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MARKETING AND PR COMMUNICATIONS IN THE CONTEXT
OF PROMOTING THEATRE INSTITUTION

The purpose of the work is to create a marketing and PR development strategy for the Coryphaei Theatre. Research
methodology. To solve the research task, general scientific methods have been used: analysis, generalisation, description, and
comparative-comparative (study of the theoretical foundations of the research). Besides, the authors have applied specifically
scientific methods: structural, systemic, method of included observation, survey (gquestionnaire), and situational analysis
(writing the practical part of the study). The scientific novelty consists in the presentation of practical recommendations for the
construction and implementation of a marketing and PR communications strategy for the «Coryphaei Theatre» to attract new
viewers and popularise the theatre's activities in society. Cultural and leisure activities are perceived as the process of creating
conditions for the individual's motivational choice of subject activity, which is determined by his / her needs and interests. With
the development of market relations, cultural and leisure activities closely approached marketing technologies, which are based
on the problem of finding and meeting the needs of individual citizens or public groups. The issue of improving the system of
promoting theatrical services in the form of marketing and PR communications, which allows focusing the available limited
resources of organisations on the main strategic directions of conquering target market segments under conditions of increased
competition, is gaining special relevance. At the same time, the task of promoting a theatrical product comes to the fore, which
is currently one of the most promising types of business activity for theatre institutions that want to stay on the socio-cultural
market. Conclusions. We have analysed the market of theatrical services provided by the «Coryphaei Theatre» and the
conditions of the competitive environment in the Kropyvnytskyi city, considered pricing in the theatre sector, developed a
system for implementing marketing and PR in the work of the theatre, and developed recommendations for the theatre’s
advertising and PR policy.

Key words:theatre, marketing, communication, PR, socio-cultural sphere, leisure, performances.
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MapkeTuHroBi i PR-komMyHikanii B KOHTeKCTi NPOCYBaHHS TeaTPAIbHOI yCTAHOBM

Meta podoTu — chopMyBaTH CTpaTerito MapkeTHHroBoro i PR-possutky «Teatpy Kopudeis» y micti KponuBHuUIBKHI.
MertonoJorist. 11{o6 BEpIimIUTH 3aBAAaHHS JOCIIUKCHHS, OyI0 BHUKOPUCTAHO 3aTalIbHOHAYKOBI METOJIM: aHali3, y3aralbHeHHS,
ONHUC, TOPIBHANBHO-TIOPIBHAJIBHUN (BUBUCHHS TEOPETHYHHUX 3acaj] MOCTIHKEHHS); KOHKPETHOHAYKOBi: CTPYKTYpHHH,
CHCTEMHHIA, METO]I BKITFOUSHOTO CIIOCTEPEIKESHHSI, OIIUTYBAHHS (aHKETYBaHHS ), CATYalliifHOTO aHali3y (HamucaHHs NPaKTUIHOT
JacTHHH AociikeHHs). HaykoBa HOBU3HA TOIrae B NMPEACTaBICHH]I MPAKTHYHUX PEKOMEHIANil 00 KOHCTPYIOBAHHS i
peamizamii crpaterii MapkeTnHroBux i PR-komynikaniii s «Teatpy KopudeiB» mias 3amydeHHs HOBHX TJsiIadiB i
nomyispu3alii JisIbHOCTI TeaTpy B CyCHiabeTBi. KynbTypHO-103BiNI€Ba NiSUIBHICTD CIIPUIMAETHCS K TPOLIEC CTBOPEHHS yMOB
MOTHBALIHHOTO BUOOPY OCOOUCTICTIO MpeIMeTHOI AisTIbHOCTI, 1110 BU3HAYA€THCs i moTpebaMu Ta iHTepecaMu. 3 PO3BUTKOM
PHHKOBHX BiITHOCHH KyJbTYpHO-J03BIJIEBA NisUTBHICTD BIPUTYJI HAOMM3MIACS A0 MapKeTHHIOBUX TEXHOJIOTIH, OCHOBY SKHX
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CTaHOBHUTH Npo0JeMa MOIIYKY Ta 3a[0BOJICHHS IOTPed OKPEeMUX IPOMAJSH YH FPOMAACHKHX Ipym. OcobamBoi akTyaabHOCTI
HaOyBAaIOTh ITUTaHHS BJOCKOHAJICHHS CHCTEMH IIPOCYBAHHS T€aTPAIBHUX HOCTYT y BUTIIAAI MapKETHHTOBHUX i PR-koMyHIiKkamii,
10 JIa€ 3MOTY 30CEPEIUTH HasIBHI OOMEXEHI pecypCcH opraHi3ailiii HA OCHOBHHUX CTPATEriyHUX HANpsIMax 3aBOIOBAaHHS I[ITbOBUX
CeIMCHTIB PHHKY 3a YMOB IIOCHJICHHS KOHKypeHIii. IIpu IboMy Ha TNepIINi IUIaH BUXOIMTH 3aBIAHHS IIPOCYBaHHS
TeaTPaJILHOTO MPOJIYKTY, IIO HA CHOTOJHI € OJHUM 3 HAMOLIbII MEPCHEKTHMBHUX BUAIB JIIIOBOT aKTMBHOCTI JJISI 3aKIIaJIiB
TeaTpalbHOI cdepu, sSIKi NParHyTh 3aJMIIUTHCA Ha COLIOKYJIBTYPHOMY pHHKY. BucHOBKH. IIpoaHamizoBaHO PHHOK
TeaTpalbHUX MOCHYT, ki Hamae «Tearp Kopudeis» Ta yMOBH KOHKYPEHTHOTO CEpEIOBHUINA, TOCHIIIKEHO LIHOYTBOPEHHS B
TeaTpaibHiil cdepi, po3pobIIeHO CUCTEMY BIIPOBaKEHHS MapKeTUHry i PR B poOoTy TeaTpy Ta HagaHO peKoMeHAalii oo
pexnamuoi i PR-nomituku Tearpy.

