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Your Magic Number is 254… 

There are 254 seats for sale at the 

Fergus Grand Theatre for most ticketed 

events. 

254 might not seem like a lot, and yes, 

there are other theatres that are much 

larger than ours. Yet it’s quite rare to 

actually see all 254 seats filled at the 

same time – achieving a sell-out is a lot 

harder than many people think. No 

show is ever a “slam dunk” in this town. 

But it’s not that people in Centre Wellington don’t like going to the theatre or other live events 

– they do. The municipality has a population of about 30,000, and it’s growing rapidly. The 

number one complaint we hear from people after a show is over is that they didn’t know it was 

happening in the first place. That’s why marketing is so important! 

 This publication has been prepared to help you stage successful events at the Fergus Grand 

Theatre, whatever they may be, and help you fill more of those 254 seats more often. 

Throughout this document you’ll see four boxes, filled with extra information: 

 

Horror Stories – real-life examples of 

arts marketing gone wrong, some 

from this theatre and some from 

others (we won’t use any names). 

Don’t make the same costly mistake 

as someone else.  

Factoids – tidbits of marketing data, and 

a bit about how that information could 

be relevant to your event. Keep in mind 

that what may be true for one event 

may not be true for all of them, and that 

what’s relevant can change over time. 

Wins – real-life examples of things that 

went right! From careful planning that 

produced the desired results to shows 

that unexpectedly did well these are 

proof that success is possible. Use these 

a source of inspiration. 

Grumblings – as much as possible I’ve 

tried to leave my own opinions out of 

this document, but in a few cases I’ve 

been unable to resist. You can take 

my advice with a grain of salt, if you 

wish. 
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Part A: The Simple Sample Marketing Plan 

The marketing plan outlined in this document is deliberately simple – there are no fancy 

gimmicks, no “expert” quotes from marketing gurus, and it by no means represents the 

pinnacle of scholarship in arts marketing, though we’ve tried to follow industry best practices 

wherever possible. This plan is a compact, durable list of things that you should think about 

doing when staging an event at the Fergus Grand Theatre, and it has been built by your 

colleagues; the fellow producers, presenters, businesses and organizations that have staged 

events at the Fergus Grand Theatre over the years. It’s a collection of lessons about what has 

worked, and what has not. It’s a living document, regularly updated to reflect new challenges, 

opportunities and information. In this post-pandemic world marketing and communications has 

become more important to staging successful live events than ever before.  

This marketing plan has three steps:  

1. Identification 

2. Creation 

3. Execution 
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Step one: Identification 

This is where the process starts. Many of the items included 

in this stage of the marketing plan get overlooked – people 

are so eager to get started that they often jump straight to 

the step two tasks – creating posters and identifying 

channels. But before you get there are you need to answer 

some important information about your event, aka the 

“Need to Know” stuff: 

 Name of Event 

 Brief description (100 words or less) 

 Who’s putting it on: name of producer, presenter, 

producing company, etc.? 

 When: all dates and times 

 Where:  

o Fergus Grand Theatre 

o 244 St. Andrew St West 

 Tickets and How to get them: 

o Ticket price(s): all-inclusive, final price 

o Box Office Phone: 519-787-1981 

o Website: fergusgrandtheatre.ca  

 Time: days between now and the show 

 Budget: even if it’s $0, or “as little as possible” 

 Other info: celebrities, trigger warnings, etc. 

Next, identify your target audience segments. Thinking your show is for “everyone” is a 

common mistake – just because it’s appropriate for everyone doesn’t mean everyone will be 

interested in it. Audience segmentation helps you identify the groups of people who are the 

most likely to be interested in your event. It doesn’t have to be hard, and can include the 

following queries about the people who are likely to be interested in your show: 

 Demographics – young or old, married or single, rich or poor? An ad in the newspaper 

might be great for attracting seniors to a matinee, but likely wouldn’t draw in the same 

number of teenagers.  

 Geography – where do they live and work? A poster at the post office in a small town 

might be a good idea to advertise a classic country band, but might not be as effective 

advertising an up-and-coming world music artist. 

 Behaviour – have they been here before? How often? Is going out a big deal for them? 

For your most loyal fans or “those-people-who-go-to-everything” it might take nothing 

Horror Story: A community 

theatre company got a 

chance to send an actor for 

an upcoming show to the 

local radio station, to do an 

on-air interview. Great! The 

actor got there, and the 

interview went flawlessly, 

until the very end, when the 

DJ asked a question that had 

the actor thoroughly 

stumped – what’s the phone 

number for the box office? 

Make sure that everyone 

working on the production 

knows the “need to knows!” 
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more than a gentle reminder email for them to get their tickets, but for people who 

don’t go out as often you’re going to have to do a lot more work to turn them into loyal 

patrons.   

 Attitudes – what do they think and feel? This one’s a bit tricky, and it’s easy to fall into 

stereotypes. However, as a general rule, at least in this market, the crowd for a 

bluegrass concert is probably going be easier to find than the crowd for a Viennese 

Waltz. That’s not so say there isn’t an audience for both, but one is probably going to be 

more work to get than the other. 

 The Personal Connection. This isn’t really part of any formal segmentation process, but 

it’s too big to ignore. For many events the single biggest group of people in the audience 

will be those who are there to support someone on stage – friends and family. For 

dance and music recitals this can be almost 100% of the crowd, which you would expect, 

but friends and family form a part of almost every audience. Making sure that friends 

and family come out requires an internal, not external, marketing effort. Ensure your 

cast and crew are doing their part to get the word out about the show. Be prepared to 

help them do this. 

