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Online PR – a strategic approach 

Rebecca Storey, Publicist – the Corner Shop PR  

 

Introduced and chaired by Taras Young, Digital Content Manager, AMA.  

Rebecca Storey studied journalism, film and broadcasting at Cardiff University. After graduating  

Rebecca stayed on to lecture at Cardiff University’s Journalism, Media and Cultural School while 

studying for her PhD. Her first job was Media and PR Officer at The Courtyard Centre for the Arts 

in Hereford. From there she became Press and PR Manager at York Theatre Royal and Pilot 

Theatre Company, where she worked on a host of exciting productions including the Olivier 

Award-winning production of The Railway Children and Platform 11+, a collective of European 

theatres creating new work for young people. Rebecca then moved to Shakespeare’s Globe as 

Senior Press and PR Officer, getting to work on the incredible international Globe to Globe 

Festival, before joining the team at The Corner Shop PR. She currently works on a number of 

projects, including the Donmar Warehouse and The Book of Mormon. 

 

Rebecca Storey, Publicist 

I now work at the Corner Shop PR which is based in Covent Garden in London and is one of the 

largest arts PR agencies in the country. We look after things from big West End musicals; The 

Book of Mormon, Charlie and the Chocolate Factory and Matilda. We look after venues as well 

and one of my clients is the Donmar Warehouse and Rose Theatre Kingston. We do UK tours – 

you may have had Yes, Prime Minister come to your area – we do the regional press for that and 

we do international festivals such as the Manchester International Festival, the Norwich Festival 

and the Chichester Festival. We do a cross section of the arts but today I’m going to focus on two 

of my clients as case studies. One is The Book of Mormon and the other is completely different 

and ties in nicely with Circus Oz and that’s LIMBO which is an Australian circus company currently 

on the South Bank.  

 

LEARNING OBJECTIVES 

Hopefully by the end of this session you will be able to take these ideas away and apply them to 
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any of the projects you’re working on and do it in a way that isn’t going to add to your work load 

because I’m sure that you’ve already got 101 things to do. 

 

 

1. Identifying the difference between traditional and online PR 

2. How to identify key online targets for individual campaigns 

3. How to plan an Online PR campaign 

4. How to report on an Online PR campaign 

 

 

WHAT IS ONLINE PR?  

It’s an ever-changing topic and idea. It can sit within marketing, it can sit within press, sometimes it 

depends on the size of your organisation or how your communications department is put together. 

At the Corner Shop it’s myself and our marketing manager who work together on online PR 

campaigns so we’re getting a nice overview of what it is that we want to do – looking at it from 

both angles. I would say that it is really key to define where it is going to sit within your team right 

at the beginning of your campaign, whether you section off your productions so one person looks 

after certain productions or whether you sit it all within press or marketing or whatever – it really 

makes it so much easier to crack on with it.  

 

 

 

The world of media is changing and as you can see from the chart above, people are consuming 

their media online – other than with The Times which has a pay barrier – every single one has 

gone up online and so we can’t ignore online PR.  
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But, it does use the same principles as traditional PR methods:  

1. Establish relationships 

… with bloggers and with websites just as you would with journalists  

2. Provide content and ideas 

3. Facilitate content gathering  

…whether that’s organising interviews, collecting videos or podcasts etc.  

4. Gain coverage and manage reputation 

 

You can break it up into two categories, or at 

least that’s what I’m going to do today. 

You’ve got social media – which I’m pretty 

sure everyone in the room has some form of 

for their organisation whether it is Twitter or a 

Facebook page and the other side that I’m 

going to focus on today is websites – looking 

at online magazines, e-newsletters, blogs, 

online news portals. The way I describe them 

is that social media is ‘user-generated content’ 

whereas websites have some form of editorial 

control. It may not be a trained journalist as we  

 

Chartered Institute of Public Relations (CIPR)  

‘Public relations is about reputation – the result of 

what you do, what you say and what others say 

about you. Public relations is the discipline which 

looks after reputation, with the aim of earning 

understanding and support and influencing 

opinion and behaviour. It is the planned and 

sustained effort to establish and maintain 

goodwill and mutual understanding between an 

organisation and its publics.’ 

are used to in the press but there will be someone maintaining and managing what goes on that 

site.  