Knrouosi cnosa: teatp, MapKeTHHT, KOMyHikaiis, PR, comiokynsTypHa cdepa, 103BiJLIs, BUCTABH.

Relevance of the research topic. Cultural
and leisure activities are perceived as the process
of creating conditions for the individual’s
motivational choice of subject activity, which is
determined by his / her needs and interests. With
the development of market relations, cultural and
leisure activities closely approached marketing
technologies, which are based on the problem of
finding and meeting the needs of individual
citizens or public groups. At the current stage of
development of the socio-cultural field, cultural
institutions in general, and theatres in particular,
found themselves in fundamentally new
conditions. The decrease in the level of state
funding, the instability of sponsorship, the
unpredictability of audience behaviour, in
particular due to the development of the
commercial leisure sector, caused a whole set of
problems. However, it is precisely the challenge of
this new reality, which is reshaping the
relationship between art and the public, that has
given marketing and PR in the field of culture such
an important meaning. There was a need for a
conscious application of a marketing approach for
the promotion of institutions of the socio-cultural
sphere, in particular theatres. The change in the
socio-cultural needs of visitors, the mismatch of
demand and supply in the market of socio-cultural
services determine the need to introduce
marketing and PR tools into the process of
managing cultural institutions to ensure the quality
formation, development and satisfaction of the
socio-cultural needs of people and society, which
ultimately contributes to the improvement of the
quality of life of users.

Analysis of research and publications.
Scientific research in the context of marketing
strategies was carried out by both Ukrainian and
foreign scientists, including A. R. Andreasen [1],
V. Zotov [3], K. Sriramesh [10; 11], L. Keller [5],
P. Kotler, G. Armstrong [8], B. McCarthy [9].
Scientific substantiation of the problem of
management of institutions from socio-cultural
sector, and the construction of their marketing
strategies are devoted to scientific works:

T. Borysova [2], L. Edwards [4], J. D. Colombo [7],
C. Webster [14], A. Wales [12], Ch. Watkins [13].

During the research, a number of unsolved
questions regarding the use of marketing and PR
technologies in the socio-cultural sphere and in
particular the theatre industry were outlined.
Questions that require a definition of the concept of
marketing communication implementation in the
activity of modern Ukrainian theatre remain
discursive.

