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SELLING YOUR SHOW: SPRINGWORKS MARKETING 

When my play, The Maple Leaves, was accepted into SpringWorks last year, I knew very little 
about the logistics of ‘putting on a show.’ Most of my knowledge up to that point was 
gleaned from black and white Mickey and Judy movies that I watched on Sunday afternoons 
as a child. So my director Gada Jane and I started our planning by brainstorming all the 
things we thought you would need to do to produce a show and then organized them by 
month. Of those 70-75 initial post-its, only 4-5 of them were marketing related, which gave 
me a skewed idea of how much time and energy I would have to put into selling the show—
and proves how little we really knew about what was ahead of us. 

To make the marketing process a bit easier for you, here is information on how I approached 
that process last year and some of the things I learned along the way. 

BLOWING YOUR OWN HORN 

Some people find marketing and self-promotion natural: I’m not one of those people. I’m 
more the I-don’t-want-to-bother-you-but-I’ve-written-this-play-and-I’m-not-saying-it’s-good-
because-that-would-be-boasting-but-maybe-you-might-come-see-it-if-you’re-not-too-busy? 
kind of person. 

However, I quickly realized that if I didn’t do everything I could to connect and promote the 
show, no one else would. And then all the time and energy put in by the director, actors and 
crew would be wasted.  

I started by reaching out to family and friends. I sent 
out a Save the Date card with a personal note via 
email sharing my excitement about what was 
happening and making them feel included in the 
process. 

The e-card had basic information and a link to the 
both the SpringWorks website and a page I set up 
for the production (more on that later).  

After that initial Save the Date card, I only sent one 
other mass e-mail about two weeks before the show 
so people didn’t feel bombarded by email. 

If you haven’t done so yet, you might reach out to 
family, friends and acquaintances (particularly anyone 
you know in the Stratford area) and let them know 
you’ll be part of SpringWorks this year.  
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YOUR SHOW’S AUTHENTIC (MARKETING) SELF 

Feeling passionate about my play and sharing that passion with family, friends and 
acquaintances was a first step. What I did need was find a way to promote and talk about the 
show in a way that felt authentic. I focused on the kinds of questions that I typically hate. I 
asked myself what the show was about. I determined who it would appeal to and why. I 
thought about my story as an artist and about this particular show’s creation. And then 
knowing all that, I figured out what kind of 
images and language would speak to that 
audience and capture what the show was really 
about.   

My show was a WWI drama about soldiers who 
put on shows for their comrades, and the two 
main characters are female impersonators. I was 
lucky to find an image through the War Museum 
Archives that captured visually what was most 
important about the show that I could use on 
our poster, post-cards and website. I also made 
sure that I looked for fonts that had a vintage 
feel and a lot of our marketing taglines also 
embraced the period the play was set in.   

You’ve already started ‘branding’ your show 
with the images and copy you’ve provided to 
SpringWorks. As you continue preparing 
marketing materials, just make sure you trust 
your gut feelings on what the show is and 
what’s most appealing about it. Communicating 
that story—in copy and visually—is what will 
really connect with your prospective audience.   

THE CAMPAIGN 

We did minimal print advertising—we put up posters locally and the entire company had 
post-cards to distribute. I don’t want to underestimate the impact of the posters—I think 
having them up all around town helped tremendously and Stratford businesses are very 
generous with their window space—but a lot more time and energy was put into online 
marketing. 

I started with a website (you can access it here) which was basically the hub for our online 
promotion. I used WiX to create the site—they have a free option (with ads on the site) and a 
lot of easy-to-use templates. I also set up a blog through WordPress where I could share my 

http://hdebling.wix.com/stillwaters
http://www.wix.com/


{3} 

thoughts about the process and also interviews with our actors. The website was also a spot 
where I could post links to rehearsal videos and photos.  

I set up a Facebook events page which the whole cast and crew could invite people to, and I 
tried to share postings from SpringWorks on my own Facebook news feed (don’t forget to 
‘Like’ SpringWorks on Facebook if you haven’t done that yet). Because we had the website, I 
decided not to set up a Facebook page, but that might be a good option for promotion if 
you have one already or as an alternative to a show website.  