Finally, put it all together. Create a document with: 

 All your need-to-know information 

 A description of each of your target audience segments 

 A statement of value – what will people who come to your show get from it? How will it 

make their life better? What will they gain? Be as specific as possible. 

Factoid: A study of all community theatre productions done at the Fergus Grand Theatre 

between 2014 and 2016 found that 53% of audience members were attending because they 

were a family member or friend of someone involved with the show. That means that total 

marketing efforts for those shows produced, on average, less than half of the actual sales – 

a sobering reality check when you’re obsessing over which font to use on your poster, or 

wondering how much to spend boosting a Facebook post. 
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 Any other information that you feel you need – if you have any thoughts, ideas, 

opinions, etc. about the show this would be a good time to get them down on paper. 

The public won’t ever see this document, so you can be candid – if there’s something 

about the show that concerns you (swearing, sensitive subject matter, a political 

perspective that differs from your own, etc.) get it on your radar now. It may or may not 

affect any decisions going forward, but at least you know it’s there if you need to review 

it.  

A Winning “Winter’s Tale”: Doing shows in the wintertime in Canada means dealing the 

uncertainties of weather, and many a poorly-attended show between December and March 

has been blamed on people being afraid to come out because of the weather. Weather is 

something you need to think about. But doing a show in the winter does not always mean it 

won’t sell well. 

In 2002 and 2003 the Elora Community Theatre produced two very successful winter shows 

as part of their seasons. The first show was a melodrama called “Love Rides the Rails” and 

the second show was a comedy-drama called “A Year in Edna’s Kitchen.” The exact numbers 

have been lost, but the house count for Edna’ Kitchen was over 900 patrons over six 

performances, and Love Rides the Rails wasn’t far behind. There were no bus tours, no large 

group sales, and no school matinees. Both shows took place in the middle of February. 

Neither show was very well known, or had a large cast (about 10, in both cases) or anything 

about it that would suggest a runaway box office success. Yet both shows did very well. 

What both shows did have was a marketing plan. They had people who knew what the show 

was about, and the types of people it would connect with, and how to reach them. In the 

case of Love Rides the Rails this meant using photos to create “actor-specific” posters, 

individual marketing tools that individual actors could put up in their places of work, school, 

etc., as a means to drive interest in the show. For Edna’s Kitchen this meant the formation 

of a marketing team, bringing together senior production staff and people who were 

dedicated to specific marketing tasks: graphic design, copy writing, poster distribution, etc.  

Of course the box office success of those two shows is due to much more than just their 

marketing plans – both shows were led by passionate, experienced people, both of whom 

are sadly no longer with us, so we can’t ask them more about the specifics of what they did. 

What we can do though, is stop worrying so much about the weather and just get on with 

the business of marketing our shows! 
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Step two: Creation 

For many people this is the fun part – it’s also where many people confuse what they’re doing 

with the not-so-fun part, which is Step 3. All you are doing is simply taking the information 

gathered in step one and using it to create marketing materials (posters, flyers, press releases, 

etc.) and make a list of what you are going to use them for, your marketing channels.  

When it comes to materials, there are a lot of choices, online and off, and new ones are being 

created all the time. Here’s a brief list of some of the materials that our clients have used over 

the years: 

 Poster 

 Flyer 

 Press Release 

 Production photos 

 Elevator Pitch 

 Radio Ad 

 Video 

 Animated GIF 

 Website 

 Blog posts 

 Facebook event 

 Instagram stories 

 Postcard 

 Business Card 

 Program Stuffer 

 Coaster 

 Placemat 

 Custom T-shirts 

 Automotive 

stickers 

 Road signs 

 E-signature/e-blast 

 Parade float 

 Interview talking 

points 

 Online event 

postings 

 etc. 

Deciding which materials to create isn’t easy, and it can be ongoing work – a poster that might 

work really well in an 11x17 print might look too cluttered in a Facebook newsfeed, so you 

might need to create something a bit simpler. The materials you create will, to some extent, be 

dictated by the channels you use (see below). Also things like live-streaming five minutes of a 

rehearsal or getting a call to be a last-minute fill-in on a radio morning show aren’t really things 

that can be prepared ahead of time, and 

sometimes you have to be ready to make 

up the content on the spot.  

The above list also doesn’t include what to 

give us – as the theatre we have no 

mandate or budget to promote client 

events, but we do as much “in-house” 

publicity for you as we can. In order to give 

us what we need to help you best we’ve 

created a Copy and Graphics Guide to as an 

accompaniment to this book. Please refer 

to it for the most up-to-date specifications 

for our in-house marketing needs.   

Factoid: Recently a few clients have been 

experimenting with lawn-and-road signs to 

advertise their shows. Be aware that the 

Township has a very strict sign bylaw, which 

explicitly states where, when and even if you 

are allowed to put up a sign of any kind. 

Before you go and spend any money getting 

signs printed up make sure you’re familiar 

with the bylaw – the Township has a bylaw 

enforcement officer who has the power to 

remove your signs if they are illegally posted, 

and can keep them until your event is over!  
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Marketing channels are simply the places where your materials will be put to work. They could 

include: 

 Poster/flyer 

distribution 

 Print ads  

 Targeted stuffing 

 Radio 

 Television 

 Email  

 Website 

 Blog 

 Social media  

 Flash Mobs 

 Word of mouth  

 Talking to Family 

and Friends 

 “1-off” marketing 

opportunities 

 

Once again, this list is not exhaustive – it is only a place to start, and these are only the basic 

must-have marketing channels that virtually everyone staging an event at the theatre should 

seriously consider taking advantage of. Don’t be afraid to get creative and think outside the 

box. The more you know about your target audience, the better you’ll know where you need to 

be in order to reach them.  