 

 

 

 

 

Facebook is slightly different to that rule as you probably run your organisation’s page but you are 

ultimately asking people to create content for it. The Book of Mormon online campaign and the 

social media strand was entirely about asking people to generate content.  

 Something that we discovered when doing The Book of Mormon was that Yahoo! is a really 

good way to get your information disseminated all across the website. I think that Yahoo! is ranked 

the third best website in the UK and if you go onto their homepage http://uk.yahoo.com/ you can 

see down the side all the different categories for which they are looking for content. We tended to 

http://uk.yahoo.com/
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go with the ‘OMG’ category which is their celeb, gossip and video pages. These guys are always 

after any kind of content and they’re worth getting in touch with as that content can then get picked 

up by other websites.  

 

TRADITIONAL / ONLINE  

Focusing on websites – how do they vary from traditional press? 

• Deadlines / Last minute flexible deadlines  

You can’t change the day a newspaper is going to print. You have to get all of your 

information to them for the day it goes to print whereas online it can be last minute and 

deadlines can be flexible. More importantly, they’re not restricted on size so they can’t 

come back to you with the excuse that they’ve ‘sold an advert for that space’ etc.  

• Control from PR / Less control, more suggestion 

Traditionally you have some control as a PR and when you set up interviews you would 

normally sit in on them and make sure that your key messages are being put across. 

Online, you lose some control and it is more about suggestion – you are giving ideas to 

these websites to run with and you need to be prepared to lose some of that control.  

• Trained journalists / user-generated content 

• Audience are a known quantity / an unknown audience and content can go viral 

Traditionally you can look at various websites that will give you the stats for every 

newspaper and every magazine and you can find out the demographic of their readership. 

Online there are some websites that will help you find out those things but ultimately they 

are an unknown audience. You may be working closely with one website but the moment it 

gets re-tweeted or ‘shared’ it’s everywhere and you no longer have control over what 

audiences see your content. Another thing to note is that once something is online, it’s 

online forever.  

• Although specific sections of print, the overall audience is broad / reach niche 

audiences 

With traditional press there are specific sections within papers, for example; everybody 

knows that the guardian has a really good arts section. But while most people who read the 

guardian are into the arts, there’s no guarantee that they are going to read your interview in 

the arts section. Although the guardian can claim a massive readership as opposed to 

some of the smaller blogs to niche audiences at least if you put something on one of these 

niche websites all of their readers are there to read your article because they are interested 

in that topic.  
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QUESTIONS TO ASK 

These are some questions to ask before you start your campaign. They are what we came up with 

when we were doing The Book of Mormon online campaign. It’s probably important to say that it 

was just me and the marketing manager doing the online campaign, it was a separate team doing 

the traditional press, a completely different company; Dewynters doing the marketing and another 

company doing social media. So we were very much just online PR.    

1. What do you want to gain from your online PR campaign? 

… don’t just do an online campaign for the sake of doing one  

2. What can you gain that you can’t from traditional press? 

3. What production content will you be able to gain access to? 

‘Content’ is a word that I’ll keep coming back to – once you’ve decided that you want to do 

an online campaign, that you can reach different audiences and spread the word to different 

areas – what content would you have and what would you be able to gain if you don’t 

already have it.  

4. In an ideal world what content would you like to generate? 

Will you be able to gain access to the rehearsal room? Do the directors have an open or 

closed-door policy? Will the director be around to do interviews? Will you have images? 

5. Will there be an opportunity to place exclusive content? If so, where would you place 

it? 

We found that giving someone something for even a short amount of time as an exclusive 

will get you much greater coverage on someone’s blog. They will push it straight on their 

home page and keep pushing it because they feel that they are getting something special 

from you.  

6. Will you be able to offer tickets/comp prizes? 

This is a good way to get on people’s websites.  

7. What kind of online coverage do you want? 

Are you after reviews, picture previews? Do you want to develop an online community? Do 

you want to start a conversation? What coverage do you want? You might not want all of 

them for every project.  

