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Abstract 

One of the most challenging problems for the theatre has been 

dwindling audiences to theatrical productions and so the 

exploration of new ways of marketing the theatre has become 

imperative. Several propositions have been conjectured to explain 

the slump or decline in audience attendances of theatrical events in 

Nigeria. These include poor infrastructure, poor theatre facilities, 

absence of regulatory standards and trained managers as well as the 

growing competition from other more accessible and less expensive 

forms of entertainment like home videos, cinema, traditional festival 

etc. However, it is the job of the theatre manager to get the finished 

product to the audience by arts marketing strategies. This study 

examines social media marketing and its potentials in Nigeria, 

using the University of Port Harcourt Arts Theatre (The Crab) and 

University of Uyo Little Playhouse Theatre as case studies. The 
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study focuses primarily on the state of social media usage by these 

theatres. It employed the case study and content analysis research 

approaches of the qualitative method. The findings revealed social 

media as essential tool for business advertisement, entertainment 

adverts and publicity which the theatre needs to explore.  It also 

observed that the lack of understanding is an impediment to effective 

social media marketing. The study therefore recommends that 

Nigerian theatres should have social media managers who have an 

in depth understanding of this media and have allocated budget and 

well laid out strategies to gain organic followers and build viral 

campaigns via social media platforms, which will in turn generate 

funds for the theatre. 

Keywords: Social Media, Theatre, Marketing, Potentials, Profitability 

 The mind is the sanctuary of creativity, and the joy of creation is in 

appreciation. Man`s creative faculty needs appreciation and a constant flow 

of patronage to keep the craft alive, and this is the principle that the theatre 

operates on. However, the need to keep its patronage provokes an 

immeasurable thrust of experimentation across frontiers of communication 

media, making contact for theatrical productions and generating income of 

such experimentation in the theatre medium. The theatre can be seen as a 

collaborative art that comprises diverse components or elements. These 

components are often synergized to produce a theatre performance 

(Nwamuo, 2003, p.25). In order to achieve this, great deals of artistic and 

administrative interactions are carried out. The process begins with the 

playwright, who creates the blue print (script, skit, performance idea etc.) 

of the would-be theatre production.  

 According to Betiang (2001, p.18) the blue print, be it formal or 

informal script, documented or improvised ideas, is considered dead until 

it is given life (i.e. performed) on stage. This implies that other elements 
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such as place or performance venue (which could be a theatre building, 

village square, market, found space etc.); performers (actors, dancers, 

comedians, jugglers etc.) as well as other artists (director, choreographer, 

designers - costume, make-up, light, sound-and so on) are brought together 

in an ensemble to create an aesthetically and psychologically pleasing 

performance for the audience. In other words, the complexities of the script 

or idea is expressly harnessed, extricated, coordinated via the skills and 

ingenuity of different artists to communicate salient meanings to the 

audience or perceivers of the experience. As a business, the administrative, 

technical and artistic experience of the theatre is specifically packaged to 

appeal, entertain, exhort, inform, educate, communicate and/or engender 

different layers or levels of discussions or interactions with and among its 

audiences. The whole theatre enterprise could collapse if there are no 

audiences at theatrical events. This implies that the audience occupies a 

prominent position in theatrical production. However, the lack of 

audiences, for whatever reasons, at theatrical events is considered 

anathematic to its existence. This has become a major threat facing the 

theatre in Nigeria. 

Essien explains that before now, the theatre in Nigeria had hitherto 

enjoyed a boom - robust growth and patronage especially between the 

1960s and 1970s. There was an appealing theatre-going culture which had 

motivated Nigerians to go to the theatre with their families for relaxation. 

During this time, the theatre featured prominently in political programmes 

particularly, in the fights for independence. Hence, it survived the hazards 

of the Nigerian civil war and attained remarkable growth by the close of 

the 70’s (2015, p.8). This dynamic growth was spear-headed by the likes of 

Hubert Ogunde, Kola Ogunmola and Duro Ladipo for theatre in Yoruba 

while Wole Soyinka, Ola Rotimi, Sunny Ekwere and others led 

developments for theatre in English (Amodu, 2005, p.59). However, the 

theatre experienced a crisis of patronage in the late 1980s with the 

emergence of television drama and later films. 
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Apparently, several propositions have been conjectured to explain 

the slump or decline in audience attendances of theatrical events in Nigeria. 

These include poor infrastructure, poor theatre facilities, absence of 

regulatory standards and trained managers as well as the growing 

competition from other more accessible and less expensive forms of 

entertainment like home videos, cinema traditional festival and Pentecostal 

fellowship crusade (Awodiya, 2006, p.16.) It is the job of the theatre 

manager to get the finished product to the audience by arts marketing. 

Ododo and Fosudo (2014, p.19) believe that theatrical performances should 

be treated as products and marketed as such and theatre managers should 

not focus only on the management part of their job as is mostly the case. 

The need for a marketing plan and strategy is place as key to the marketing 

of the theatre because without it they might as well be blinking in the dark. 

Ododo and Fosudo also opine thus: 

The product must be brought to the attention of the public 

with the need for the consumption and relevance stressed in 

such a way that a client sees the need for him to purchase the 

product. Without adequate publicity of the product, the 

organization which has fashioned the product is blinking in 

the dark with nobody aware of what it is doing and therefore 

cannot patronize the product. It is therefore the business of 

the theatre manager and his publicity team to develop 

strategic marketing systems which will deliver the product to 

the target audience and beyond (2014, p.19). 

