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Star Marketing Student Award

Open to students studying at academic institutions in Scotland that offer marketing courses.

Candidates are invited to answer questions to the following brief from Scottish Ballet (SB).  Please send your entries to Stars10@marketing-society.org.uk. Short-listed candidates will be invited to an interview for final assessment.  There is no entry fee for this award.  All entries must be submitted by the deadline date of Monday 15th February, 2010.
Scottish Ballet
Background

SB is Scotland's National Dance Company, run under the award-winning direction of Ashley Page. The Company employs 36 professional dancers, 46 staff and a part-time freelance orchestra of up to 70 musicians. SB's primary aim is to provide programmes of world-class dance performance and educational activity at all scales.

SB presents a wide range of high-quality dance to audiences across Scotland, the UK and abroad, with strong classical technique at the root of all of its work. The Company presents a broad repertoire, ranging from new versions of the classics (The Nutcracker, Cinderella), through to seminal pieces from 20th century modern ballet repertoire (e.g. work by George Balanchine, Frederick Ashton), and extending into signature pieces by living choreographers (e.g. William Forsyth, Hans van Manen, Siobhan Davies) and new commissions (Richard Alston, Stephen Petronio, Krzysztof Pastor).

SB provides a huge variety of education initiatives and dance classes including: work with children and adults of all ages and abilities; and the Associate Programme, which encourages aspiring young dancers to train for a career in the industry. The Company is also closely linked with Scotland’s only specialist school for dance – The Dance School of Scotland at Knightswood Secondary School in Glasgow, and this year has launched in partnership with the Royal Scottish Academy of Music and Drama a BA in Modern Ballet.
Brief

SB’s Marketing and Communications department has agreed marketing and audience development objectives as part of the company’s overall business plan. These include: 

· To continue developing affinity with our core audience

· To attract new audiences, including development of “under 26s” attendance

· To increase crossover between our mixed bill and full length audience
Target Audiences

SB’s core audience is predominately female (around 72%), just over 50% of whom are aged 45 and older. More than a quarter of SB audiences are in retirement (around 28%). The majority come from the four main cities in Scotland that we regularly tour to (Aberdeen, Glasgow, Edinburgh, and Inverness) with a 30 minute average drive time to reach the venue.

A further breakdown using Experian mosaic profiles shows:

Upper Echelons:

40% of the SB audience live in the most desirable suburban parts of Scotland, where high-income families are housed in quality accommodation, with four or more bedrooms. Owners of two or more cars, they read broadsheet newspapers and magazines on gardening, business, home entertainment equipment and decoration.

Urban Sophisticates:

16% of audiences are (compared to under 9% of population) young, well educated, mostly single people. Considered as the leaders and innovators of the future, they read The Herald or The Scotsman, but don’t watch much television. They read specialist magazines and the arts and review sections of their newspapers. They spend money on leisure, designer clothes, CDs, hi-fi, flowers and long-haul holidays.

Small Town Propriety:

10% of audiences are older, middle class people in rural areas who read broadsheet newspapers, visit the theatre and enjoy fine wine and antiques. (This is about 2% below the population average).  A further 10% are young families in new built suburbs, who enjoy eating out at family restaurants and visiting the cinema.  The remaining 24% is made up of a number of smaller Experian Mosaic profile categories.

Mixed bill vs full length

SB’ mixed bill audiences are more likely to be ‘urban sophisticates’ (more than double the proportion) who tend to take more risks. They are also more likely to also see a full length production (roughly a third), compared to full length audiences also going to a mixed bill (only about a 5% crossover). Full length ballets attract more than double the proportion of ‘families on the move’, characterised by families living in suburbs moving up the career ladder.  The full length audiences also tend to be older.
Attracting new attenders and developing “under 26s” attendance

SB is interested in attracting new attenders to its performances, and particularly interested in developing an audience of younger people aged under 26.

We currently develop relationships with external organisations to create partnerships to promote our performances. This has included media partnerships with Culture+ Sunday Times, Classic FM and Sky Arts, as well as relationships with organisations who allow us to communicate with their customers, including Filmhouse, House of Fraser and Edinburgh International Festival. We have been particularly successful in attracting new attenders, 42% of last year’s audiences were ‘new attenders’ to SB. 

