The Intergalactic Nemesis

Presenter Marketing Plan
Introduction

The Intergalactic Nemesis has been playing Austin and touring the nation for more than a decade. The following methods are to be used in conjunction with standard advertising and publicity. These are inexpensive or free time-tested methods that are guaranteed to move tickets. These ideas are to be utilized alongside of (not instead of) your regular marketing and publicity efforts. Let’s work together to sell the Nemesis experience. Call Jason Neulander at (512) 474-7886 with any questions.

Audience

There are three main markets for this production:

1. Tweens and their parents. We’ve learned that the kids get completely wrapped up in the storytelling while their parents get engaged by the humor (and the storytelling, too).

2. 30- and 40-something hipsters. These are the people who grew up on Star Wars and Raiders of the Lost Ark. The creators of The Intergalactic Nemesis did too—that’s the inspiration for the show. Nemesis will take this audience back to their childhood in a totally engaging way.

3. Retirees. This audience remembers radio from when they were kids. This is a great opportunity for group sales.

Selling Points

Two aspects of the show seem to work best to move tickets: the live radio experience and the central character of Molly Sloan. 

Think in terms of selling the show as an “event”, not just a play. The audience is the studio audience for a live radio show performed in RadioVision. The experience is fun, funny, and totally engaging.

Molly Sloan, the central character of The Intergalactic Nemesis, is a character that traditional theater-goers identify with. A fast-talking, sexy Pulitzer Prize-winning reporter who ultimately saves the galaxy. Use this! You’ll get moms to bring their kids.

Ongoing

Work with the local NPR affiliate on promoting Nemesis at any and all live events they produce (speaker series, live showings of Prairie Home Companion, any NPR-affiliated performers like David Sedaris performing locally). Hand out flyers to the audience as they leave the theater from these events. These are people used to using their ears as a primary sense for entertainment—they are a core audience for the Nemesis experience.

Make sure to clearly link marketing efforts back to www.theintergalacticnemesis.com, This website has a ongoing comic, blogs from the characters, and a bunch of ways for viewers to interact.
Beginning 12 Weeks Prior to Opening

A. Start arranging with local radio stations for broadcast of the show in the following priority:

1. A live broadcast of the actual performance

2. A broadcast of the CD ten days in advance of the performance on the local NPR affiliate.

3. A broadcast of the CD two days in advance of the performance on an area college radio station.

Work with the radio stations to heavily promote their own broadcasts in conjunction with the live performance.

B. Use a local celebrity in the performance. Is the Mayor a great presence on stage? Is there a TV personality who loves to perform in public? These types of people can help perform the four live commercial spots featuring local businesses during the show. We script these commercials. They’re brief and funny. And they celebrate your local community. Audience members eat them up. The local businesses love the applause (and business) they solicit. And you can use the local celebrity as a selling point on the performance.

C. Begin coordinating with local businesses for the four live commercial spots in the show. This can be done for cash (at, say, $500 a spot) to offset the cost of bringing the show in, but can also be done for trade—they get the live ad in return for advertising the production themselves in their own media buys. Offer a one-page ad in the program and four comp tickets in return for their support.

D. Is there an area classic film series? If so, arrange to show the commercial for Nemesis as a trailer at their screenings. Do this in exchange for one of the four live ads in the Nemesis production. Also, see if there is a way to advertise Nemesis in the film series brochure. This is a key audience for the Nemesis experience.

E. Likewise, coordinate cross-promotion with the local video store that features old movies.

F. Is there a hipster arts scene in your city? If so, connect with the main players. This show was born in a coffeehouse and originally played to a hipster audience. Offer to cross-promote with these groups (we’ll plug your show on our email list if you plug ours on yours).

G. Group sales. Focus on schools (5th through 8th grades) and the elderly.

Beginning Eight Weeks Out

By this point you should be starting to finalize the efforts you began at 12 weeks. If you have landed a local celebrity (or more than one) to help with the live commercials, see if they would be willing to tape a TV commercial for the show. SVT can provide a script for them and even help edit the commercial together.

Beginning Four Weeks Out

At this point you should be in touch with the businesses getting the live commercials during the show. Coordinate with them to announce their sponsorship of the production in their print and media ads. If they can put your logo with the Nemesis logo in the newspaper, that will make a big difference. If they can edit a tag line on the bottom of the screen for their regular TV commercial, that will make a huge difference in sales.

All your cross-promotional efforts should be finalized by this point so that within the next two weeks, all your tie-ins will start reaching your audience: film series, video stores, schools, programs and clubs for the elderly, local celebrities pushing the show, and area college and NPR radio stations.

Two Weeks Out

At this point, all your marketing efforts have kicked in. Now it’s time to be certain that the broadcast is definitely going to happen and your celebrities are lined up for the live commercial spots. Remember, use these in all your advertising and publicity. There’s a story here for sure, both for your area newspapers and TV stations. Particularly if you’ve been able to get your local weatherman or TV anchor to participate.

