
E-MARKETING CAMPAIGNS 
AND STRATEGY 

 

COMMUNICATION, COMMUNICATION, 
COMMUNCIATION! 

CONTENT PLANNER 
Claire Brown : Theatre Royal and Royal Concert Hall 
 

PRESENTERS 
Sinéad Bevan : Nottingham Playhouse 
Charlotte Gross : Scottish Ballet 
Harriet Dalton : National Theatre 
Lindsay Hall : Theatre Royal and Royal Concert Hall  
 
 



Pre-show and  

Post-show  

emails 

Sinéad Bevan 
Marketing Officer 



 

 automated, reactive, data-driven and customer-centric 

• REACTIVE 
• RELEVANT 

What is the 

purpose of our  

pre and post-show 

emails? 



 

 automated, reactive, data-driven and customer-centric 

Let your 

audiences 

know you 

care! 



Pre-show 
Pre-show  

emails 

• Inform 
•Excite 
•Reassure 

DOM pre-show example 
 

Pre-show example 

http://clicks.skem1.com/preview/?c=13342&g=4448&p=
http://clicks.skem1.com/preview/?c=13342&g=4448&p=
http://clicks.skem1.com/preview/?c=13342&g=4448&p=
http://clicks.skem1.com/preview/?c=13342&g=4318&p=
http://clicks.skem1.com/preview/?c=13342&g=4318&p=
http://clicks.skem1.com/preview/?c=13342&g=4318&p=


http://clicks.skem1.com/preview/?c=13342&g=4448&p= 

Post-show  

emails 

Post-show email example 

•Thank 
•Question 
•Promote 

http://clicks.skem1.com/preview/?c=13342&g=4382&p=
http://clicks.skem1.com/preview/?c=13342&g=4382&p=
http://clicks.skem1.com/preview/?c=13342&g=4382&p=


Entertain
ment and 
Events 

21.48% 2.42% 0.56% 0.46% 0.03% 0.26% 

Entertainment and Events 21.48% 2.42% 0.56% 0.46% 0.03% 0.26% 

Entertainment 
and Events 
Industry 

21.48% 2.42% 0.56% 0.46% 0.03% 0.26% 

Industry Open Click 
Soft 
Bounce 

Hard 
Bounce 

Abuse Unsub 

Nottingham 
Playhouse 
Pre-show 

73.23% 10.8% - - - 0.0% 

Nottingham 
Playhouse 
Post-show 

57.7% 26.38 % - - - 0.0% 

* since w/c 24 August 2015 

Open and click rates 



Great content 

ideas 



• Triggered 
• Tailored 

• Great content 

An exclusive, highly 

engaged social 

network! 



Thank you  

for 

listening! 



BUILDING A RELATIONSHIP 

WITH AN AUDIENCE 





Team 



New bookers 

 

Average 50% 



Readiness to receive 

• Context 
 

• Relevance 
 

• Anticipation 
 
 
 
 
 

Assessing the intrinsic impacts of a live performance  

Alan Brown 



 

 

Often the only preparation that people have 
when going to events, is the marketing copy.  

 





Customer  

Relationship 

Management 





 

 



Tutu’s company 

• https://youtu.be/TYgB_nx1iWE 

• https://youtu.be/jODunI5n1Eg 

• https://youtu.be/nu8FskFaRTg 

 

• Done slightly more professionally… 

https://www.youtube.com/watch?v=4FLTNUYAg
Gg 

 

 

https://youtu.be/TYgB_nx1iWE
https://youtu.be/TYgB_nx1iWE
https://youtu.be/jODunI5n1Eg
https://youtu.be/jODunI5n1Eg
https://youtu.be/nu8FskFaRTg
https://youtu.be/nu8FskFaRTg
https://www.youtube.com/watch?v=4FLTNUYAgGg
https://www.youtube.com/watch?v=4FLTNUYAgGg
https://www.youtube.com/watch?v=4FLTNUYAgGg








Instagram 



Twitter 



Facebook 





Pre-show e-mail stats 

 



 



Post show e-mail stats 



Online stats 



Sales stats 



Learning outcomes 

• Try 

• Learn 

• Measure 

• Change 



 
Putting audiences first 

 
Harriet Dalton, CRM Marketing Manager 

National Theatre 



 
The NT each year 

4 Auditoria 
24 productions 

987 performances 
700,000 tickets issued – 90% capacity 

  
The NT elsewhere 

710,000 tickets sold in the West End 
720,000 tickets UK Touring 

775,000 tickets International productions and touring 
1.2m tickets NT Live 

About the National Theatre 



 