 

MANAGING EXPECTATIONS 

Once you’ve decided that you want to do an online campaign and what it is you are going to do, 

start managing expectations because, in various organisations, if you mention that you want to let 
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bloggers into a press night some of the ‘powers that be’ won’t be comfortable with that as bloggers 

can be an unknown quantity. Online PR is a scary prospect and a lot of people still don’t really 

know what it is or what it can achieve.  

 

Set realistic objectives for your campaign i.e.: 

 To establish an active online conversation 

 To identify and engage with specific sites that will reach your target audiences 

If you set some realistic objectives right at the beginning you can help to calm any panicky feeling. 

If you’ve got structures in place and you get a negative comment on one of the stories you’ve put 

up online, if you know from the beginning how you are going to deal with that, if you have a policy 

in place there’ll be far less panic in the organisation. The policy might be that; if it is negative then 

we will leave it but the minute it mentions an actor by name and it becomes personal, then we’ll 

take action and we’ll remove it.  

Agree on outcome targets for the campaign 

– % impact on ticket sales 

– A target number of reviews/picture previews  

– A target number of visits to your website 

– Growing online communities with your social media strategy 

– Add code to the landing page of your campaign 

Some of those are easier to analyse than others – with reviews and picture reviews you can just 

count how many websites did them and if you hit your target then that’s brilliant. There are other 

things that you can do as well for checking impact on your website, where people are coming from 

and which part of your campaign has had that impact. We had a bit of a fight when we were doing 

The Book of Mormon because the traditional press team were putting stuff out at the same time 

along with us and the social media team. We were struggling to see whose campaign was having 

which impact! So we added special code to our URLs. In your press release or any information 

you send out to certain blogs or websites, the web address that you send them to click back to 

your website or certain page on your website, Google Analytics now create parameter URLs which 

they call UTMs. It’s really easy because they do it all for you – Google it. You can add things to the 

end of your URLs i.e. give the campaign a name such as ‘online mormon campaign’ or a different 

one for newsletters etc. so you can then look back at your website analytics and find out where 

people are coming from – something that you placed or the marketing team placed. There’s also 

another one; bitly enterprise, which does fantastic step-by-step guides and also bitly do one for 

creating URLs within Google Analytics which is also really easy and takes just minutes.  
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Identify risks 

 Loss of control over your content 

 Possible negative comments on sites 

 Once online, it’s online forever! 

 

PLANNING 

This is very similar to doing your traditional press campaign: 

1. Research the show 

2. Establish target audiences and key campaign objectives 

3. What alternative audiences could you reach through online sites? Fashion, music … 

This was our main task and for The Book of Mormon, our entire brief was to engage with 

audiences that would never come to a musical so we had to look at different areas that we 

could touch upon and use the musical as a platform to get into those areas. Maybe your 

show has some fantastic costumes so you could go to fashion blogs and get fashion to 

design their own costumes or the music is cool and you could get some local DJs involved 

and do something on music websites.  

4. Choose your target audiences and build appropriate site lists:  

You need to figure out how you are going to reach with these target audiences. There are 

various ways you can do this and find the sites that you want to engage with. If you do a 

search on Twitter it will bring up all the people who are tweeting on a particular topic such 

as ‘fashion bloggers’. Most people who are on Twitter are also linked to a certain blog or 

website so you can go through and take a look at that. Google is also a simple way to find 

appropriate sites – simply type in ‘fashion blog’ and, ignoring the sponsored links at the top, 

Google have already ranked them for you by the most popular and whoever gets the most 

click throughs.  

5. Statistics for sites: Alexa ratings / http://www.alexa.com/ 

Alexa Ratings are completely free and you can put in any URL and it will give you statistics 

on that particular site. They look at Google Analytics and Reports and they work the stats 

out by the amount of click throughs to that website in the past three-month period. You can 

also get the breakdown of audience demographic and education. We found that there are 

so many blogs and websites out there that we were just compiling list after list and 

wondering where to start. We couldn’t possibly engage with all of those blogs so we went 

through and created a detailed online database breaking our blogs into sections on what 

topics they did. For all of them we did Alexa Ratings and looked at their Twitter followings. 

http://www.alexa.com/
http://www.alexa.com/
http://www.alexa.com/
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We then decided which ones we ought to engage with and more importantly, the ones we 

should engage with at certain times – which ones we thought would be best for reviews, 

which ones for book giveaways, which ones would be best for preview video content.   