The purpose of the research is to form a marketing
and PR development strategy for the «Coryphaei
Theatrex».Presenting of the basic material. The basis
of any commercial activity is attracting customers,
establishing long-term relations between them and
the theatre. Each theatre operates in a competitive
environment. The interests of various groups
(departments) within the organisation were taken
into account during the development of
recommendations regarding the marketing activities
of the «Coryphaei Theatre». For the concept of
development of marketing and PR communications
in the theatre, the concept of 7P was taken as a basis,
we will consider its components in more detail [6].

1. Product. The product is the repertoire of the
theatre. Performances performed on the stage of the
«Coryphaei Theatre» have various genres: comedy,
musical comedy, musical, documentary
performance, romantic ballad, musical drama, rock
opera, apocrypha, etc. Currently, the theatre's
repertoire includes 25 performances, among them:
«I'm Going for You», «Eternal Law of the
Motherhoody, «Natalka Poltavka», «On the Field of
Blood», «Napoleon and the Corsican», «We are the
people  of  Kropyvnytskyi»,  «Naimichkay,
«Sorochyn Fair» and others.

Within this criterion, a sociological survey
was conducted to assess the demand for the theatrical
product. A total of 77 respondents were interviewed,
who were asked one question: how often do they
visit the theatre. The survey was conducted in the
Kropyvnytskyi city in November-December 2021.
According to the results of the research, 52% of
respondents do not visit the theatre at all, 30% — once
every six months, 9% — once a quarter, 9% — once a
month. Among those who visit the theatre more than
once every six months, the number of women
exceeds the number of men three times (Figure 1).
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Figure 1. Results of the survey on topic «How often do you visit the theatre?»

People aged from 20 to 30 and from 40 to
65 years old usually visit the theatre more often.
In general, theatre has a positive colour in the
imagination of people, they associate it with
actors, performances, stage, art and leisure time.

2. Place or channel of distribution. The
distribution channels of performances are such
values as the popularity of actors engaged in
performances; the professionalism of the director-
producer; location of the theatre. According to this
criterion, the “Coryphaei Theatre” has a good
historical heritage and a favorable location in a
historical building, where the first professional
theatre was organised on October 27, 1882 under
the leadership of M. Kropyvnytskyi. The actors of
the theatre are mainly known only to the audience
of the theatre, although there are 5 honored artists
of Ukraine among them.

3. Price. Currently, in the field of
theatrical art, the supply exceeds the demand, the
audience’s interest in the theatre as a form of
leisure is decreasing. One of the main problems in
pricing in the field of art is determining the market
value of the product, i.e. the very idea. The market
deals with scenic works, whose artistic value and
commercial value cannot be directly correlated [6,
57]. Accordingly, the price policy in the theatre
and entertainment market is based mainly on its
regulatory mechanisms of art, than on the needs
and tastes of the consumer. Therefore, the theatre
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management should develop a pricing strategy
based on the costs, demand and pricing policies of
competitors. The price for the type of services of
the «Coryphaei Theatrey is the average in Ukraine
for regional academic theatres is UAH 100-300.

4. Promotion. Today, the theatre has several
channels of information dissemination. The first
one is the regular viewers, who spread information
about the theatre themselves and through their
acquaintances. The second one is the Facebook
social networks, the number of followers is 108.
Most likely these are real supporters of the theatre
plus its employees. The Instagram has only 1
subscriber, which is why it cannot be considered a
resource that can really help in promoting the
theatre's activities. The website is https://teatr-
koryfeiv.com.ua/, we consider it the most
consumer-oriented, as it contains the most
information about the theatre’s activities and has
real information about the theatre (since
September 2022, the site has been inactive).
Another source of information about the theatre is
posters on free sites on the Internet, such as
«Kontrmarkay.