I did set up a Twitter account for the production. If you’ve never used Twitter, you might 
want to start with a beginner's guide like this one or this one. Here are some of the ways I 
used Twitter:  
• I followed people involved in Ontario theatre—other fringes, theatre companies, actors,

writers, directors—people based in Stratford and other artists participating in
SpringWorks.

o If you’re not sure who to follow, take a look at who others are following (i.e. look at
SpringWorks following and followers lists).

• I tweeted a variety of things—quotes from the play, links to interesting sites, rehearsal
images, mock recruitment posters, etc. In the run up to the show, I had theme days. For
example, when an interview with an actor went up  on the blog, the quotes that day were
from his character or one day all the links I shared were about WWI remembrance.

• I tweeted thanks to people who followed and shared my tweets.

• I retweeted posts from SpringWorks and artists involved in the festival. I also tried to re-
tweet things from other indie companies that were promoting their shows elsewhere.

• I often included the handles of our company, of SpringWorks, of Stratford Tourism in the
hopes that they might retweet. I also tried to have the link to our website and/or our
SpringWorks page included in one tweet per day.

• I used hashtags that seemed appropriate for the show, for example, #theatre, #stratford,
#wwi or #Cdnhistory.

o Use the hashtag #SWF2014 as much as possible when promoting your show on
Twitter to connect with other artists and SpringWorks patrons and to get
SpringWorks trending.

Because we did an intensive six-day workshop leading right into SpringWorks, I prepared a 
lot of the tweets in advance. I had a document with the tweets pre-written organized by date 
and then set them up to automatically post using HootSuite. It meant that tweets were going 
up regularly, but I didn’t have the stress of jamming everything I needed to say into 140-
characters when I was really busy doing other things. During breaks or after rehearsal I would 
still go online to retweet and reply to other tweets, but having a bank of things to share 
made it so much easier. 

https://twitter.com/StillWatersProd
http://www.edudemic.com/a-visual-guide-to-twitter-for-beginners/
http://www.steamfeed.com/how-to-twitter-guide-for-twitter/
https://blog.bufferapp.com/twitter-tips-for-beginners
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Everything that was posted online was shared multiple places. 
If I wrote a blog post, I tweeted about it and/or I shared it on 
our Facebook event page. If I tweeted a mock recruitment 
poster, it was added to the website.  

A few other things we did: 

• Prepared a press release and sent it to media in Stratford, 
Kitchener and London.

• Wrote a piece for CharPo. 
• Submitted show details to local radio station’s events 

listings.
• Contacted organizations that might be interested in the 

show (i.e. local Legion). 

HELP! I NEED SOMEBODY! 

If all of this sounds exhausting, it is. But you don’t have to do everything yourself. I didn’t 
want to impose on anyone, but I realized really quickly that I couldn’t do everything that 
needed to be done myself. A family friend who really enjoys chatting with people distributed 
the posters. My writing group, who know the play really well, helped me compile material 
and links related to the play that I could share on Twitter. I asked people who were on social 
media if they wouldn’t mind sharing some of the things I was posting. Everyone I asked was 
really eager to help and generous with their time and support, particularly since I asked them 
to work on tasks that they would enjoy and played to their strengths.   

IN A NUTSHELL 

If you haven’t yet, try and make a bit of time soon to flesh out your marketing plan for 
SpringWorks. Decide what will work for you and your show. Make sure your copy and visuals 
really capture the heart of your show. If ‘likes’ and ‘hashtags’ and ‘handles,’ and everything 
else about social media seem overwhelming, try and find someone who can provide you with 
a tutorial or even help with an online marketing campaign. Start compiling material you can 
share—you’ll be grateful for that later. And don’t forget to ask for help when you need it. 

ADDITIONAL RESOURCES 

http://soldoutrun.com/ 
http://onstageottawa.com/the-reason-nobody-will-see-your-fringe-show 
http://problogservice.com/2011/08/30/15-social-media-tactics-to-promote-your-upcoming-theatrical-show/ 
http://theanalyticeye.com/2011/03/how-can-small-theatre-companies-maximize-word-of-mouth-publicity/  

http://www.charpo-canada.com/2013/05/sunday-feature-heather-debling-on.html
http://soldoutrun.com/
http://onstageottawa.com/the-reason-nobody-will-see-your-fringe-show
http://problogservice.com/2011/08/30/15-social-media-tactics-to-promote-your-upcoming-theatrical-show/
http://theanalyticeye.com/2011/03/how-can-small-theatre-companies-maximize-word-of-mouth-publicity/



