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SITUATION ANALYSIS

	 Broadway theater, more commonly just called Broadway, is not only an art form 

appreciated by young and old alike. Broadway is a popular tourist attraction in New York city 

and draws millions of people to the Big Apple every year. One of the leading online platforms for 

Broadway ticket sales is the website Broadway.com. This website features online theater 

ticketing and sales for every Broadway show, most off-Broadway shows, and even shows in 

London’s West End. Broadway.com also offers hotel packaging, as well as consumer and 

corporate gift certificates. 

 Another component of the website, which is called Broadway Buzz, contatins the most 

complete editorial coverage of theater on the web. This includes the latest news, interviews with 

actors and playwrights, opening night coverage, original theater reviews, and video features. 

Broadway.com also offers current box office results, show synopses, credits and biographies, and 

in-depth Tony Awards coverage. 

 Broadway.com is very successful in the ticket sales portion of their website, but would 

like to see the Broadway Buzz portion be just as successful. Since this coverage is all on the web, 

Broadway.com hopes to utilize social media to put this portion of their website on the map. 

Social media, paired with some traditional tactics, can make their editorial coverage of 

Broadway more visible to their targeted audience. 



RESEARCH

 To reach our goal of increasing visibility of the Broadway Buzz portion of the 

Broadway.com website, we must consult research and conduct research to help create objectives 

for the campaign and formulate a plan. The most important information we need to get out of our 

research is who are target audience is. We want to know the demographics of people who are 

considered Broadway fans or who often attend Broadway shows. These are the people who will 

be most interested in the Broadway Buzz portion of the website. 

 Research we know:

• In the 2011-2012 season, tourists purchased approximately 63.4% of all Broadway tickets (The 

Broadway League).

• 67% of audiences were female, but Broadway audiences also tend to be older and more 

affluent (The Broadway League).

• The use of the internet to purchase tickets has been steadily increasing. In this season, 47% of 

respondents bought their tickets online (The Broadway League).

• Broadway.com has a social media presence currently: Facebook, Twitter, YouTube, and 

Instagram. They have a decent following on each, and post relatively often, but there doesn’t 

seem to be much interaction with followers of each platform.

 Research we want to conduct: 

• How much traction (a specified number of hits) does the Broadway Buzz portion of the website 

get currently?

• What other groups are considered Broadway fans? Existing research shows that those who tend 

to have more money actually go to Broadway performances, but what about less affluent 



groups, like students or the working class? Does a large group of these types of audiences also 

love Broadway?

OBJECTIVES

 The objectives of this campaign aim to increase awareness of the Broadway Buzz portion 

of the Broadway.com website. The specified objectives are as follows: 

• To develop more than 50% more online views of Broadway Buzz articles by the target 

audience - whether it be those who go to Broadway shows, or those who love Broadway shows 

and music. This will be done by the end of the year. 

• To develop an ad campaign that will reach our target audience who regularly attends Broadway 

show performances: older, more affluent, and tourists. 

• To develop a social media campaign that will allow more interaction - increased by 50% - with 

Twitter followers, Facebook fans, YouTube subscribers, and Instagram followers. This will 

reach another target audience: younger people (ages 18-30) who also love and appreciate 

Broadway, but may not necessarily be able to afford to attend Broadway performances. 

• To not only increase awareness and engagement, but to also increase followers, fans, and video 

views on the different social media platforms. By the end of the year, we want to have:

• at least 100,000 Twitter followers.  

• at least 150,000 Facebook fans.

• at least 100,000 views on each YouTube video released. 

• at least 50,000 Instagram followers.



PROGRAMMING

	 We first want to reach our target audience that regularly attend Broadway performances. 

This portion of our audience are those who are older and are more affluent. This audience also 

are largely tourists who are not from the New York area. To reach our older and more affluent 

audience, Broadway.com will purchase ad space on the radio. Our ads will air during rush hour 

times, when people in the New York area are either driving to or from work. These ads will say 

something like “Want to see a show on the Great White Way this weekend? Buy your ticket at 

Broadway.com and check out the latest interviews from your favorite Broadway stars!” We will 

also purchase ad space in Playbills from popular shows on Broadway. Here, we will advertise 

about the Broadway Buzz portion of the Broadway.com website, and tell our audience “Did you 

enjoy this performance? Check out behind the scenes footage and interviews on Broadway.com!”

 To reach tourists, we will also utilize advertisements. Ad space will be purchased in 

airplane magazines, billboards that appear on roads that lead into the city, and in subway stations.  

Ads will offer messages like, “Have you read the latest scoop on your favorite Broadway shows? 

Check out the news and buy a ticket while you are at it!” In addition to this ad space, 

Broadway.com will also reach out to restaurants and hotels in the New York City area, primarily 

focusing on Times Square and the surrounding area of Broadway. We will advertisement in any 

papers or pamphlets that the hotels give to guests, and even leave small sheets of information in 

hotel rooms. 