5. People. There are 57 actors in the main
troupe of the «Coryphaei Theatre». Each theatre
actor undergoes continuous training in the
following areas: acting skills and stage language,
musical art. In addition, one of the creators of the
play is certainly a playwright. «Coryphaei
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Theatre» works mainly with academic drama. In
addition, in the theatre field, every spectator, who
comes to a theatre performance, is an intermediary
in shaping the perception of theatre services
among their acquaintances and strangers, leaving
publicly available feedback both in personal
conversations and on websites and social

networks.

6. Process. This criterion includes the
process of buying tickets for the performance of
the «Coryphaei Theatre», we note that it is quite
simple. Tickets can be purchased at the theatre's
box office, through the theatre’s website, or other
online platforms, that offer tickets for
performances of the «Coryphaei Theatre»
(karabas.com, bilet.com.ua, kr.kontramarka.ua,
etc.). Almost complete achievement of the desired
potential audience can be attributed to the
marketing victories of the «Corypheiv Theatre». A
theatregoer is a person between the ages of 28 and
65, with average and above-average incomes and
a higher education. It is obvious, that the
shortcomings of the results of the current

marketing system can be called:

a) «Coryphaei Theatre» website is not

working;

b) lack of a mobile application for booking

tickets to the «Coryphaei Theatrey;

c) poorly developed social networks of the
theatre, which have a small number of subscribers,
which makes it impossible to promote the
theatre’s activities through social networks at the
current stage;

d) lack of constant sponsors;

e) lack of outdoor advertising,
implementation of advertising strategy only with
the help of the site and local media (which is
ineffective, as they have low viewing ratings).

The correction of precisely these
disadvantages formed the basis of the
development of recommendations for improving
the marketing and PR activities of the «Coryphaei
Theatre».

The effectiveness of marketing
management means such an organisation of the
information collection system, conducting market
research, organisation of advertising sales
operations and service, which would ensure the
maximum results (profit, sales volume, market
share, etc.) at minimum costs [5]. Marketing
structures can be considered flexible only if they
are able to change their organisational forms when
the strategy of the «Coryphaei Theatre»changes.
In Table 1, the goal of the marketing service is
formulated depending on the problem that has
arisen(table 1).

Table 1

The goals of the marketing service of the «Coryphaei Theatre»

Issue

Goals of the theatre's marketing and PR service

organisation.

Positioning of the theatre as a highly professional

Generate positioning.

Weak response to consumer needs.

Systematic research of the consumer needs.

Weak work with the external advertising.

Generate an advertising campaign.

Weak development of accounts in social networks.

Start working with SMM-promotion of theatre
accounts in the social networks Facebook and
Instagram.

The marketing service of the «Coryphaei
Theatre» should consist of at least three elements:
the head of the marketing service; marketing
forecasting and planning bureau; bureau of
advertising and PR. The head of the marketing
service reports directly to the director of the
theatre. He coordinates and is responsible for the
work of the whole service in general. The number
of marketing service is three people [13]. The
forecasting bureau is engaged in the study of the
sales market and demand, and also implements
such aspects as collection and analysis of
information; research of the market situation; study
of demand and development of demand forecasts;
determining the competitiveness of theatre

services; study of the consumer properties of
theatre services and consumer requirements for
them. The Bureau of Advertising and PR performs
the task of determining the most effective
directions of advertising, taking into account the
characteristics of products and market conditions;
organises the necessary types of advertising to
build trust and respect for the theatre; implements
effective methods of conducting advertising and
PR campaigns, taking into account the
characteristics of advertising products, as well as
the characteristics of the market; develops and
submits for approval plans for conducting
advertising and PR events; organises advertising
and PR materials for online platforms, television,
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radio, press, in the form of articles (including photo
materials), videos, etc.; studying and analysing the
organisation of advertising and PR in similar
theatres, as well as developing proposals for using
their experience; draws up cost estimates for
advertising and PR events, monitors their
compliance.

A theatrical product — a performance — is
usually sold through the sale of tickets through the
box office. That is, the material equivalent of the
right to attend a theatre performance is a paper
ticket. However, taking into account the
digitisation of our society, it is necessary to
organise the sale of tickets through a mobile
application and online platforms, links to which
will be posted on the website and in the accounts of
the «Coryphaei Theatre» in social networks.

