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0b'CKT TA TPEAMET
J0CIILIXERRA

0b'CKT: [IPEAMET:

[lpouec TeaTpasbHOINro NpoaCyBaHHA Ponb, meToam Ta eheKTUBHICTb
Ta CMCTeMa couianbHOro megia- NpakTUYHOI iIHTerpauil SMM-iHCTpyMeHTIB
MapKeTUHry y 3akiiagax Kyl1bTypu B y Chepy TeaTpasibHOro NpoaCcyBaHHS

yMOBax gig>kutanisauil




OBJECT AND SUBJECT OF

THE STUDY

OBJECT OF THE STUDY

The process of integrating social media
marketing (SMM) instruments into the

system of theatrical producing

SUBJECT OF THE STUDY:

Organizational, managerial, creative, and
technological mechanisms of
implementing an SMM strategy on the
example of the Kharkiv Academic Puppet

Theater named after V. A. Afanasyev




AKTYAJIbHICTb
J0CIIXERRA

CborogHi TeaTpasibHe NpoaCyBaHHA HAanpamy
3a/1eXKMNTb Bifg, AKOCTi OHNAWH-KOMYHIiKaLUil, OCKiNbKK
rnsagav 3BMK OTPUMYBATU iHpOPpMaLIi Ta KynyBaTu
KBUTKW uepe3 Mo6inbHi npucTpoi. TpaganuinHi
MeTOoAU pekslaMm BTpayardTb ePEKTUBHICTb, TOMY
NPUCYTHICTb TeaTpy B couMepeXXax cTana
060B’A3KOBOH YMOBOHK AJ19 3a/lyUeHHS ayauTopii.
CouianbHnin mefia-MapKeTUHT O03BOJISE ByayBaTu
>XUBWUW Jianor i3 rngagavem, rnmblue po3ymitm noro
noTpebu Ta onepaTMBHO pearyBaTu Ha 3anuTu B

CydacHOMY UMMPOBOMY NPOCTOPI

U}
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lntocTpauia “@acan XapKiBCbKOro TeaTpy As1b0K”




ACTUALITY
OF THE STUDY

Today, theatrical producing directly depends on the
quality of online communication, as the audience is
accustomed to receiving information and purchasing
tickets via mobile devices. Traditional advertising
methods are losing their effectiveness, which is why
a theater's presence on social networks has become
a mandatory condition for audience engagement.
Social media marketing allows building a live
dialogue with the viewer, deeper understanding of
their needs, and operational responding to requests

in the modern digital space
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ILLUSTRATION “Facade of the Kharkiv Puppet Theater”




META JOCJIAXEHHA

TeopeTuUyHOo 06rpyHTYBATM POJb, PYHKLIT Ta
IHCTPYMEHTU CoLiaNbHOro Meia-MmapkeTuHry y
CyyacHoOMYy TeaTpaJ/ibHOMY NPOAHCYBAHHI, CTBOPUTK
CTpaTeriio NPoCcyBaHHA B COLiaNIbBHUX MepeXXax Ta
BMNpPOBaAUTU 1l HA NpUKNaai peajbHOro 3aMoBHMKA ONngd
NigBULWEHHS epeKTUBHOCTI Ais/IbHOCTI TeaTpa Ta

PO3LUMPEHHS NOro ayanTopii




AIM OF THE STUDY

To theoretically substantiate the role, functions, and
tools of social media marketing in modern theatrical
producing, to create a strategy for promotion on social
networks, and to implement it on the example of a real
client to increase the efficiency of the theater's

operations and expand its audience




JABLARHA OCTIXERHA

[lpoaHanizyBaTv HA9BHI HAYKOBI o>kepensa Ta
00CNIANTN MiIXKHAapoaHUN Ta YKPAIHCbKUM O0CBIA
BUKOPUCTAHHA SMM-IHCTpyMeHTIB

