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ENGAGING
WITH YOUR
AUDIENCE
The Royal New Zealand Ballet’s use of Social Media
By Francesca Horsley
RNZB COMPANY ARTISTS INTERACT WITH FANS ONLINE

Using the varied pathways of social media is the new byword that
promises an immediate connection with audiences and an easy way
to market works. This is the ﬁrst of two articles that discuss how
a number of dance companies are discovering the wide ranging
attributes of social media.
Members of the communication and marketing section of the Royal New Zealand Ballet, Julia Hughes,
Marketing and Media Co-ordinator, and Nadia Cook, Campaign Marketing Manager, have been intensively
developing the Company’s social media presence; Facebook, Twitter and You Tube – so much so that in just
over a year they have produced impressive results.
An important part of their communication strategy, the company’s Facebook page, took off last August when
their series, The Secret Lives of Dancers, screened on TV3. After the show aired on the Tuesday evening slot
from 7pm to 8pm, they arranged for several dancers from the show to be in the RNZB ofﬁce to take part in a
live Facebook chat.
The move was extremely successful. “The dancers answered questions that people wrote in; they wanted to
know more and more and more,” Julia says. “I remember last year we were really gunning to get to 3000 fans
and now we have over 5,000.” Building on this, they also began pushing Facebook more in advertising and
press releases.
The RNZB Facebook page provides fans with an opportunity to reach their dancers, and for the dancers to
increase their own personal proﬁles without direct contact. Julia says “fans know they can come and get
honest, up-to-date information that is trustworthy. They can come through us to ask any questions of the
dancers, such as which pointe shoes they like to use. We will ask the dancers for information and write it up
for them”. She says they don’t want fans to connect directly with the dancers on their personal Facebook
pages, so in this way they can ensure their privacy.
Even though it is a year since the TV3 screening, they still regularly receive questions from dancers, such as
what does Jaered Glavin think about this or what is Lucy Green performing in this ballet? “A lot of information
SOPHIE, SENT IN BY HANNAH LANE,
RNZB FACEBOOK TUTU COMPETITION goes out that wouldn’t be big enough news for a press release, but people trust us and know there is going to
be good stuff on Facebook, so they sign up and we keep them informed,” Julia says.
Aside from inquiries from the dancers, Facebook correspondence includes information on up and coming
shows, Dance Explorer and community events. This includes video footage and photographs from rehearsals
which give an insight into the day-to-day happenings of the company. Julia says “We do three shows a
year but there is a lot happening every day so we try and keep everybody informed”. Nadia and Julia say it
depends on whoever gets there ﬁrst and most days they update at least once, and answer questions.
Has Facebook really helped to establish their proﬁle? Julia says deﬁnitely, without a doubt. They are creating a sense
of intimacy with the company.
She says there are always organisational constraints such as monitoring messages to ensure the language is high
quality and in keeping with the brand. “The writing is informal but of course we are aware of what is an acceptable
thing to say, bearing in mind it is the RNZB’s Facebook page.”
Last year Nadia ran a Facebook competition where she asked people to put up a picture of themselves in a tutu in
order to win tickets. She said the response to that was “absolutely incredible”. Unfortunately Facebook’s new rules
prohibit competitions, but nevertheless RNZB obtained a ﬁrm idea that people were very much connected with the
Company and checking in.
The company takes the feedback they receive via Facebook seriously. “Now they tell us what they think, what
they like and what they didn’t like. We deﬁnitely consider it, right through to the artistic director,” Julia says. “When
something interesting comes through on the page everyone is alerted, and we pass it through the ofﬁce so
everybody is kept up-to-date.”
Reviews, both good and bad go up. “I think they are expected. We put all the articles that are ever in the press.”
Nadia says she also uses Twitter, and when she puts information on Facebook, she will also put it on Twitter.
They are however, slightly different audiences; some people prefer Facebook and others prefer Twitter. She uses
them together; so for the things that are best for Facebook, she will use Twitter to send people to the Facebook
page.
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WHAT SOCIAL MEDIA CAN DO FOR YOU
By Francesca Horsley
By using social media tools well, and
making a plan you can turn followers
into audiences; this is Vicki Allpress Hill’s
message. Vicki, a specialist marketing,
online marketing and Director of The
Audience Connection* recently ran a
seminar for the dance community in
Auckland. She gave some excellent advice
and below are the key points from the
seminar.

Measuring the impact
Social media can give you a strong and loyal following, a local
and international proﬁle and an immediate connection with your
audience.

Facebook
It is great for building community, encouraging conversation, driving
trafﬁc to your website.
What to do? Create a fan page (not a ‘personal proﬁle’ or ‘group’).
Have no barriers to entry and access essential data via ‘Insights’.
Put up a variety of content published exclusively on your fan page
(observations, previews, recommendations, links to resources,
announcements, video interviews, competitions, tour photos,
sharing others’ updates). Build interactivity to increase reach into
fans’ networks, encourage comments, ask questions, invite opinion
and polls.