6. Pin point key moments in the campaign that you can engage with online  

We discovered that maintaining the campaign was really hard. At first we were sending out 

all the information, and then realised that we’d sent everything out and had another six 

months when we needed to be keep people engaged. Content is key! Websites and the 

internet mean that our information changes so quickly that bloggers and websites are 

desperate for content and the more that you can supply, the more you’re going to get from 

them in return.  

7. Establish what content you will have. Create a wish list of content 

8. Decide which sites you want to engage with at different points 

9. Monitor 

10. Report and analyse 

 

REPORT AND ANALYSE 

We found ways to analyse that involved gathering all of our coverage as we went along.  

• Gather all coverage: screen grabs, Google alerts 

We used screen grabs and downloaded Snipping Tool which is a good, free tool that allows 

you to take pictures of screens and of websites which you can then save as Jpegs making 

them easier to put in a final report. We set up Google Alerts which are also free. You type in 

any key words that you have linked to your campaign and it will email you with all the 

places on the web that are talking about those subjects. Some of them will be nothing to do 

with your campaign but you can pick out the ones that are and save them as screen grabs.  

• Statistics of the sites that each piece ran on 

Use your online database compiled at the start of the campaign to go back and take a look 

at the stats for the websites that gave you coverage and find out what audiences you 

engaged with. If there were say, three websites that covered you, and they were all ranked 

for people 25 year’s old and under, you know you’ve reached a younger audience.  

• Google Analytics  

Going back to using the tracking codes that you do on everything within your campaign 

start looking at your Google Analytics and really finding out what impact you’ve had and 

what traffic you’ve brought to your website.  

 

http://windows.microsoft.com/en-US/windows-vista/Use-Snipping-Tool-to-capture-screen-shots
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• What have you learnt? 

We found it crucial to discuss what we’ve learnt because it’s all new, changing and evolving 

and if I did this talk in six months’ time, I’d be showing you different tools, different websites 

and different blogs. Make sure to write down any recommendations and have them to hand 

for your next campaign. Each campaign is different to the last one as we’re constantly 

learning and finding new ways to do things.  

• What recommendations would you give for future online PR campaigns? 

• Create a comprehensive contact list of everyone you have dealt with, including site 

statistics 

 

CASE STUDY: THE BOOK OF MORMON  

Our OBJECTIVE was: to engage with audiences 

that wouldn’t traditionally watch musicals 

Our ASSUMPTION was: that this is the biggest 

show in town, everyone would want a piece of it – 

every blogger that we talk to is going to want to do 

something. 

That was not the case.  

One of the things we discovered is that blogs are written by people who are passionate about what 

they write about and if they are taking the time do write a blog, they are doing it out of love and 

feel a profound sense of responsibility to everyone who is taking the time to read their blog. Many 

bloggers wouldn’t do anything unless we gave them tickets to see it and that’s been the case for a 

lot of the online campaigns I’ve worked on. We had a problem with this show in that the producers 

didn’t want to give us tickets so we had to find ways around that. Eventually, through our Alexa 

Ratings and all our statistics, we managed to get five tickets – even we didn’t get to see it at first.  

 If you’ve not seen The Book of Mormon, it is very different to a musical. It is about 

Mormonism and two young missionaries who are positioned in Uganda (within the religion you 

must spend 12 months as a missionary) to save the people there who have no faith. It is written by 

the creators of South Park, is very tongue in cheek and we weren’t going to reach the usual 

musical-going audience. [Rebecca played a video clip of writers Matt Stone and Trey Parker 

talking about the thinking behind and the story of The Book of Mormon]  

We weren’t allowed to do anything about religion as that could be seen to be too controversial. We 

also had absolutely no access to the cast, no access to the writers, no tickets (apart from the five), 

and we needed to engage an audience who would normally go to musicals.  
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First of all, we really needed to work out what the audiences were:  

 

MUSICALS 

Not cool 

50+ year’s old 

Cheesy comedy 

Broad appeal  

Safe 

Familiar 

BOOK OF MORMON 

Cool 

25+ year’s old 

Satire 

Cult appeal 

Risky 

Alien 

 

So we needed to identify what our opportunities were. What target audiences could we reach that 

the normal, traditional PR campaign would not? 