@ DBV3HAuNTKM CyTHICTD, Cneungiky Ta KAKY0BI eTanwu
TeaTpasibHOro NPoaHCyBaHHS

@ Jocnigntm Ta cMcTemMaTu3yBaTU TEOPEeTUYHI
OCHOBM COLiaNbHOro megia-MmapkeTUHry

@ [lpoaHanilyBaTu OianbHICTb instagram CTOPIHKU
XapKiBCbKOro TeaTpy N19/1bOK

Po3po6uTK KOMNJIEKCHY CTPaTerilo NpocyBaHHSA B
CoUiaNIbHUX MepeXkax Ta NPakTUYHO BNpoBaguUTu i
Ha Npukagi peajbHOro 3aMOBHUKA




RESEARCH TASKS

To analyze existing scientific sources and
investigate international and Ukrainian experience
in using SMM tools

To define the essence, specific nature, and key
stages of theatrical producing

To study and systematize the theoretical
foundations of social media marketing

To analyze the performance of the Instagram page
of the Kharkiv Puppet Theater

To develop a comprehensive strategy for
promotion on social networks and practically
implement it on the example of a real client




AHAI3 CBITOBOI0 TA YKPAIHCbKOIQ
TEATPAJIbHOI0 SMM

byJ/io NnpoaHanisoBaHo instagram CTOPIHKHU
3apy0i>KHUX Ta YKpaiHCbKUX TeaTpiB, 30KpeMma:

“Budapest Babszinhaz”,”Spare Parts Puppet Theatre”, “Met Opera”,
“Royal National Theatre”

“JIbBiBCbKUM TeaTp nanbokK”, “Kuniscbkmnn Teatp nanbok”, “Teatp Ha JliBomy
6epe3si Hinpa”, “HepHiBeubknit Teatp iMm. Onbrn KobnnaHcbKoi”

BUCHOBKMW:

[lepcoHanizauia ta PYyMHYBaHHA CTepeoTuny [lepexifg Big xaocy oo

BIOEOKOHTEHT “OUTAYOro >XaHpy” CUCTEMHUX CTpaTerin




ANALYSIS OF GLOBAL AND UKRAINIAN
THEATRICAL SMM

Instagram pages of foreign and Ukrainian
theaters were analyzed, including:

“Budapest Babszinhaz”,”Spare Parts Puppet Theatre”, “Met Opera”,
“Royal National Theatre”

"Lviv Puppet Theater", "Kyiv Puppet Theater", "Theater on the Left Bank of
the Dnipro", "Chernivtsi Theater named after Olha Kobylianska"

CONCLUSIONS:

Personalization and video Destruction of the "children's Transition from chaos to

content genre” stereotype systemic strategies




®YHKLUI MPOHCEPA B TEATPAJIbHIN COEPI

Posb npoplocepa ue ctpaTeriyHui MeHea)KMEHT, AKUMi 3abe3neuye 6anaHc MiXx
XYA0>XXHbOK LiHHICTIO BUCTABM Ta il YCNiWHOK peasi3aui€eo Ha PUHKY.

KJTH040BI YNPABJIHCBKI @YHKLIII:

1

(DopmyBaHHA YHiIKaNbHOI0 NO3ULIOHYBAHHA TeaTpy BiANOBIAHO A0 MOro 3arajbHoi Micii

Pob6oTa 3a mogennto “Big NpoaykTy A0 PUHKY” — NOLWYK cneun@iyHmnx cCerMmeHTiB ayauTopii
6e3 BTPy4YaHHA y TBOPUYUM 3aQyM pexkucepa

YnpaBniHHA 6104>KeTOM Ta aKTUBHUIN paHapen3nHr (poboTa 3 meueHaTamu, doHaamMm Ta
CNoHCOpamu)

Meaiauisa mi>k TBOPUYMM CKN1aA0M Ta TEXHIUHUMU Cy>XK6amu onga 3abe3neyeHHs
6e3nepebinHOro BUPOGHMUOTO LMKIY

Jocnig>keHHSA NOBeAiHKM rngaadviB Ta noaonaHHsa 6ap'epiB (Pi3UUHUX, NCUXONONIYHUX), WO
3aBa>kak0Thb BigBiAyBaHHIO TeaTpy




FUNCTIONS OF A PRODUGER IN THE THEATRICAL SPHERE

The role of a producer is strategic management that ensures a balance between the
artistic value of a performance and its successful implementation in the market.