Your marketing staff: Yes, you should have more than one person assigned to publicity for your 

event. Forming a marketing committee is an excellent idea, and is highly recommended. A good 

marketing committee should include: 

 A supervisor, responsible for staying on schedule, making decisions, etc. 

 A graphic designer, responsible for creating visual marketing materials 

 A copywriter, responsible for creating written marketing materials  

 A media rep, responsible for contacting media outlets, sending press releases and 

photos, placing print, radio and other ads, arranging interviews, etc. 

 A distribution manager, responsible for getting posters, flyers and other print materials 

distributed throughout the community (via cast and crew members, as well as a 

dedicated distribution team) 

 An online marketer, responsible for website, email, and social media marketing 

initiatives, including online advertising, free online listings, and possibly selling 

advertising space to sponsors 

 A program person, responsible for gathering the content for the program, and possibly 

selling advertising space to sponsors 

 A “minister without portfolio,” responsible for taking advantage of any special events, 

one-off marketing opportunities, or other miscellaneous chances that may come up 
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Step three: Execute 

Do it. Quite simply, use the materials you’ve created in the channels you’ve identified to do the 

work of selling tickets for your event. It does sound simple, but actually this is biggest job, and 

the most difficult. The rest of this document will go into more detail about the various ways 

that you can do that. 

  

Small Wins: general tips to think about when creating your marketing plan: 

 Be authentic. The most successful clients aren’t always the ones who spend the 

most money on advertising. They are the ones whose marketing reflects who they 

actually are, and what their event is actually about.  

 Start early. Once you start you have to keep it up, but as far as I know no client in 

this theatre has ever said “I started my marketing too soon.” 

 Personal connections are critical. Especially with community theatre, a fundraising 

concert, or any event featuring local talent. You will always have more people who 

say they are coming than people who actually show up. Remember that you still 

have to do the work to make sales to friends and family. 

 Keep it simple. Clutter doesn’t sell. The best marketing grabs you in an instant.  

 Keep innovating. Every time you do a show try one new thing. If it works, keep it.  

 Be patient. You’re building a relationship with your audience. It takes more than one 

show or one season to do that.  

 Remember that you are selling an experience. The most important piece of 

marketing information you can have is a quick, concise explanation of the 

experience that your particular show will be. 

 It’s not about you. It’s about your customer, the ticket-buying patron, and the 

experience that they will have when they come to your show. Don’t use your 

marketing to tell your audience what you need from them, use your marketing to 

tell your audience how they can get what they need from you. 

 

Win: In 2019, we had two shows back-to back that sold out. The producers attributed the 

success to social media, especially Facebook. They both concentrated on targeted Facebook 

ads and posting on community Facebook groups for the Fergus and Elora area. This helped 

create awareness of the shows and generate conversation. One show sold out two months 

prior to curtain!  
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Part B: Marketing Materials 

Posters 

A good show poster (or flyer) should contain the following information: 

 

 

Poster design tips and best practices: 

 Bigger is not necessarily better – 8 ½” x 11” posters goes in more places than 11 x 17’s. 

Use text sparingly. Let the image be the star of the piece. 

 Pay attention to legal requirements. Royalty information must sometimes be displayed 

on posters, and make sure you have permission to use any image. If there are images of 

real people on your poster you may need to secure a written waiver to use their 

likeness. Just remember to look into these things before you start. Mistakes can be 

costly if you have to reprint, and in a worst-case scenario you could lose the rights to 

perform your show altogether. 

The Title of your event 

A striking image  

Date and Time 

Location  

Where and how 

to get tickets 

Ticket Price(s) 

Grumblings: Your advertised ticket price should be the final, all-in price, i.e., fees and taxes 

included. A few clients disagree with me passionately about this, but I’ve seen the failure to 

disclose the full price of a ticket actually make patrons turn around and walk out. And yes, I 

know adding the fees and taxes on afterwards is common in many other places, but it is not 

the standard practice here. Personally, I think that your show’s ticket price should reflect its 

value, and it should cover your true cost, of which fees and taxes are a part. I also think that 

it’s a more honest, respectful way to complete the transaction with your customers.   
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Flyers 

 Flyers should contain the same essential information as their corresponding posters, 

and should be created by the same graphic designer in a similar style. You should, 

however, make adjustments to fit the smaller size and different shape – a poster simply 

shrunk to fit may look misshaped, and may be hard to read. 

 The most common types of flyers FGT events tend to use are referred to in the printing 

industry as “2-ups” and “3-ups.” A 2-up is simply two pieces of the same copy placed on 

a single 8 ½ x 11 page in landscape and then cut in half. A 3-up is the same except the 

page is divided into thirds instead of halves. Both sizes are a good choice, since they 

stuff easily into programs and don’t get hidden in tall brochure racks. They are also 

small enough to leave in a pile on a table.  

 While flyers are cheap to produce it is still a good idea to gauge as closely as possible 

how many you will need for both economic and environmental reasons. Remember, 

after your event these pieces of paper will be useless. 

 Hydro bill flyers: Centre Wellington Hydro will insert flyers in their bills at no cost – you 

simply have to provide the flyers in the quantity and specification that they require – 

typically 5000 – 7000 pieces of 8 ½ x 11. The cost of making the copies is apparently 

comparable to a large print ad in the Wellington Advertiser. This promotion is often 

used by family-friendly events, and for subscription sales. 