A central funnel for e-comms to our database  
 

Guide customers into potential journeys 
 

Use data insight to make it targeted and relevant 

Email Mantras 



 

Right Customer 
It starts with the database 

 
Right Message 

Identifying email strands 
 

Right Time 
Customer calendar 

 

Overview 



Right Customer  
 

It starts with the database 



 

• Clean-up records 

• Establish categories 

• Find a universal language 

Managing the database 



Type  Names  

1. Audience Strand  Younger Audience 

- Entry Pass (current / lapsed) 

  

New to NT  
- New to database – never booked 

- Returning after 1
st

 visit 

  

Lapsing 

- Across all segmentation (previous core) 

  

2. Segmentation  Intellectual Drama 

- The Loyal Family 
- Dramatic Debuts 

- Trophy Hunters 

  

Entertainment And Family 

- Family First 
- Newsicals 

- Comic Potential 

  

Edgy and Topical 
-Intrepid Intellectuals 

- The Big Issue  

    

3. Other  West End only (never been to NT) 

Other venue bookers  (eg. Punchdrunk) 

Temporary Theatre  first timers   

NT Database Categories 

Audience 
Development 
Strands 

Segmentation 

Categories 

- Younger Audience 
- New to NT  

- Intellectual Drama 

- Entertainment And Family 

-Edgy and Topical 

 



Type  Names  

1. Audience Strand  Younger Audience 

- Entry Pass (current / lapsed) 

  

New to NT  
- New to database – never booked 

- Returning after 1
st

 visit 

  

Lapsing 

- Across all segmentation (previous core) 

  

2. Segmentation  Intellectual Drama 

- The Loyal Family 
- Dramatic Debuts 

- Trophy Hunters 

  

Entertainment And Family 

- Family First 
- Newsicals 

- Comic Potential 

  

Edgy and Topical 
-Intrepid Intellectuals 

- The Big Issue  

    

3. Other  West End only (never been to NT) 

Other venue bookers  (eg. Punchdrunk) 

Temporary Theatre  first timers   

NT Database Categories 

Audience 
Development 
Strands 

Segmentation 

Categories 

- Younger Audience 
- New to NT  

- Intellectual Drama 

- Entertainment And Family 

-Edgy and Topical 

 

Types 

R
ecen

cy 

M
em

b
e

rsh
ip

 

A
ctive B

o
o

kin
g 



Right Message 
 

Identifying email strands 



 
Group email into strands 

• By email delivery 

- Scheduled 

- Ad-hoc 

- Reactionary 

• What has been promised 



Type  Names  

1. Audience Strand  Younger Audience 

- Entry Pass (current / lapsed) 

  

New to NT  
- New to database – never booked 

- Returning after 1
st

 visit 

  

Lapsing 

- Across all segmentation (previous core) 

  

2. Segmentation  Intellectual Drama 

- The Loyal Family 
- Dramatic Debuts 

- Trophy Hunters 

  

Entertainment And Family 

- Family First 
- Newsicals 

- Comic Potential 

  

Edgy and Topical 
-Intrepid Intellectuals 

- The Big Issue  

    

3. Other  West End only (never been to NT) 

Other venue bookers  (eg. Punchdrunk) 

Temporary Theatre  first timers   

The NT Marketing Email Strands 

Ad-hoc 
Audience 

Campaign 

Scheduled NT News 

 Enhanced Experience Reactionary 



Type  Names  

1. Audience Strand  Younger Audience 

- Entry Pass (current / lapsed) 

  

New to NT  
- New to database – never booked 

- Returning after 1
st

 visit 

  

Lapsing 

- Across all segmentation (previous core) 

  

2. Segmentation  Intellectual Drama 

- The Loyal Family 
- Dramatic Debuts 

- Trophy Hunters 

  

Entertainment And Family 

- Family First 
- Newsicals 

- Comic Potential 

  

Edgy and Topical 
-Intrepid Intellectuals 

- The Big Issue  

    

3. Other  West End only (never been to NT) 

Other venue bookers  (eg. Punchdrunk) 

Temporary Theatre  first timers   

Audience 

Incentive driven messaging  

 
 

Exclusive Offer  
£20 stage side seats 



Type  Names  

1. Audience Strand  Younger Audience 

- Entry Pass (current / lapsed) 

  

New to NT  
- New to database – never booked 

- Returning after 1
st

 visit 

  

