social media engagement specialist), 480-555-

5552, schapman@techconwest.com  

• Andrea Wong (industry researcher and data analyst), 480-555-5553, 

awong@techconwest.com 

• Mario Montoya (graphic designer and accessibility specialist), 480-555-5554, 

mmontoya@techconwest.com  

mailto:aparis@techconwest.com
mailto:schapman@techconwest.com
mailto:awong@techconwest.com
mailto:mmontoya@techconwest.com


  
 

References 

Barton Farcas, S. (2017). Disability and theatre: A practical manual for inclusion in the arts. 

New York City, NY: Routledge. 

Bishara, H. (2020, February 11). Trump threatens to eliminate the National Endowment for 

the Arts, again. Hyperallergic. Retrieved on February 28, 2020, from 

https://hyperallergic.com/542171/nea-funding-2021/ 

City-Data. (2017). Races in Phoenix, AZ. In Phoenix, Arizona. Retrieved on February 28, 2020, 

from https://www.city-data.com/city/Phoenix-Arizona.html 

Davenport, K. (2009, June 26). How Broadway talks to its audiences using social media. 

Mashable. Retrieved on February 27, 2020, from 

https://mashable.com/2009/06/26/broadway-social-media/ 

Elyse, D. (2015, August 20). Marketing and social media for theater owners. The Improv 

Network. Retrieved on February 27, 2020, from 

http://www.theimprovnetwork.org/marketing-social-media-for-theater-owners/ 

Heartley, A. and Prince, J. (2016, September 15). The empty space: A look at how theaters 

have filled gaps in equity, diversity, and inclusion. Nonprofit Quarterly. Retrieved on 

February 28, 2020, from https://nonprofitquarterly.org/empty-space-look-theaters-

filled-gaps-equity-diversity-inclusion/ 

Knight, C., McNulty, C., and Swed, M. (2018, November 2). Times critics reflect on how the 

Great Recession affected theater, music and the arts. Los Angeles Times. Retrieved 

on February 28, 2020, from 

https://hyperallergic.com/542171/nea-funding-2021/
https://www.city-data.com/city/Phoenix-Arizona.html
https://mashable.com/2009/06/26/broadway-social-media/
http://www.theimprovnetwork.org/marketing-social-media-for-theater-owners/
https://nonprofitquarterly.org/empty-space-look-theaters-filled-gaps-equity-diversity-inclusion/
https://nonprofitquarterly.org/empty-space-look-theaters-filled-gaps-equity-diversity-inclusion/


  
 

https://www.latimes.com/entertainment/arts/theater/reviews/la-et-cm-2008-

reflection-theater-art-music-20181102-htmlstory.html 

Liesman, S (2019, June 3). Experts warn of ‘high’ chance of a recession by 2020. CNBC. 

Retrieved on February 28, 2020, from 

https://www.cnbc.com/video/2019/06/03/experts-warn-of-high-chance-of-a-

recession-by-2020.html 

Reuters. (2020, February 27). World prepares for coronavirus pandemic; global recession 

forecast. The New York Times. Retrieved on February 28, 2020, from 

https://www.nytimes.com/reuters/2020/02/27/world/27reuters-china-health.html 

https://www.latimes.com/entertainment/arts/theater/reviews/la-et-cm-2008-reflection-theater-art-music-20181102-htmlstory.html
https://www.latimes.com/entertainment/arts/theater/reviews/la-et-cm-2008-reflection-theater-art-music-20181102-htmlstory.html
https://www.cnbc.com/video/2019/06/03/experts-warn-of-high-chance-of-a-recession-by-2020.html
https://www.cnbc.com/video/2019/06/03/experts-warn-of-high-chance-of-a-recession-by-2020.html
https://www.nytimes.com/reuters/2020/02/27/world/27reuters-china-health.html