 We also have a flyer rack at the theatre where you can display your flyers. Feel free to 

drop some off as many people look at them while visiting or waiting for a show to start. 
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Social Media 

We encourage you to interact with the Fergus Grand Theatre’s social media accounts to help 

reach a larger audience for your shows. Follow @FergusGrandTheatre on Facebook and 

Instagram to keep up to date with what is happening at the theatre. You can find a 360 degree 

view of the theatre on Google.  

We also encourage you to create and share the content for your shows on social media. The 

Fergus Grand Theatre will attempt to share your content within our social media schedule, 

though it is not guaranteed. Social media best practices:  

Create a Facebook Event for your show:  

 Include Title, Date, Time, Brief Description, Photo (1920 x1080 px), price, ticket link 

 Add Fergus Grand Theatre as a co-host, which ensures that your event will appear in the 

theatre’s Facebook Event Listings 

Facebook posts:  

 Tag Fergus Grand Theatre 

 Posts with photo/video increase engagement.  

 Photo size: 3:2 Ratio for maximum space.  

o Vertical: 500x750 px, Square: 500x500px, Horizontal: 500px wide  

 Keep text brief to 1-2 sentences.  

 Include any links to tickets after text 

Instagram posts: 

 Photo size: Vertical: 1080x1350px, Square: 1080x1080, Horizontal: 1080x608px 

 Tag @FergusGrandTheatre  

 Geotag Fergus Grand Theatre or Fergus, ON 

 Hashtag #FergusGrandTheatre – Instagram allows up to 30 hashtags on a post. Tip: Post 

hashtags in a comment on your post so that your photo description does not become 

cluttered. Ensure hashtags have relevant keywords  

Instagram Stories: 

 These posts only last 24 hours - tag @fergusgrandtheatre in your stories. This makes the 

story shareable to the accounts tagged.  

 

 

 

https://www.facebook.com/FergusGrandTheatre/
https://www.instagram.com/fergusgrandtheatre/
http://bit.ly/FergusGrandTheatre
http://bit.ly/FergusGrandTheatre
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Here are some popular Facebook pages where you may be able to post your event. Please feel 

free to let us know if any of these pages are no longer around, or if you come across any new 

ones:  

 Canadian Tribute Bands & Fans 

 Fergus/Elora Community News 

 Fergus/Elora Community and News 

 Fergus/Elora Musicians  

 Meanwhile, in Wellington County 

 Elora & Fergus Buy, Sell & Swap and More 

 Caught in Guelph (and Area) 

 Guelph/Fergus buy and sell 

 Guelph Happenings 

 Live Music in Kitchener Waterloo (and surrounding area)  

 

 

Press Releases 101 

 A press release, no matter where it is being sent, should utilize a number of industry 

standards and best practices. It should: 

o Feature your company logo at the top 

o Beneath the logo, justified to the right, the words “For Immediate Release” 

o A brief, direct, informative headline 

o Be written in the “inverted pyramid” formula, with the most important 

information (event name, date, time, etc.) in the first paragraph, and 

information in descending order of importance in the paragraphs below 

o Content should be 1.5 spaces, in a sans serif, 12-point font, and written in 

complete sentences understandable by an average reader 

o The press release should be a maximum of one page long, including contact info 

Factoid: 20% Text Rule – Facebook advertising and general social media best practices 

recommend that images have no more that 20% text. Facebook prioritizes images with less 

text. Prioritize your message and the remaining text can be in the description for the 

post/event. 

While posters are great for information, consider sharing performance photos/video or 

appropriate behind the scenes content on social media. This helps tell your digital story and 

generates dynamic engagement. 

https://www.facebook.com/groups/canadiantributebands/
https://www.facebook.com/groups/694778863894624/
https://www.facebook.com/groups/388570448187876/
https://www.facebook.com/groups/1492525154297343/
https://www.facebook.com/groups/MeanwhileIWC/
https://www.facebook.com/groups/694979837325480/
https://www.facebook.com/groups/CaughtinGuelph/
https://www.facebook.com/groups/197552823744217/
https://www.facebook.com/groups/Guelph.Happenings/
https://www.facebook.com/groups/1052295874825667/
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o At the bottom of the press release you should indicated the end of the press 

release by the “♦” sign, or by “-30-“. Below that state your name, title, phone 

number, and email address. Offer feature interviews, photography sessions or 

anything else unique to your event. 

 Since you’re not paying for a press release there’s no guarantee that the publication 

you’re sending it to will actually run it. However, there are a few things that you can do 

to increase your chances: 

o Make sure it would work if they ran it verbatim, without making any changes. 

Sometimes that’s exactly what they will do to save time. 

o Proofread! It seems so obvious yet so many people fail to do it. Always get a 

second person to read it over before you send it. 

o Keep it brief and direct. Avoid flowery or academic language, technical jargon, 

humour, or creative metaphors.  

o Include one or two photographs. Each photograph should be attached to your 

media email separately, and each should be clearly and succinctly labelled 

(don’t just leave the camera’s default). You should also attach an additional 

document entitled “Suggested Cut Lines” in which you provide a caption that 

could be placed under each photograph. Be sure to mention the name and date 

of the show in each cut line, if nothing else. Also watch out for legal traps – you 

may have to credit the photographer or the people in the photograph in a cut 

line, depending on your event. 

 

Other Marketing Materials: 

 Your “elevator” pitch. This is a description of your show and why it matters, and it’s 

something that should be so short you could recite it all in a ride up an elevator. Get all 

the key information into your elevator speech, and then memorize it.  