KEY MANAGEMENT FUNCTIONS:

1 @ Forming a unique positioning of the theater in accordance with its general mission.

Working according to the "product-to-market" model — searching for specific audience
2 @ segments without interfering with the director's creative vision.

Budget management and active fundraising
(working with patrons, funds, and sponsors).

Mediation between the creative team and technical services to ensure an uninterrupted
production cycle.

F ¢ Researching audience behavior and overcoming barriers (physical, psychological) that prevent
theater attendance.




®YHKLUI TA IHCTPYMEHTH SMM

OYHKLII

(01. AHaANITU4YHA

([]2. KomyHikauinHa

@3. [ThaHyBabHa

@4. PenyTtauinHa

([]5. KomepuinHa

N A D N

IHCTPYMEHTWA

@’I. [ papiuHMM gnu3anH

@2. [TOCTUHT

<03. [IlpocyBaHH4

([]4. AHanNiTUKa

(5. Pob60Ta 3 TeKcTom

N N D N




SMM FUNCTIONS AND TOOLS

FUNCTIONS

(01. Analytical

([]2. Communication

@3. Planning

@4. Reputational

([]5. Commercial

N A D N

TOOLS

@’I. Graphic design

@2. Posting

@3. Promotion

@4. Analytics

@5. Copywriting

N N D N




AHAJI3 NOTOYHOI SMM-IANBHOCTI
XAPKIBCbKOI'O TEATPY JIAJ1bOK

e CTUXINHICTb KOMYHIKaLiN:

(NnepeBara cyTo iHpoOpMaLiMHUX “adilHMX" NOCTIB) =A e ¢ —

| TR i U
m = = : 3 4 ]
e BisyasibHa pPO3pI3HEHICTb: I ii
(HU3bKMW piBEHb 3aJly4YeHHs A0POC/Iol Ta MOJIOAIDKHOI
ayanTopii) »
acag Ta noroTun
XapKiBCbKOrro TeaTpy N19/1b0K
e Cnabke BUKOPUCTAHHSA IHCTPYMEHTIB: im. B. A AdpaHacbesa
(BiACYTHICTb CMCTEMHOrO TapreTuHry Ta Reels) E%F;i;i
AKAQL




ANALYSIS OF CURRENT SMM ACTIVITIES OF
THE KHARKIV PUPPET THEATER

e Spontaneity of communications:

(predominance of purely informational "poster-style"” posts) ==y —

e Visual inconsistency: | a_u

(low level of engagement among adult and youth audiences)

Facade and logo of the Kharkiv Puppet

e Weak utilization of tools:
Theater named after V. A. Afanasyev
(lack of systemic targeting and Reels)
XAPKIBCbK
OEPXABHMNY
AKAQEMIYH




CTPYKTYPA TA IPAKTA4HA
PEATTISALIIA SMM-CTPATETTI

e Bu3HaueHHs 6a30B0Oi KOHUENLii: amiee M- Dl

* Byn. MNywkiHcbKa, 62

® BucTtaeu, aiKi 6ynu

e . | cKacoBaHi yepes

(cTpaTeriyHi uini, 3aBaaHHya Ta tone of voice) a & = TTB * sacopony nposogum

3aX0AM Y UbOMY
NPUMILLEHHI.

e AHaNI3 NOTOUYHOI CUTYaLIl:

(SWOT-aHani3 Ta KOHKYPeHTHUN ayauT)

e CermeHTauida Ta poboTa 3 ayauTopielo: Y ) e pr—
roes Yy | =) [t e
(Bn3HaueHHs LUA Ta nobygoBa nopTpeTiB rnsnadvis) - : f | N
| W ‘f? 9 ‘-‘“
¥