Film 

We were lucky that the writers had written films such as 

Team America and South Park so we contacted film 

bloggers. 

Music 

We looked at music  blogs because the music in this is very 

different to anything else  

Fashion 

The Mormon uniform is iconic and striking so we talked to 

fashion bloggers about running  pieces on the top ten black 

suits to buy this season or doing a piece on where best to get 

your short-sleeved white shirts.  

 

Comedy 

We spoke to comedy blogs with which we eventually had a huge success rate mainly because of 

the writers and South Park but in the beginning they were a bit confused because they write about 

comedy, not musicals.  

 

We also spoke to Animation blogs and Male-focused blogs.  
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DIFFERENT CONTENT 

We were given six video podcasts which were produced for the opening on Broadway. We found 

six websites that were all different, none of them were theatre websites, and we gave them one 

every day for six days in the lead up to opening. We did get reviews but not on the sites that we 

would normally get – we went down the route of OMG Yahoo which doesn’t normally do reviews – 

I think maybe that was because the editor wanted to see the show!  

 

PHOTOGRAPHY 

With photography you will always have the traditional production 

images but we issued them to very different websites. Made in 

Shoreditch is a cool, hipster website that promotes fabulous and 

wacky things to do in London. We took photos of the queues of 

people waiting to buy tickets and sent them out to a couple of 

news websites around London. We did a Comic Relief gala night 

with Kate Moss which meant that we could go down the InStyle 

route – I’m not saying that everyone can get Kate Moss involved 

but any charity night but do anything else that you can do to get 

people involved – take pictures and get them out there. It doesn’t 

have to be a press night to get people interested.  
 

We also looked at different opportunities for e-newsletters and because we were trying to attract a 

cool, hipster, urban, male audience we got in touch with all of the private members clubs in 

London, all the cool bars and restaurants and we found out if they had e-newsletters that they 

send out to their members or people who sign up. These normally ever only run items on their new 

offers, menus or venues but we persuaded them that they should start adding The Book of 

Mormon because it is a cool thing to be associated with when they are after maintaining a cool 

image themselves.  

We got our five tickets for bloggers for the first preview – none of them were allowed to be 

theatre bloggers. We knew that Matt and Trey were going to be there but we weren’t allowed to tell 

anyone except that somehow, the bloggers all knew to have their cameras ready – we tipped them 

off and we got loads of coverage from it – which goes back to the ‘suggestion of ideas’.  

We were not allowed to do anything with religion but we could suggest certain areas and 

VICE online magazine took it upon themselves to do Vox Pops outside the Mormon Church in 

South Kensington. They ran it as an article which was brilliant for us and encouraged lots of click 

backs to our website. On Press Night, instead of just doing reviews we then sent more information 
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and images out the next day, along with a video that we shot on our phones which was shown on 

MSN and ended up being picked up everywhere.  

 

CASE STUDY: LIMBO, LONDON WONDERGROUND 

LIMBO is a show that I’m still working on. It is an 

Australian circus company, a cast of incredible people from 

all over the world and there isn’t a single ‘name’ among 

them that we can use for an interview, it runs every day for 

four months in a venue which is a temporary tent that 

seats 700 people on the South Bank. It is a mix of circus,   

burlesque, acrobatics and live music. It was a challenge and after we’d done all the traditional 

press we still had four months to sell tickets, introduce the show to new audiences and keep 

people engaged so we went down the online route.  

[Rebecca showed this video http://www.youtube.com/watch?v=rB_ylTi4WiA#t=54] 

LIMBO is a very visual show and when I was speaking 

to the journalists and bloggers I was trying to explain 

what it is all about but not quite doing it justice and 

finding it a really hard sell so we had to find ways of 

making things visual. First of all we got the trailer out far 

and wide, London Calling ran it for a week on their 

home page before it opened and we sent the trailer to 

lots of other websites as well. 

We had picture previews; cast shots, production   

images and art work for the show and we got them far and wide so that people started to 

recognise them and understand that a really cool show was about to open.  