 Radio. Radio ads are pretty similar to elevator pitches, but timed to either 15 or 30 

seconds, depending on the spot. Radio content should always be written at least 

double-spaced for easy reading live to air. If you’re doing an on-air interview you’ll have 

to make things up as you go along, though it’s still handy to have information in front of 

you. On-air interviews tend to be very short – you probably won’t be able to say 

everything that you would like to. 

Win: Every once in a while somebody hits the jackpot with a press release. A reporter sees 

something in your event that they find interesting, and they decide to do a feature on you 

or your event. A press release could also be the thing that gets you a radio or television 

appearance, a review, or some other unexpected boost. It’s rare but yes, it does happen! 
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 Online content: Standard style rules for web-based writing apply – brief, succinct copy, 

in-line hyperlinks, with the writing supported by lots of visuals. The tone can be a bit 

more conversational, but you still want to use personal pronouns sparingly and maintain 

a polished, professional image in line with your company’s branding.   

 Photographs. Photos should be clear and professional-looking, and you should have 

permission (ideally in writing, but at least ask) from anyone in the picture to use their 

likeness in a public context. Basic photo-editing is fine, but spending hours modifying a 

photo to create the wrong impression about your show or anyone in it is not. Insider tip: 

make sure your cast don’ have their scripts in hand when taking the photos. For some 

reason that “rehearsal-hall vibe” doesn’t go over well with editors.  

 Video. It’s almost too easy to create video content now – anyone with a smartphone can 

do it, and every day millions do. The best practices are evolving quickly in this area, so 

the best thing to do is to review the information and advice offered by whatever 

platform you are planning to place the video on (YouTube, Facebook, Instagram, 

etc.).You may want to do a video while you are going through dress rehearsals and post 

it as a teaser for your show.  

 Bling, swag, merchandise, etc. When you’re creating t-shirts, baseball caps, custom 

stationery or coffee cups to promote your show just make sure that it’s professional-

looking, aligns with your brand, and is actually a good value that will sell more tickets 

than it will cost to create and distribute.  

 

Marketing Channels 
Okay. You’ve assembled your marketing materials – great! Now what are you going to actually 

do with them? The answer is simple: use them in marketing channels. 

There are plenty of different times and places that marketing materials can be used to promote 

a show. The list that follows is only a place to start, and only covers some of the more common 

options that are suitable, to a certain extent, for most events at the theatre. Unlike in the 

previous section where the information is based more on industry standards this section has a 

bit more local focus – this is what’s done and what works in this market. These are the things 

Horror Story: Several years ago the theatre began using the back sides of unused flyers to 

take phone messages. It seemed like a good idea at the time, but after a while a problem 

emerged – the box office became a sea of leftover flyers! There were piles and piles of them 

everywhere, far more than were really needed for our very modest amount of phone 

messages. Every one of those flyers was a waste of time, paper, ink and money – a 

marketing material that never got into the hands of a potential patron.   
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you need to watch out for when trying to reach our local audience. This is also the section 

where we’re relying the most on what clients have done in the past, telling you what has 

worked, so that you can build on some of their successes, and hopefully avoid some of their 

more costly mistakes.  

One thing you want to keep in mind as you are going through this section is geography – people 

are only going to drive so far to see a show. We have a population of approximately 30,000 

people in the Township of Centre Wellington, which includes Fergus, Elora, Belwood, and the 

surrounding rural areas. There are about another 60,000 people in the rest of Wellington 

County (Arthur, Erin, Mount Forest, etc.), and the City of Guelph has a population of just over 

135,000. Waterloo Region, which includes the Tri-Cities of Kitchener, Waterloo, and Cambridge, 

is just over half a million. Most of those people could reach the theatre within an hour, but 

according to our box office system the vast majority of our patrons live within Centre 

Wellington, or within a 15 minute drive of the venue.     

With all that in mind, here are some of the more common marketing channels, and how you 

might use them: 

Poster and Flyer Distribution 

For some reason, against all odds, in an increasingly-digitized world, paper posters in public 

places still manage to generate ticket sales. Yes, you can have a successful show without a 

printed poster, but usually someone, somewhere, sees a poster and buys a ticket because of it.  

Posters and flyers should be distributed throughout the community, wherever they will be 

accepted. Some places will accept a poster, others a stack of flyers, some will accept both, and 

some won’t accept anything at all. Make sure your distribution team are armed not just with 

posters and flyers but also with tape, tacs, a stapler, sticky-tac, or anything else you can think of 

to help them put up a poster themselves if that’s what they have to do. Your distribution 

volunteers should be cheerful, outgoing, cleanly attired, and ideally working in teams of two.  

At a minimum you should seek to cover the downtown areas of Fergus and Elora, as well as key 

places throughout Centre Wellington where people congregate (community centres, libraries, 

banks, post offices, etc.). Don’t overlook the smaller places like Belwood, Salem or Alma, 

especially if your event is taking place in the summer. It should go without saying that you must 

ask permission before putting up a poster, not poster over an event that hasn’t already 

finished, or remove a poster for an event that you perceive as direct competition for yours.  

Unfortunately I have direct knowledge of all three of those things happening in this community 

at some point in the past twenty years. Let’s all work together, in a spirit of mutual respect and 

professional courtesy, to make sure they never happen again in the future. 
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The Newspaper 

Despite the demise of small-town journalism in many other communities our local newspaper, 

The Wellington Advertiser, retains a wide, fiercely loyal readership throughout the county, with 

free distribution to approximately 40,000 homes each week. The paper has a dedicated Arts 

and Entertainment page, where it will run press releases and print ads for plays, concerts, and 

other performing arts events taking place at the theatre as well as at other locations 

throughout Wellington County. The cost of an ad is significant, and goes up the larger you get. 