—

CTapun BUKNHOUYHO agillHUXA Ta OUTAYIN
bopmaT CTOPiHKK




STRUGTURE AND PRACTICAL
IMPLEMENTATION OF THESMM ~ [LEJ8EE ¢
CTRATEGY ;; 11‘1%%%%

Byn. Mywkincbka, 62
CKacoBaHi yepes

= = 2 | Rl : L 3a60poHYy NpoOBOAUTI
e Defining the core concept: W ® BT ETT

(strategic goals, tasks, and tone of voice)

= m = _ . 4 3 > = @ ?
e Analysis of the current situation: ¥ Y NG/, IR

(SWOT analysis and competitive audit)

e Segmentation and audience engagement:

(defining the target audience and creating viewer personas)

0ld, exclusively poster-style and child-
oriented page format




{ puppet_theater_khar...

CTPYKTYPA TA IPAKTA4HA
PEATTI3ALLIA SMM-CTPATET

e CdhbopMOBaHO KOHTEHT-CTpAaTerilo:

XapkiBCbKUM TeaTp NAJIbOK
561 4584 299

AO0MUCHK YATAYi 33 KUM CTeXWUTb KOpHUCTYBay

(cuctema pybpuk, MapKeTMHIoBI LiNni Ta KaneHgap cMTyaTuBiB)

e Peani3zoBaHO iIHCTPYMEHTU NPOCYBaHHA:

( : . \SAN )gé:gmu;s I.A GIRAFE,%‘:;*‘_;_: » ,:-
OHOBJIEHE BI3YydJIbHE OCIJOpMJ'IEHHFI, KOHUernulida Mmepuyy 1a TapretoBdHd ';‘h_:_ﬂ,ﬁﬂ;;;;@%-:h;_ 0

pekiama)

OHOBIEHUW Pi3HOMAHITHUM Ta BinbLu
OpPiEHTOBAHUM Ha AOPOC/ANX GOPMaT CTOPIHKK




{ puppet_theater_khar...

XapkiBCbKUM TeaTp NAJIbOK

STRUCTURE AND PRACTICAL
IMPLEMENTATION OF THE SMM
STRATEGY

 Content strategy has been formed:

561 4584 299

AO0MUCHK YATAYi 33 KUM CTeXWUTb KOpHUCTYBay

(system of rubrics, marketing goals, and situational calendar)

e ENOREDL S AV N S Pt X
& MONS LA GIRAFE:: " = =S
o AN D% g qedoe @ 0o 5

iy gcpy NATVIWERMMCHPAIE b N 32 4

s ot ¥ sl

 Promotion tools have been implemented:

(updated visual design, merch concept, and targeted advertising)

Updated, diverse, and more
adult-oriented page format




ANPOBALIA CTPATET L

& W o
3 KA3KA ANS MAJIEHBKOTO 3AMYMKA 4 BEJTMKI MPUroau MANEHbKOTO ENb®A
Onexconnp Kosans 36 kaakoo Mapil Conmie-CrmpHoao
i 1 A Hly : — I B o et
° FeanizosaHo TpUMICAYHUN LUK -CTpaTeril (ClYeHb—
6 NPEM'EPA 5+ 6 NPEM'EPA .
HE BIACS 1 o IMNEPIA MACT OAHU
10 lpwra oaymiws . W Ocox a MpuLsHK
Abo ax nivaTs weGom, Bewneunui npoctip “a-sHo" 100 IRIpITTS KinoRoitia écret place’
anv xusora myn. Knitku-Ocson'anenka, 12
bepe3eH b) . e .
MAH KOLbKWA 11 KAJTMHOBA CONINKA
Kasimerpa Beanaunwf npocrip EVOhubr 1200 Ukrainian horror Secret place