 

INTERVIEWS 

We then looked at interviews. We were never going to get a full-page interview in the Telegraph 

with any of these guys because no one’s heard of them. But they have such interesting stories so 

we looked at the different areas we could approach with these. There are a lot of specific websites 

and blogs that focus on African culture and African heritage in London so we got in touch with all 

of those and they were interested to talk to Hilton, who is a phenomenal dancer, about his 

experiences. We then contacted a load of dance bloggers and asked them to interview Hilton 

because they have an interest in him.  

http://www.youtube.com/watch?v=rB_ylTi4WiA#t=54
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Sxip Shirey composed all of the music and invented 

instruments for the show so we asked music bloggers to 

interview him. There are loads of burlesque blogs out there 

now and we got them to talk to Heather Holliday as well as 

putting her up for interviews on tattoo blogs as she is covered 

in tattoos. 

 

REVIEWS 

We had the usual public reviews, backstage and theatre blogs but we also went to the gay 

magazine Juicy, to student magazines and we also went back to all the people we chatted to for 

interviews. These were bloggers who wouldn’t normally write a theatre review but they came along 

and wrote what they thought about it.  

 

FUTURE PLANS  

As it is still running we need to have a plan to maintain this so we’re doing the After Show party. 

After the show, Sxip and the musicians will ‘do a gig’, completely free for anyone who was in the 

show and we’re encouraging bloggers to come along and take photos and videos and get it on 

their websites. We’re also doing ‘blogger nights’ which ties into that. We’ve just started to record 

cast videos on iPhones and which we are about to release.  

We are also doing a social media photo competition. Nokia just launched the new Lumia 

phone and one of the big features of it is the camera functionality. We got in touch with Nokia and 

said we’ve got an amazing visual show with fire breathing and everything, come down and launch 

it at LIMBO. So they came, we did a special photo call for them, they invited all of their tech 

bloggers down, all of the tech journalists and had completely free reign, copyright free to take as 

many photos as they wanted in the tent and get them up on their tech blogs. It has been so 

successful that we are going to do another social media call where we also invite our bloggers 

along to take photos on their phone or anything and then they too can get them out on their sites 

 

LEARNINGS  

So, what have we learnt from all of these campaigns?  

• The need for new content throughout a campaign 
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We learned that you need new content throughout your campaign – you can’t just get your 

content out at the beginning and need to be constantly supplying new content to these 

websites. They will get bored quickly and it will disappear and be taken over by the next 

load of content. If you keep refreshing what you are sending them you’ll get longevity on 

their websites and more coverage.   

• Exclusivity 

This goes a long way with bloggers which is a bit weird because exclusives tend not to work 

anymore. We’re moving away from the world of exclusives – the days when you used to 

give one of the newspapers a story and they got to run it a day in advance doesn’t really 

happen anymore. As soon as a story goes online, all the other newspapers jump on the 

story and start writing their own versions of it. Having said that, we found that even giving a 

blog three hours of exclusivity on a podcast before we sent it out to everyone else made 

them really grateful. They feel that they are giving their readers something special and they 

are then willing to push it further.  

• Importance of having tickets to offer 

Bloggers are writing about something because they are passionate about it and they truly 

feel they’re giving a voice to people who read their blogs. They’re not going to write about 

things that they don’t get to see. Have tickets to give them and it’s a good idea to get them 

in right at the start of a campaign so put it in your campaign plan, go to directors and 

producers and get a certain amount of tickets put aside right at the beginning for your online 

campaign.  

• Review embargoes  

• Need to cast your reach far and wide 

We contacted so many blogs for The Book of Mormon and a lot of them didn’t do anything 

just because they didn’t believe it to be ‘their thing’, we didn’t have tickets and they didn’t 

want to do it. We had to keep going at it and find those to get the coverage we got. The 

more that you contact, the better your chances of return.  

• Need clear goals and timeline from the beginning 

This is important so that you are not using up all your good content at the beginning if you 

know exactly at what points in your campaign you are going to use things you’ll be far more 

likely to maintain that.  