 Another way of reaching tourists is through the online ticketing portion of 

Broadway.com. After someone buys a ticket, we will have the next window read “Thanks for 

buying your ticket to [name of Broadway show]! Check out interviews from the cast and reviews 



of the show here!” We will link the customers to the relevant editorial coverage of the particular 

show they are going to see. We will also encourage customers to check out Broadway.com’s 

social media websites: “Follow us on Twitter!”, “Like us on Facebook!”, “Check out our latest 

videos on YouTube!”. We will also ask people if they want to sign up for our e-mail list, where 

they can receive special deals.

 The special deals that we hope to offer in the opt-in e-mail list, as well as promote on our 

social media accounts, will not only be targeted at tourists and those who already regularly attend 

Broadway show performances, but will also be targeted at another audience: younger people 

(ages 18-30) who don’t necessarily attend performances often, because of the price. The deals 

offered to ticket purchasers will encourage them to bring children and grandchildren. A deal we 

could offer would be “Buy 2 tickets for [Broadway show] and receive one ticket for your child or 

grandchild!” We will also offer ticket deals for performances that needed to be filled. These kind 

of deals could be two-for-one’s, general discounts, and in some cases free tickets. For example, 

the day before or the day of a show, we can blast the deals through e-mail and social media. As a 

ticketing website, the number one priority is filling seats in the theatre. We will utilize 

Broadway.com’s social media presence, where most young people are following, to fill the 

performances. We will not only fill seats with these deals, but we will also please our younger 

audience who might not always have the opportunity to attend a Broadway show performance. 

This in turn, will hopefully draw people to the Broadway Buzz portion of the website. 

 To raise awareness of our various social media platforms, Broadway.com will engage 

more with followers. They currently have a decent following, but to create a bigger following on 

social media platforms, we will not only post current stories, but we will also engage in 



conversation. Searching for key words and hashtags about popular Broadway shows is important. 

For example, we can search for the show Wicked, and see what people are saying about the 

show. Broadway.com can respond to the particular person with something like “You like 

Wicked?! Check out a behind the scenes look here!” with a link to the latest coverage of the 

show by Broadway.com. This kind of engagement will not only create conversations online, but 

will also drive people to the Broadway Buzz portion of the website. 

 Another way of engaging our target audience is by sponsoring and promoting posts on 

our various social media platforms. By paying small fees, Broadway.com can increase the 

visibility of specific posts on the web. On Twitter, Broadway.com can promote tweets that will 

get the tweets in front of the target audiences. This means that although some people in our target 

audiences may not follow Broadway.com on Twitter, we can promote specific tweets so that they  

appear on those particular people’s Twitter feed. Through Tweet promotion, we can target Twitter 

users by keywords that they use regularly in their Twitter feeds. For example, we can promote 

tweets to users who regularly use keywords like “Broadway,” “New York City,” “Times Square,” 

“Wicked,” or “Book of Mormon.” In addition to targeting audiences in this way, we can target by 

interests and gender. After looking at our research, we can determine the specific types of people 

we could promote tweets based on this information. Lastly, we can promote tweets based on 

geography. By focusing on those who live in the New York area, those who have easy access to 

Broadway,  and therefore would be interested in attending shows and reading coverage of the 

shows. Posts on Facebook can also be promoted. In this case, promoting a post means that 

Facebook will literally put Broadway.com on the top of Facebook users’ feed. This increases the 

chance of our target audiences of seeing our posts, and therefore increasing the chances of users 



clicking our posts and ending up on the Broadway Buzz portion of the website. Lastly, 

Broadway.com can advertise on YouTube, where they already have an existing channel that they 

post videos on regularly. YouTube allows for brands to select their intended target audience by 

gender, age, interests, and location. Broadway.com can pick specific videos that best highlight 

the website, promote the video on YouTube, and the target audience can be reached. 

 The last component that we want to incorporate into this campaign is to buy 

advertisements on Pandora, which is an online radio service. Users can customize stations to 

their musical preferences for free. The only catch, though, is that users have to listen to adds in 

order to listen to the music for free. Broadway.com will buy ads that would appear on Broadway 

music channels. Ads will say things like “Do you love Broadway? Check out the latest coverage 

from your favorite shows at Broadway.com!”

EVALUATION

 To determine if Broadway.com was successful, we have to compare our results to our 

objectives. If we can answer yes to the following questions, we will be successful in our 

campaign to raise awareness of Broadway Buzz.

• Did we increase online views of Broadway Buzz by 50%?

• Did we increase social media engagement by 50%

• Did we raise the amount of Twitter followers? Facebook fans? YouTube views?

 By reaching our target audience through these various ways, we can have a successful 

campaign and raise awareness of the editorial coverage that Broadway.com offers on its website. 