Lapsing 

- Across all segmentation (previous core) 

  

2. Segmentation  Intellectual Drama 

- The Loyal Family 
- Dramatic Debuts 

- Trophy Hunters 

  

Entertainment And Family 

- Family First 
- Newsicals 

- Comic Potential 

  

Edgy and Topical 
-Intrepid Intellectuals 

- The Big Issue  

    

3. Other  West End only (never been to NT) 

Other venue bookers  (eg. Punchdrunk) 

Temporary Theatre  first timers   

Campaign 

Targeted Segments 

Press quotes 
 

   Strong casting 



Type  Names  

1. Audience Strand  Younger Audience 

- Entry Pass (current / lapsed) 

  

New to NT  
- New to database – never booked 

- Returning after 1
st

 visit 

  

Lapsing 

- Across all segmentation (previous core) 

  

2. Segmentation  Intellectual Drama 

- The Loyal Family 
- Dramatic Debuts 

- Trophy Hunters 

  

Entertainment And Family 

- Family First 
- Newsicals 

- Comic Potential 

  

Edgy and Topical 
-Intrepid Intellectuals 

- The Big Issue  

    

3. Other  West End only (never been to NT) 

Other venue bookers  (eg. Punchdrunk) 

Temporary Theatre  first timers   

NT News 

Different versions based 
on segments 

Production matched to 
booking history 

Rule driven items 



Type  Names  

1. Audience Strand  Younger Audience 

- Entry Pass (current / lapsed) 

  

New to NT  
- New to database – never booked 

- Returning after 1
st

 visit 

  

Lapsing 

- Across all segmentation (previous core) 

  

2. Segmentation  Intellectual Drama 

- The Loyal Family 
- Dramatic Debuts 

- Trophy Hunters 

  

Entertainment And Family 

- Family First 
- Newsicals 

- Comic Potential 

  

Edgy and Topical 
-Intrepid Intellectuals 

- The Big Issue  

    

3. Other  West End only (never been to NT) 

Other venue bookers  (eg. Punchdrunk) 

Temporary Theatre  first timers   

Enhanced Experience 

Booked to attend a future 
performance 
 

Production booked 
Highlight talks and events 

Increase ancillary spend 



Right Time 
 

Customer calendar 



Customer  Calendar 



 

Harriet Dalton, CRM Marketing Manager                  
hdalton@nationaltheatre.org.uk 



SPLIT 
TESTING 



 Adjoined receiving house venues 

 Began using Tessitura in 2011 

 Part of Ticketing Network East Midlands (TNEM) 

 THEATRE ROYAL 

◦ 1,100 seat capacity 

◦ 40-50 shows per year (approx.) 

◦ It’s our 150th birthday year 

 ROYAL CONCERT HALL 

◦ 2,500 seat capacity 

◦ 150 shows per year (approx.) 

◦ Celebrated 30th birthday in 2012 



 Improve effectiveness of 

campaigns 

 Assist with decision making 

of future campaigns 

 Identify which strategies 

work best for each audience 

or genre of show 

 



 TEXT-HEAVY VS. IMAGE-HEAVY EFLYERS 

◦ Results = similar open rates, image based received 

higher click through rate, but text versions generate 

more income 

 LETTERS VS. POSTCARD FORMATS 

◦ Result = minimal difference in total income generated 

from each 

 



 MOBILE OPTIMISED EMAIL TEMPLATES 

◦ Converted all templates in Nov 2014 to be compatible with 

mobile devices. 

◦ Mobile friendly buttons rather than hyperlinked text 

◦ Average open rates  

 56% desktop vs. 44% mobile – pre-optimised  

 37% desktop vs. 63% mobile – post-optimised 

◦ Average click through rates 

 59% desktop vs. 41% mobile – pre – optimised 

 44% desktop vs. 56% mobile – post-optimised 

 

 



 Team up to full strength = more time 

 More awareness venue-wide of the importance 

of testing & evaluation 

 Creation of guidance/templates – possibly by 

genre? 

 



 More staffing resource  

 More awareness venue-wide of the importance 

of testing & evaluation 

 Creation of guidance/templates – possibly by 

genre? 

 





QUESTIONS? 

Please tell us who you are and where 
you are from…… 

 



WHAT’S NEXT? 

NEXT SESSION : 2.05PM – 3.05PM 
 

LUNCH! 1.15PM – 2.05PM 
Lunch will be served in the Royal Suite at 
the Crowne Plaza Hotel. Access is on the 
lower level off reception.  
 