• Importance of working alongside the PR and marketing teams 

It’s really important to work alongside your traditional PR and marketing teams. You don’t 

want to be putting stuff out on your online campaign, asking people to create certain 
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content when you then find out that your marketing team have just asked everyone on 

social media platforms to do the same thing and you’re doubling up. You need to present to 

the world a cohesive campaign.  

 

RECOMMENDATIONS 

• Have a plan to maintain momentum 

• Access to tickets 

• A syndicated interview or selected quotes 

You might not get a cast member to give up their lunch break to chat to bloggers but if you 

can sit down with them and write an interview you can then send that out to blogs and 

websites.  

• Access to merchandise for competitions 

• Be open to giving websites creative freedom 

I think that it is internally built in a PR to be completely control freakish but you have to learn 

to let go of that and let people create content with your product – that’s what will get it 

across the Internet.  

• Creative content generation, think laterally 

• Link up with social media and marketing campaigns. Integration is key to maximising 

online exposure 

• Think beyond opening night 

• Utilise online reporting tools 

 

rebecca@thecornershoppr.com / @BecStorey 

@tcspr / www.thecornershoppr.com 

 

QUESTIONS 

Delegate: I was just wondering, from both case studies, which have been the most successful 

online content in generating ticket sales or in general?  

Rebecca: Out of the two companies I would say that LIMBO has been the most successful overall 

and I think a lot of that was to do with the fact that we had tickets to give bloggers and get people 

in and give them more creative freedom. I think that it is because it’s a circus show and a 

completely different way of approaching work as opposed to a big West End musical with lots of 

producers etc. We found that for The Book of Mormon, the best return on content was from 

comedy websites – it really hit home with the comedy audience, they bought into it and came to 

http://www.thecornershoppr.com/
http://www.thecornershoppr.com/
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the show. It was the video content that has been key to the LIMBO campaign. The interviews were 

great with all the different blogs and all the different types of audiences we’ve reached through 

offering the cast for different interviews. But it is such a visual show that you don’t ‘get it’ unless 

you see it so the videos really helped us and generated interest in the website with traffic then 

going through to ‘tickets’.   

Delegate: … at the moment we do a lot of online content for our productions but we’re looking at 

whether or not we should continue to create our own e-trailers or would videos of the cast talking 

etc. create more interest with our audience? 

Rebecca: I’d say anything backstage has a far better return than a glossy-made show trailer that 

might cost you money. I remember a few years ago we would sit around debating doing a trailer 

for a new show or not. Now it’s a given that everyone does a trailer for a show, particularly in the 

West End, but if you can gain access backstage or give the cast something to record on and get 

them to take responsibility for it, that will get far more hits online. Being in the industry, working in 

the theatre every day, I think we forget the magic of it all. There are lot of people out there who are 

intrigued to know how it all works and how it happens – it really interests people.  

 

Delegate: You refer to creating new content all the time and getting that out there as being one of 

the key elements. Do you have a recommendation about frequency, so if a blogger posts 

something, how quickly do I get back to them with new content or is it different for each individual 

case?  

Rebecca: I think that it is really key with bloggers and with websites to build those relationships 

and ask them what they want. It’s their blog, they’re really passionate about it. If you ask what will 

work for them, they will know their audience better than you do and they’ll be more than happy to 

tell you. A lot of bloggers are more than willing to share their statistics if you ask for them.  

 

Delegate: Have you got a view on breadth versus depth approach with regards to online PR? It 

feels like you could just go on and on targeting website and blogs and I guess the tools that tell 

you who has the most hits are helpful but do you find that the scattergun approach gives you as 

much coverage as possible on the web or is it more crucial to get key websites to feature your 

work?  

Rebecca: I think it depends on your brief for each individual project. For The Book of Mormon it 

was very specific. We wanted the depth of content and built  relationships with blogs that we 

maintained while they kept on using our content. Because LIMBO is so varied and so different and 

reaches so many different areas of the art form we’ve gone far and wide. Mainly to gain 
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awareness of it and the more people hear it becomes drilled into their brains that there’s an 

unusual show happening in a tent on the South Bank. Interestingly, out of that, because the blogs 

have got so interesting, the guardian are now talking to me about doing a profile piece on Sxip 

Shirey which they would never normally do but because we’ve got that momentum going online, 

it’s caught their attention as well.  