syn. Kouapeska, 2/4

e 3anyweHo HOBi 6a30Bi pyopuku Ta 3abe3neueHo iHhopmMauinHun 7 mmrrewmeese @ =m0

A, b e
1 8 KA3KA ANS MANEHbKOTO 3AHYMKA 2 4 MMHA MA3AANO
Muxona Kynius

CynpoBig racTpoabHOro Typy Teatpy y @paHuir. LS

eyn. Yephuusescoka, 13

HA 4
25 LLLE PA3 PO YEPBOHY LUAMOYKY 25 XHUPA® MOHC
3a Momveamy kaskA Lapna Neppo Oner Muxainoe

Xapiiscska icTopis BoesHol BackH Secret place
IHUHE NPHroRa Be3neunmA npocTip “EVOhub”
syn. Kouapeka, 2/4

e NIpoBeaeHO KOMIUJIEKCHE NPoCyBaHHSA NpeM’epu BUCTaBn “YABHUMU

<6 MPEM'EPA 5+ 6 NPEM'EPA v
HE BIACA 31 IMNEPIS| MACT AR

31 ¢ AR
puHa MosyTxika
Aso o6 Besneunndl npoctip “EVOI .00 o
wos. m. Koua

XBOpMN" uepes iHTEePaKTMBHI CTOPI3 Ta 3anyCcK TapretoBaHoi
peknamu CHEVD

e CTBOpEeHO Ta 3anyw,eHo y TapreTt 22 BiJeopoJInkn 19 NpocyBaHH4

3 KA3KA AN9 MANEHbKOIO 3AHYMKA '

10 penepTyapHux BUCTAB TeaTpy A

Z BEJ'!MK[ HPHFQAH MAnFHb’(F)FO EJ1I:¢I>.AM

e Po3p0o6s1eHo cyyacHui An3anH WoMicAaYHOoI adiwi y konabopauii 3i B e e

CTyoeHToM Kagenpu rpagivuHoro ansamuy XJAOM |

FA W ied BT

e CNnpoeKToBaHO Ta BUroTOBJIEHO 6peHaoBaHi pyTb0osKkKM, Wonepn Ta
Hogi agiwi gnga gpyky Ta instagram CTOPiHKK
CTiKepnaku




STRATEGY APPROBATION R

3 4 ua 4
3 KA3KA NS MAJIEHBKOTO 3AMYMKA 4 BEJIUKI MPUIrOAN MANEHBKOTO ENIb®A
Onexcarp Kosans 30 kasox Mopil Conme-CimpHoso
A th th cycle of the SMM strategy has been impl ted |2 — ~mm== =5 ==
() -
ree-mon Cycie O e strategy nas oeen impiemente PR T _
10 HE BIACSH 1 o IMMNEPIA MACT AAH
wa Nayminas \ WENF 0 Oxcon 0 MpMLeHKD
Abo ax nivaTs weGom, Bewneunui npoctip “a-sHo" 100 IRIpITTS KinoRoitia écret place’
w nocKoTanH xuBoTa 8yn. Knimar-Ocron'merxa, 12
(Januar —MarCh) N . g
11 MAH KOLbKWA 11 KAJTMHOBA CONINKA
30 YKEAHCHKOIO HAPOTHOR KIKOW 3 NOBICTIO Oxcar# 3a6YRKO Ta BipwoMs L Yinyx
i Sesnsummh npeciisFivohr  VGGR Ukrainian horror Secret place

syn. Kouapeska, 2/4

e New basic rubrics have been launched and information support for |17 mwmesweecne {47 e

Beaneunw#i npoctip "EVOhub” BOXEBINbHE GANGHCYBaNHA Secret place
syn. Kouapeska, 2/4 1GHaR MMOIO

A, b e
1 8 KA3KA ANS MANEHbKOTO 3AHYMKA 2 4 MMHA MA3AANO
Muxona Kynius

the theater's tour in France has been provided L

eyn. Yephuusescoka, 13

HA 4
25 LLLE PA3 PO YEPBOHY LUAMOYKY 25 XHUPA® MOHC
3a Momveamy kaskA Lapna Neppo Oner Muxainoe

e A comprehensive promotion of the premiere of the performance o .