Blogs
A Weblog or online journal can turn anyone into a publisher. It is
great for positioning yourself as an expert, building a following,
engaging audiences and getting visibility on search engines.
First decide your blog’s purpose and audience. Use an existing
blogging platform, e.g. blogger.com, posterous.com. Try to blog
twice a week, one topic per blogpost, and keep it short.
“Be useful or fearless, or both.” – Contented.com.

Twitter
Twitter is a microblog that requires you to deliver messages within
a limit of 140 characters. It is great for becoming a newsmaker and
commentator, building a following and attracting the attention of
inﬂuencers. The biggest user group is aged 35 – 44 (27%). They are
professionals, urban, higher income earners and are highly engaged

(82% update their status at least every day compared with only 12%
of Facebook users). It is good to utilise a variety of content, and link
to photos and video. Get creative – “the freedom of a tight brief”.
Try to tweet more than once a day; assign someone to be your
primary tweeter. Tweet your daily life and creative process, quirky
observations, news and updates, support and recommend others,
invite response, respond to others and re-tweet relevant posts.

YouTube
YouTube is a video sharing site and the second largest search
engine after Google. It is great for bringing your work to life, inviting
your audience behind the scenes, sharing insights, embedding
rich content into your website and gaining visibility in the search
engines. Primarily used by females (aged 25-54 years), international
and lower income users.
First create a YouTube account, build a branded YouTube channel.
Decide who it is to be for and what content you will provide them.
‘Grow’ your channel, don’t ‘launch’ it.
Don’t limit yourself by thinking “performance video”, “copyright
restrictions” and “must be perfect quality”. Use every opportunity to
create content – rehearsals, pre-performance talks, artist insights
and a ‘day in the life of’. YouTube is a community, befriend and
subscribe to others, ask your friends, family and colleagues to
subscribe to your channel and comment on your videos. Tell your
Facebook fans and Twitter followers about your videos.

Who are your target audiences?
First decide what are your audiences’ characteristics? Which online
tools are they likely to use?
Which social media tools will you use and which will give you the
most value?

Useful tips to get started
Brainstorm content ideas, get others involved (build a team). Ask
for help. Plan the content ahead. Create a buzz for your season; get
your followers involved in promoting and creating the show. Give
special offers to your regular followers (but not last-minute). Invite
social media inﬂuencers to your rehearsals or shows; respond to
people responding to you. Connect to people frequently. Use the
available data to understand your audience and your social media
activity. Don’t be afraid to ask others to recommend and review you.
Streamline to make it easy. Think global.
The Audience Connection provides strategic marketing services for the arts
sector. For more information go to www.audienceconnection.com
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“Not everything we do on Facebook goes on Twitter. The way we see it is that with Facebook we are giving people more opportunity
to comment and talk to us. While we get a few people asking questions on Twitter, we can’t give as much because everything in
Twitter moves so fast. The communication isn’t as easy. We have a search engine searching for us all the time so if people direct a
message that comes to me I will always go in.”
Nadia says she keeps Facebook and Twitter open on her computer throughout the day and checks them regularly. During the
company’s seasons people ask more questions on Twitter such as where to get tickets. “I will always aim to reply within the next
day.”
People are accessing Twitter more now than a year ago. “The difference with Facebook is that people opt in so you have already
got their permission to talk to them whereas sometimes with Twitter you put something out there and see if anyone picks it up. “We
have loyal people who will re-Tweet, but while we don’t get the same conversational responses as we do on Facebook, people are
deﬁnitely engaging with us. “
Nadia says that on Facebook, the demographics are 83% female, with the highest age group range being 21% for 18 – 24 year olds;
next is the 25 – 34 year olds at 18%, and then the 35 – 44 year olds at 14%. This is borne out with the information they received from
TV3 on the demographics of those watching The Secret Lives of Dancers. They do not have any statistics on their Twitter audience.
The majority of people interacting with the company are the local New Zealand audience. Nadia says “Our content is pretty much
about what we are doing in NZ and then of course it is pitched at local touring. We don’t really talk outwardly to other nationalities”.
As expected the trafﬁc picks up substantially during the RNZB’s seasons and this is where they can work out the statistics on how
many people have joined their Facebook page.
Is the impact measured in dollars? Nadia says “We can see that a lot of these people are going to shows because they are talking to
us about the shows, but we deﬁnitely could not put a dollar ﬁgure on it.
“That is not why we are doing it. We want to talk to our audiences; we are a performing arts company so it is important for us to
know what people out there think and what they want to know. We also want them to know that there is more going on than just the
performances. We have a full time company and we want people to know about us.” Q