 

Delegate: You talk about embargos on reviews. By its very nature, online is accessible 24 hours a 

day wherever, so how difficult is it to control that or whether it is even important to? 

Rebecca: I really think the days of embargoed reviews are over or we’re getting to that point. 

Directors and producers however have a different opinion. We found it works in two ways; 

bloggers who were so desperate to see The Book of Mormon literally would do anything we asked 

them so they weren’t going to break the embargo because they were so grateful they were going 

to have a chance to see it. But then you also have the bloggers that believe they are here to break 

the rules and break the mould. I think you just have to accept that it is going to happen and that 

comes back to managing expectations. If you’ve already got that in your producer’s or managing 

director’s mind it will come as far less of a shock when people Tweet about it or put it on their blog. 

I had the Telegraph break an embargo on Charlie and the Chocolate Factory when they ran their 

reviews three weeks before the opening night! They’d bought themselves a ticket and reviewed it 

so if you’re getting into this conversation thinking ‘we can’t trust bloggers’, we actually can’t trust 

anyone to keep it under embargo. I think that as PR and marketers we need to change our views 

on that and then when we relax into it the rest of the organisation will hopefully follow.  

 

Delegate: I was interested in what you were saying about social media and that you have your 

separate marketing, traditional press and PR, and online PR teams. I’m wondering where social 

media naturally falls and do you tend to plan individual elements of the campaign for a particular 

platform such as Facebook or Twitter – where does the line between marketing and online PR fall 

when you are using those platforms?  

Rebecca: I don’t do anything social media. For the online PR campaign we didn’t have anything to 

do with Facebook or Twitter or any other user-generated content channels. It’s really hard to draw 

the line, it does cross over and every case is different. For The Book of Mormon we were very 

much separate. We weren’t even going to the meetings where marketing and PR teams met – we 

were quite guerrilla and underground and had a very specific brief to reach audiences. So we 

could just go off and get on with it, we had the key messages of the show and what the producers 

wanted. With LIMBO I worked really closely with the marketing team because it is so integrated 
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and because you need to get as much coverage as you can for a show that’s going to run for four 

months with no ‘names’ in it. We worked collaboratively and I think that really works well also. One 

of the things we learnt from The Book of Mormon was that we struggled because we weren’t a part 

of the main marketing and press group and I think we could have doubled our coverage if we had 

been working as one team. I would really encourage crossover in your organisation but as I said at 

the beginning make sure to define who’s doing what. Even if you are collaborating, figure out 

before each campaign who’s going to be looking after online blogs and portals and who’s going to 

be doing Facebook etc. so that you’re not clashing with each other.  

 

Delegate: Do you ever have an issue with traditional press and blogging ‘press’? Do they talk to 

each other?  

Rebecca: Certain plays and productions just won’t have bloggers in on the official press night. 

West End press nights are very different because all of the press have come in before anyway and 

press night or opening night is when the celebs come so it’s all about getting coverage through the 

paparazzi and red carpet. We tend to then get bloggers in after press night. For shows where we 

have them all at the same time we would never sit them next to each other but then we’d never sit 

two journalists next to each other either – it’s really distracting for the cast if you’ve got a row of 

reviewers scribbling down notes. Critics tend to not talk anyway, let alone to each other. They like 

to go off into their corner in the interval and get their notes in order, go back in and then disappear 

the minute the show is over. I don’t think there’s any competition particularly because the 

journalists would dismiss the bloggers and the bloggers don’t really care what the journalists have 

to say.  

 

Delegate: I work for quite a small arts organisation so I’m the person who does the marketing, 

traditional PR and online PR. Are there one or two key things that you would recommend I do 

when I just don’t have the time to do it all?  

Rebecca: I would say pick three or four blogs that you want to engage with – you can always send 

out a picture release that can go far and wide in the hope that it gets picked up. Have a small 

group that you are actually going to talk to and engage with until they do something for you. If you 

haven’t got the time, don’t start online conversations, get more involved in getting your content out 

there and don’t focus on building a community because that is a lot of work to maintain. I’d focus 

more on getting your key targets to use your content  