"The Imaginary Invalid" has been conducted through interactive

stories and the launch of targeted advertising CIEVb

o 22 video clips have been created and launched into target to

g 3 KA3KA ANg MANEHbKOTO 3AHYMKA "
promote 10 repertoire performances of the theater Bmo re—
Z EBEJ1P|I([ nepurogu MJ:IJ'(IE:'TIT(OI'O EJ1I:‘1>.AM

A modern design of the monthly poster has been developed in B e T

Byn. YepH ceka, 13

collaboration with a student of the KSADA Department of Graphic Design

XAPKIBCbKMIA TEATP NANBOK IM. B. APAHACHEBA

FA W ied BT

 Branded T-shirts, shoppers, and sticker packs have been designed
New posters for print and Instagram pages
and manufactured




PE3YJILTATH CTPATET

1 ® Crpimke 3pocTanHs oxonneHs
2 O [MiaBULLLEHHA AKOCTI 3aJ1y4eHOCTI
3 @ JlosnbHe agpo ayguTopii

4 @ I[HTEHCUiKaUIS NPUPOCTY NiIANUCHUKIB

5 @ YucTuit npupict

[lepernaamn Ha CTOPIHLUI 3a CiYeHb-KBITEHb

164,784
149,371

86,033

50,971

CiueHb JlioTnin bepeseHb KBiTeHb

B3aemogpaii Ha CTOPIHLUI 3a CiYeHb-KBITEHb

6,290

5,023

1,490 1,653

CiueHb JlioTnn bepe3eHb KBiTeHb




STRATEGY RESULTS

1 @ Rapidreach growth
2 @ |Increased quality of engagement
3 @ Loyal core audience

4 @ Intensification of follower growth

5 @® Netgrowth

Page views for January-April

164,784
149,371

86,033

50,971

January February March KBiTeHb

Page interactions for January-April

6,290

5,023

1,490 1,653

January February March April




BNCHOBKW

Y po6oTi 06rpyHTOBAHO poJib NpogHOCcepa K CTpaTeriyHoro MmeHea)kepa Ta A0BefeHo
epekTnBHICTb SMM gK iIHCTpYMEHTY ynpaBiHHA penyTauieo TeaTpy. Po3pobaeHo Ta
anpoboBaHO aBTOPCbLKY CTpaTerito NpocyBaHHA XapKiBCbKOro TeaTpy Asb0oK, WO 6a3yeTbes
Ha CUCTEMHOMY KOHTEHT-NJIaHYBaHHI.

[MpakTUUHa peani3alig cTpaTerii NpoTAromMm TpboX MicAaUiB 3a6e3neunsa 3pOCTaHHS
OXOMJIeHb Ta 36iNblIEeHHSA 3asiyyueHocCTi ayamTopii. CTBOPEHi peknaMHi KpeaTuBU, OHOBJIEHI
agiwi Ta NiHinka mepuy CTann roTOBUM iIHCTPYMEHTapIieM AN po3BUTKY 6peHay TeaTpy Ta
CTabiNnbHOro 3aJyyeHHs HOBOrO rng4aya, Wwo NiaTBepaykye ycnilwHe BUKOHAHHSA 3aBAadHb

NOCNIO>KeHHS




CONGLUSIONS

The study substantiates the role of the producer as a strategic manager and proves the
effectiveness of SMM as a tool for managing the theater's reputation. An author's
promotion strategy for the Kharkiv Puppet Theater was developed and tested based on
systematic content planning.

The practical implementation of the strategy over three months ensured a growth in reach
and an increase in audience engagement. The created advertising creatives, updated
posters, and merchandise line became a ready-made toolkit for the development of the
theater's brand and the stable acquisition of new viewers, which confirms the successful

completion of the research tasks
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