The problem of finding partners in the issue
of ticket distribution can be solved through
agreements with bookstores, cafes, creative
workshops and studios that are interested in the
barter sale of tickets. For example, a theatre
advertises a bookstore or organises a reading of a
new work in exchange for ticket sales.

One of the most popular types of ticket sales
is the distributor system. It has proven itself well
and has been used for a long time, not only by
theatres, but also by other organisations working in
the field of arts. The usual share of distributors is
up to 50%. The distributor can receive up to 35%
of the price of the tickets sold by them. This could
become a very effective innovation in the ticket
distribution system, since the percentage of the
distributor usually does not exceed 25% [10].

Obviously, when generating the theatre
positioning strategy, it is necessary to take into
account the aspect that the theatre is a company in
the field of services, namely entertainment. Thus,
in the mind of the consumer, the theatre competes
with other types of entertainment. Simply put, the
consumer chooses how to spend their leisure time.
Moreover, here theatres no longer compete with
each other, but with other types of intellectual
entertainment, primarily with cinema. Therefore, in
the positioning of the theatre, attention should be
focused on why the audience should choose the
theatre.

The correct positioning of only one theatre
indirectly affects the entire theatrical sphere.
Positioning tools can be various platforms, such as
own resources (site, pages of social networks) and
various mass media. We consider it necessary to
increase the number of articles, videos, mentions in
the mass media and other sources of information.
The actors of the «Coryphaei Theatre» need to
position themselves as public figures, bearing in
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mind that their persona is part of the theatre’s
image positioning.

Actors and management of the theatre have
to participate in various TV programs and shows.
It would be good for actors to become employees
of television and radio, and thus, by popularising
themselves, increase the popularity of the theatre
and strengthen its image. Another type of
«penetration» on TV and radio is the creation of
special theatre sections in programs. Another
advertising tool for the theatre can be the holding
of free performances or theatrical meetings, within
which parts of the performances will be
demonstrated. This form can increase recognition
and expand the range of viewers.

Another possible direction of theatre
popularisation is fundraising, collecting voluntary
donations, in monetary or other form, usually for
non-profit purposes: scientific research, charity
projects, etc. [12]. Such a system provides for the
presence of a development department or at least
one manager in the theatre, who will deal
exclusively with attracting additional funds. In
addition, the theatre fundraising system can include
a board of trustees, a club of friends of the theatre,
a charity fund supporting the theatre, etc. Such an
approach will help the theatre to establish the
necessary contacts with representatives of
authorities, with commercial firms, mass media,
etc.

The scientific novelty consists in the
presentation of practical recommendations for the
construction and implementation of a marketing
and PR communications strategy for the
«Coryphaei Theatre» to attract new viewers and
popularise the theatre’s activities in society.

Conclusions. We have analysed the market
of theatrical services provided by the «Coryphaei
Theatre» and the conditions of the competitive
environment in the Kropyvnytskyi city, considered
pricing in the theatre sector, developed a system for
implementing marketing and PR in the work of the
theatre, and developed recommendations for the
theatre’s advertising and PR policy. Therefore, the
theatre can exist as an organisation to which well-
known marketing tools can be applied, such as:

a) creation of a marketing and PR
department in the structure of the theatre;

b) creation of the online ticket sales system
through the website, social networks, partners,
network of distributors, mobile application;

c) the use of branding technologies by
creating a department within the structure of the
theatre (or setting aside a special position) that will
deal with attracting constant sponsors;

d) to develop and implement a system of
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positioning (philosophy) of the theatre;

e) increase the recognition of the theatre due
to the expansion of information distribution
channels;

f) develop and implement a planned
advertising and PR policy using Internet platforms,
especially accounts in the social networks, as well
as using traditional channels of information
dissemination.

These measures will allow the «Coryphaei
Theatre» to reach a new competitive level in the
theatre sphere of Ukraine.
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