Most clients tend to run ads between ⅛ to ¼ page size, sometimes in colour, sometimes not, 

and usually for at least two weeks (multi-week ad buys get a discount). 

Despite the cost, running a print ad remains a good value for many clients. If you’re producing a 

tribute concert, anything to do with country music, or something featuring a local artist then 

this is an almost essential marketing channel. Tributes in particular tend to do well here, with 

our data routinely showing that over 50% of the audience found out about the show through 

the ad in the Wellington Advertiser.   

The only other surviving local print paper is the Guelph Tribune (also free), which is distributed 

within the City of Guelph. The Wellington Advertiser is not distributed there, so it’s a good way 

to reach a lot of people you wouldn’t otherwise reach. Again, tributes tend to benefit the most 

from this readership, and we tend to get a “bump” in phone calls from Guelph when someone 

puts an ad in there. If you can only afford to advertise in one print publication, go with the 

Advertiser, but if you can afford to add the Tribune, it’s also usually offers a good value too. 

Media List 

Aside from the Advertiser and possibly the Tribune, there aren’t really any other print 

publications that clients currently use that has had a meaningful impact on ticket sales. 

However, there is still some value in building and maintaining a list of contacts for both online 

and offline media outlets, as well as radio and TV, within a fairly large radius of the theatre. This 

list is what you send your press release and media photos out to, and if you have a full-blown 

Grumblings: I have confession to make. I haven’t always been a fan of both poster/flyer 

distribution and print advertising. I don’t like doing them. Perhaps I don’t like distribution 

because I’m painfully shy, and so am utterly terrible at it. And I don’t like print ads because 

sometimes I’ve been burned by them – I ran a few ads that weren’t a good fit for the 

Advertiser’s audience, and brought in less revenue than they cost in the first place.  

But in both cases I’ve come to a grudging acceptance that both of these things can and 

probably should be part of selling most shows in this community. And while I eagerly await 

the day when digital marketing makes these expensive risks obsolete, for now they are part 

of the arts marketing landscape in Centre Wellington, and should be dealt with as such.   
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Electronic Press Kit this is where you would send it as well (though I’m not sure it would be wise 

to do so unless you had a targeted lead whose interest had been piqued by your press release 

first). 

This is in the “it can’t hurt” category – sending your press release and photos to a media list 

doesn’t cost you anything except your time. In the case of the Wellington Advertiser chances 

are they’ll run it anyways (whether or not you are buying an ad) but with other places some will 

and some won’t. Some will probably come back at you trying to sell you advertising, sometimes 

quite aggressively. Some places will delete your email without even reading it. All of this is fine 

– you’re not paying for any of this, so just be thrilled if you do happen to get something going. 

Unfortunately we don’t have an accurate, up-to-date list of friendly media contacts eagerly 

anticipating the next press release about a show at the Fergus Grand Theatre. Media lists seem 

to be closely guarded, and getting people to share them is difficult. Even so, publications come 

and go all the time, so maintaining a list of relevant contacts would be difficult anyways. Our 

best advice is to start with a base list of the major newspapers, radio stations, etc., in the area, 

and then spend a few hours researching a few new contacts and updated old ones each time 

you do a show.  

One area where you should spend some time and effort outside of building a generic media list 

is to build a targeted media list that’s specific to your event. This list should include things like 

the artist’s fan club, publications that cover the specific genre or subject matter of the event 

being presented, or in some form or another have a specific tie-in with the show. These 

contacts also take time to build, but unlike the generic list there’s a slightly better chance of 

them taking an interest in your press release. At the very least you should be able to get onto a 

calendar of events, free listings board, or upcoming events e-bulletin, and since these 

publications are reaching a more specific audience the chances of these efforts translating into 

ticket sales are that much better. 

And even if you generate exactly zero sales from your media list, as is often the case, all it has 

cost you is your time. Yes, your time has value, but sometimes it can pay off in a big way, with a 

group sale, a sponsorship, or a new ongoing fan base. That makes it worth your effort. 

Radio – The Grand at 101.1 

Centre Wellington finally has its own radio station! The Grand is a community station that 

launched a few years ago, and has since become a focal point for individuals, businesses and 

community organizations to get the word out about their events. The station is widely played 

throughout the community, and most businesses will have it on in their stores every day. Their 

programming is mostly contemporary pop music, but they also offer a wide variety of additional 

programs that cover country, oldies, talk, and other genres at various points throughout the 

week. Their weekend programming in particular is hyper-local.   
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The Grand is a great fit for a community event – if you are raising money for a cause, featuring a 

local celebrity, doing something family-friendly or have any kind of tie-in to the local 

community then local radio is probably something you should consider.  

Contact the station for pricing, as they are eager to work with community groups and small 

businesses to find the ad fit that is right for them. Writing, production and voicing are all 

included in the price, and depending on the event the station can also offer interview 

opportunities and mentions on-air and on their social media pages.  

There are other radio stations in the region that some clients have found success with (and 

some have not). For some events, the Kitchener CBC radio may be a good fit, and stations in 

Guelph, Wingham, and other locations have all been used. Radio can be expensive, so deciding 

if what a particular station has to offer is a good value for you is something you should take 

your time with.  

Freebies and 1-offs  

There’s no real way to tell you how to do this, since each event is, by definition, a “one-off” – a 

one-time opportunity to promote your show. This could be a radio interview, the Santa Claus 

Parade or the happy accident that the play you’re producing just happens to be the one that’s 

being studied by the high school English students this semester. All you can do is keep an eye 

out for these kinds of opportunities and be ready (armed with your handy marketing materials 

and your elevator speech) to take advantage of them when they arise. 

