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And The Soul Shall Dance Marketing Proposal

Student’s Name

Institutional Affiliation

Promotion Strategy
I plan on getting the word out through posters. Colorful posters, with a well-depicted image of a woman suffering will be used. On the poster will be an offer for the early bird discount to get more people purchasing tickets to the theatre (Piercy, 2016). I will also invite a restaurant to come sell their coffee during the play to help me spread the news about the play. Lastly, I will hold raffle tickets on some radio shows because many women like listening to the radio while working.

Target Audience

My target audience would be women of the Japanese descent. This is because the play majorly focuses on the struggles that Japanese women- Hana, Kiyoko, and Masako experience in their foreign country, America. Women of the Japanese descent, both young and old would better understand the struggles of the women in the play than other audiences. Besides, their interest and concentration in the play would make them inform other women and the play will sell faster. As the area is flooded with many theatergoers, word of mouth will make more women flood in the theatre thus selling without a struggle. 

Marketing Materials and Design

The kind of marketing materials I anticipate are flyers which will be issued at bus terminals and market centers in the morning as people go to work. This is the most appropriate area and time to reach my target audience. I will also create a website where people can purchase their entry tickets online. For the flyer design, colored picture of a Japanese woman undergoing struggle shall be used alongside the title of the play. The venue, how to obtain a ticket and the prices plus offers shall be indicated in this flyer. A variety of colors, each detail with a unique color shall be used to attract customers. All these details shall also be indicated on the website. 
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