We also put efforts into attracting under 26s, and have set up a ticket offer directly targeting them – a £10 opening night offer at each of our venues, best seats available one hour before the performance. In addition, we target students and are currently developing relationships with selected universities and colleges in our touring cities (each SB tour typically visits Glasgow, Edinburgh, Aberdeen and Inverness). Our current tactics involve presence at freshers fairs and distribution of leaflets, posters and e-flyers. We also distribute targeted marketing print materials when appropriate and budget allows.
Increasing crossover between our mixed bill and full length audience
SB’s current main products are its large scale tours. These consist of:

Spring ‘contemporary full-length’ tour – a new strand in SB’s touring schedule of new versions of full-length ballets that have a story (Romeo and Juliet / Carmen), created for the company by commissioned choreographers. These tend to be more contemporary pieces, and are placed well between the mixed bill and full-length programmes. So far the overall audience has been very similar to that of our festive full-length tours, but with an encouraging attendance level from our mixed bill audiences.
Example tours: 

Romeo and Juliet 

http://www.scottishballet.co.uk/whats-on/current-productions/romeo-and-juliet.htm
Carmen 

http://www.scottishballet.co.uk/whats-on/current-productions/carmen/carmen.htm
Autumn ‘mixed bill’ tour – a programme of three to four shorter dance pieces that make up a performance. These are typically abstract dance pieces from respected choreographers and new commissions. Audiences tend to be dance fans and Scottish Ballet enthusiasts.
Example tours:
Autumn Season 2009 

http://www.scottishballet.co.uk/whats-on/current-productions/autumn-season-09/autumn-09.htm
Autumn Season 2008 

http://www.scottishballet.co.uk/whats-on/current-productions/autumn-season-2008/autumn-season-2008.htm
Winter ‘festive full-length’ tour – these are new versions of well-known classics such as The Nutcracker and Cinderella. As more commercial ballets with a story, they attract a broad audience as they are perceived as more accessible.

The Nutcracker 
http://www.scottishballet.co.uk/whats-on/current-productions/the-nutcracker/the-nutcracker.htm
The Sleeping Beauty 
http://www.scottishballet.co.uk/whats-on/current-productions/the-sleeping-beauty.htm
SB is interested in developing audiences that attend both full-length and mixed bill tours.

Developing affinity with our core audience and increase ticket revenue
Amongst other marketing activity, SB has been developing its online presence to increase affinity amongst its audiences and to promote its tours to sell tickets. We would like to continue developing our approach to promoting our tours online using new technology.
Last year SB made a number of advances in its use of new media. We created a YouTube channel with over 38K video views so far, subscriptions to our social networking sites increased (+17% MySpace, +269% Bebo, +564% Facebook) and we have just passed 1000 followers on Twitter. On our website, our online Forum was relaunched, and a blog created, and we have begun online PR activities.
Our e-mail database who receive a monthly e-newsletter increased by 91%, and we have developed more communications with our customers using pre-show ‘Guide to Scottish Ballet’ emails which are sent to all ticket buyers in advance of a performance. This is in addition to eflyers to venue databases to generate ticket sales.
Further details at www.scottishballet.co.uk, or email ewan.mcgill@scottishballet.co.uk.
Case Study Questions

1.  Linking to academic segmentation theory, identify current and potential future audiences for the Scottish Ballet communications activity.  Justifying your answer, briefly specify what form(s) of promotion might be most appropriate for reaching these target groups. 
2.  Critically assess how direct marketing and sales promotion might be combined in order for Scottish Ballet to cross sell different products within their range.
3.  Critically evaluate the potential contribution of viral marketing initiatives to any specific Scottish Ballet production.  Suggest two examples that Scottish Ballet might consider using, further highlighting and justifying the media involved.

Entries must address all three questions with a maximum 800 words for each question.  All submissions should be typed and in report format.  The front cover sheet, a contents list and any appendices are not included in the word count.  An executive summary is not required, nor is it necessary to include a bibliography/reference section.  