That being said, here are a few ongoing “Freebie” marketing opportunities that we know about 

that you might want to take advantage of: 

 Listing on the Township of Centre Wellington Calendar of Events (ask to be a Featured 

Event – if granted you will gain more exposure) 

 List your company in the Centre Wellington Business Directory 

 Complete a Google Businesses Listing for your event 

 Not for profits can post show information on Cogeco, and in some newspaper listings 

(Wellington Advertiser, Echo, etc.) 

 Contact the local retirement communities (Heritage River, Pine Meadows, Maple Leaf 

Acres) along with retirement homes (Highland Manor, Wellington Terrace) and the 

Victoria Park Senior’s Centre and see if anyone is interested in organizing a group outing 

to your event. Hint: seniors love a discount. 

 Snapd – the picture-taking free newspaper will often come to an event 

 Put a float in local parades – Santa Claus, Scottish Festival, Canada Day, etc. 

 Listing in the CKCO-TV “What’s On” event listings 

 …and many others – if you know of a freebie listing others may benefit from please let 

us know! 
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 Program Advertising: Selling ad space in your event program is technically not marketing 

but sales, however in practice it’s often handled by the same person or delegated to the 

marketing team. This can be a great way to make a little extra cash for your production, 

but keep the number of ads reasonable: the program is about the show, not the ads! 

 Flash Mobs – this is a technique a few local groups have been using lately. Make sure 

you have flyers to hand out, and that you get the venue’s permission beforehand. 

 T-shirts – wearable advertising is a great way to get the word out about your show. Just 

make sure that the people wearing the clothing have flyers with them to give to people 

who express an interest in what’s on the shirt 

 “Commercials” – you may be able to partner with other upcoming shows at the theatre 

to offer a sneak peak of your event at their event – think of a variety show where you 

can offer a 5-minute piece of entertainment that includes the dates and times of your 

show, put on by some of your performers. Other events in the community (from as 

formal as a business reception to as impromptu as a Karaoke night) can also provide you 

with advertising opportunities, if properly prepared and done as a form of 

entertainment 

 Senior’s Lunch – related to the above – the Victoria Park Senior’s Centre offers a weekly 

lunch for seniors in the community, and they are often willing to host entertainment. A 

great opportunity if you have the right kind of material for this type of crowd. This group 

may also be interested in posters or brochures about the event.  

 Personalized advertising – custom posters featuring an individual or group can be great 

if that person has a place where they can post it and people will take notice (i.e. the 

water cooler at their workplace). Use this idea sparingly, as the time and printing costs 

can quickly pile up. 

 Southern Ontario Live Music – poster listing and creation website. Call 519-787-8746 or 

email Livemusicevent.swo@gmail.com, www.ontariolivemusic.ca    

In-house – what we do for you 

 A TixHub listing, for ticketed events, included in the “Gallery View” on TixHub 

 Full box office and front of house services (ushers, concessions, house management) 

 Inclusion on the Township of Centre Wellington digital signs in Fergus and Elora, 30 days 

prior to your event 

 Inclusion on the digital signs outside our building, and in our lobby 

 Inclusion in The Grand Fan, FGT’s patron newsletter 

 Inclusion in the Centre Wellington Leisure Guide, subject to print deadlines 

 In-house space to place flyers 

 Program stuffing of flyers in preceding events 

 Promotion to walk-in customers looking for upcoming event information 

mailto:Livemusicevent.swo@gmail.com
http://www.ontariolivemusic.ca/
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 Periodic inclusion of our brochure in newcomer packages and other information 

packages, subject to availability 

 Any other “one-off” opportunities (media interviews, reports to Council, speaking 

invitations, etc.) that we can use to promote the theatre and its events 

Word of Mouth/Family and Friends 

We can’t stress this enough – if you’re staging a community event word-of-mouth advertising 

to family and friends is essential to your success. It’s essential that you take the time to train 

your cast and crew to get into the habit of selling tickets. They should be mentioning it to 

everyone they meet. They should have the “elevator speech” memorized, along with the box 

office number and theatre’s website. They should have flyers with them at all times, and hand 

them out like candy to friends and family, at school, work, places of worship, while 

volunteering, while grocery shopping - everywhere. Teach them how to buy tickets online, 

either at a computer or on their mobile devices, so that they can make sales while they are 

having conversations with people.  

Most importantly, make sure that everyone involved in the show is communicating 

enthusiastically about it. Don’t be afraid to ask everyone what they did to sell the show today, 

or have a contest to see who can talk to the most people between rehearsals.  

Genuine word of mouth “buzz” about a show is the hardest kind of marketing to get, but every 

once in a while a show will just take off, and the tickets will seem to sell themselves. This 

doesn’t happen by accident – it means your hard work has paid off, and your marketing efforts 

have gone beyond you, and have taken on a life of their own. Enjoy that feeling when you can! 

Digital Marketing Channels 

Despite the continuing durability of many offline advertising channels in this community digital 

marketing is now simply too important to ignore. Every show should have a digital strategy, and 

producers should be willing to invest time and, where carefully considered, money in using a 

wide variety of digital marketing tools. Even if digital marketing efforts don’t translate into 

substantial sales today (and they still aren’t strong enough to carry a show) it’s clear that digital 

is becoming more and more important all the time, and eventually it will supplant offline 

channels as the driving force behind your sales. This isn’t a comprehensive web design manual, 

nor can it possibly cover everything that a good digital arts marketer needs to know, so take the 

following advice simply as a starting point, and make learning about digital arts marketing a 

part of your producer DNA.  

At a minimum, a digital marketing campaign should have the following components: 

 A company website. Free is okay, but up-to-date is essential. The website should contain 

a direct link to buy tickets for your event (which is the link to your event on our site) 



15 
 

 A Facebook page. Not a personal page, but a business page for your company, and make 

building likes a priority. For each production you do, create an event. 

 A Twitter feed 

 An Instagram account 

 A dedicated tag-line for your outgoing emails, which includes the event link 

Other social media platforms like Linked-In, Snapchat, Pinterest, etc., may be of value to your 

event, but only if you know your audience is both on these platforms, and is looking for the 

content you might have to offer. Blogging can still be a valuable tool, if you’ve already got a 

dedicated following and have lots of interesting content to share, but it should also be coupled 

with your activities on social media. A social media management tool like Hootsuite can be 

handy for keeping track of what you’re doing on several sites, and can even schedule posts and  

cross-post to multiple sites at once. Genre and event-specific platforms (see “Media Lists” 

section above) can also form part of your digital content strategy for a particular show.  

No matter what platform you’re using if all you do is post an image of your poster as if you 

were pinning it to a bulletin board in a corner store it probably won’t sell tickets. Social media is 

not that bulletin board – it is that corner store. It’s a place where people go for what they want, 

what they need, for someone to talk to, for comfort, for fun, for someone to agree with, for 

someone to argue with, for a bullhorn to tell the world how much they care about something or 

someone, or how great or terrible their life is. They are not there to read a poster about your 

show, if they even see it all.  

Social media marketing is not about directly sales, though you should have the means to make 

a sale (the event link) embedded in everything you say and do. Social media is much more 

personal, much more direct, and it only works when it’s a conversation. 

For example, instead of simply posting the show poster and saying “I’m doing this show, you 

should come and see it,” you need to be more personal. Post a picture from the rehearsals for 

the show, and say “I have a part in this show – I’m playing the giant chicken and I lay a 20 

pound egg on stage. You will laugh your face off. And get to sing Village People songs. And your 

kids will get free candy if they come up on stage. Cluck - I mean click here for tickets!” This post 

is not about the person doing the show – it’s about how much the people who come to see the 

show are going to enjoy it, in real, concrete terms (laughter, singing, free candy).   

Visuals drive engagement, so use lots of pictures and videos. Ask questions. Answer questions. 

Get feedback. Have a contest – give away a pair of tickets to someone who has the best story 

about why they love the artist you’re presenting. Learn how to share posts, and do it. Just do 

things that start and continue conversations, in whatever form they may take for the particular 

platform you’re working on.   



16 
 

Try posting some different content. Jokes from rehearsal, the first run-through of a really tricky 

scene change, a bloopers reel, etc. – it doesn’t all have to be perfect, and while you still need to 

keep it clean you can push the envelope a little bit, and be a little daring.  

Make sure you tell your cast and crew what you’re doing – it’s up to them to share this content, 

just as much as it is their responsibility to talk things up through word of mouth. Make sure 

they know what they can and cannot do on the sites you’re working on, but beyond that give 

them as much free rein as possible. If they start creating their own content, let them. As long as 

it stays true to the show and gets people talking it’s all good.  

There’s much more involved in a digital marketing strategy, and nobody involved in the 

creation of this guide claims to be a digital marketing expert. The good thing about digital is 

that you don’t have to do it all perfectly right away – in fact there’s no such thing as doing 

digital perfectly. We’ve found that it’s just best to start modestly, learn as much as you can, and 

build your skills over time. That’s what we’re doing, and so far, so good.  

Helpful Marketing and Event Calendar Links 

 The Big List of Theatre Marketing Tactics 

 10 Good Marketing Techniques for Community Theatres   

Local event listings: 

 Visit Guelph Wellington 

 Guelph Snapd 

 Guelph Today 

 Southwestern Ontario – Fergus/Elora events  

 The Record  

 County of Wellington 

 Township of Centre Wellington  

 Guelph Today 

In Conclusion… 
In the end, a successful marketing plan is all about actually doing the things that you say you 

are going to do. It is about using the materials you’ve created in the channels you’ve selected to 

do the actual work of selling tickets. Does following your plan to the letter guarantee success? 

Of course not. But at least it gives you a better chance than if you make a great plan, design 

some killer materials, pick some awesome channels, and then think that your work is done. 

Thank-you for taking the time to read this guide. Since arts marketing is an ever-evolving field 

(and we will never claim to know all there is to know about arts marketing) this is meant to be a 

living document, constantly changed and updated to include more of the collective wisdom of 

https://soldoutrun.com/theatre-marketing-tactics/
https://www.onstageblog.com/columns/2016/7/1/10-good-marketing-techniques-for-community-theaters
http://visitguelphwellington.ca/events/calendar
https://guelph.snapd.com/events/view/1271068
https://www.guelphtoday.com/classifieds/events
https://www.southwesternontario.ca/ferguselora-on-events/
https://www.therecord.com/ferguselora-on-events/festivals-and-fairs/
https://calendar.wellington.ca/Management/Event/History
https://calendar.centrewellington.ca/default/Month?
https://www.guelphtoday.com/classifieds/events
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the industry in general and the FGT client community in particular. Please don’t hesitate to get 

in touch with us to provide information on how we can improve this publication in the future. 

Just email Eric at egoudie@centrewellington.ca.  

mailto:egoudie@centrewellington.ca