 

This study examines social media marketing and its potentials in 

Nigeria, using the University of Port Harcourt Arts Theatre (The 

Crab) and University of Uyo Little Playhouse Theatre as case studies. 

The study focuses primarily on state of social media usage by these 

theatres. 
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The Concept of Theatre 

Theatre as a word refers to a building meant for the performance of plays, 

the reenactment of human experience by actors before an audience, as well 

the shared experience between the performers and the audience in the 

process of this reenactment. Adedeji (1979, p.8) in his conception of theatre 

as a discipline, also describes it as a composite art, whose resources include 

the use of the mind, body and voice in expressions that communicate with 

the audience. While it relates to all other arts by reaching out and unifying 

them dynamically, it serves as a crucible of language, literature, 

philosophy, religion, politics and management, while for performance it 

presses science and technology into service. For Nwamuo , it is a 

demonstration; an imitation of any action by anyone as a group of people 

at a particular place and moment in time, with or without makeup, 

costumes, rehearsal or improvisation before an audience gathered for 

interest, to share and celebrate. At times, the joy and celebration may lead 

to clapping, deep emotional feeling and responses, intellectual stimulation, 

purgation and the appreciation of the human artistic excellence (1984,p.40). 

In a more embracing description, Nwamuo observes that today, the term 

theatre has come to include the motion picture of the cinema, the television, 

the radio, the video, multimedia productions as well as that of the stage 

with its minority audiences (2006,pp.52-53).  

Ejiofor (2007, p.4) holds that theatre and drama actually began with the 

earliest man’s antics at imitating animals around campfires, in a bid to 

increase his hunting game and ensure survival in what has come down to 

us today as sympathetic magic . And in course of this game, he developed 

a form of undisguised imitation of his environment where he performed 

dances, sang, made music, and even used masks in rituals. From the 

foregoing, theatre can be said to have originated from the ritualistic 

practices of man. Later, as development ensued, these rituals began to lose 

their religious significance and roles; taking on secular functions. Theatre 

has served a number of functions; first, it served as a form religious activity, 

especially during the classical era, where the Greeks employed theatre in 
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their worship of Dionysus; the Greek god of wine and fertility. Theatre, as 

a performance has been used for education, information and entertainment. 

According to Robert Cohen (2000), theatre is a performance which entails a 

series of actions by actors for the ultimate benefit of the audience (p.21). 

 

Social Media Marketing 

In today’s technology driven world, social networking sites or social 

media have become an avenue where retailers can extend their marketing 

campaigns to a wider range of consumers. The emerging process of using 

social media as a marketing tool is generally referred to as social media 

marketing (Paquette, 2013, p.11). Chi (2011, p.46) defines social media 

marketing as a “connection between brands and consumers, [while] 

offering a personal channel and currency for user centered networking and 

social interaction.” 

Paquette (2013) assert that the tools and approaches for 

communicating with customers have changed greatly with the emergence 

of social media; therefore, businesses must learn how to use social media in 

a way that is consistent with their business plan. This is especially true for 

companies striving to gain a competitive advantage. As a phenomenon has 

only developed within the last decade, social media marketing research has 

largely focused on (1) defining what it is through the explanation of new 

terminology and concepts that makeup its foundations, and (2) exploring 

the impact of a company’s integration of social media on consumer 

behaviour. A brief but vivid explanation of terminology that defines social 

media marketing, followed by a discussion of the four main themes found 

within current research studies: Virtual Brand Communities, Consumers 

Attitudes and Motives, User Generated Content, and Viral Advertising; 

would considered first and foremost before a detailed contextual review of 

its application and usefulness in creative arts/theatre marketing (Mangold 

& Faulds, 2009). 

Although social media marketing is a well-researched topic, it has 

only been studied through experimental and theoretical research; studies 
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never precisely describe the benefits retailers gain from this marketing 

tactic. Paquette (2013) explain that in reviewing the rich plethora of multi-

disciplinary literature existing in this study area, it is has become clear that 

studies are focusing on describing what social media marketing is as well 

as examining what factors affect consumer behavior relative to social 

networking. Despite the initial progress made by researchers, development 

in this area of study has been limited. Thus, Paquette (2013) contends that 

research needs to expand by providing a deeper understanding of the long-

term promotional gains service retailers obtain from social media 

marketing. More formalized studies are also needed to progress beyond 

theorized or predicted outcomes in order to gain knowledge of real life 

applications. This review of literature touches upon the gaps that currently 

exist within social media marketing research and points out the need for 

future studies to explore the benefits gained by marketing on social 

networking sites, especially for theatre organizations or companies. 

In recent times, Social media has advanced from simply providing a 

platform for individuals to stay in touch with their family, colleagues and 

friends. Now it is a place where consumers can learn more about their 

favorite companies and the products they sell. Marketers and retailers are 

utilizing these sites as another way to reach consumers and provide a new 

way to shop. Shankar et al. (2011, p.30) adds that “Technology related 

developments such as the rise of powerful search engines, advanced mobile 

devices and interfaces, peer-to-peer communication vehicles, and online 

social networks have extended marketers’ ability to reach shoppers through 

new touch points”. 

 

Social Media and Theatre Marketing 

Marketing: As a business term, marketing is one of the most controversial 

in terms of definition and applicability (Areo, 2014, p.12). Many business 

organizations were, until recently, hesitant or frowned at the idea of 

applying marketing to their business. However, marketing has become 

pervasive and fundamental to modern societies (Murray & Odris, 1996, 
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p.43). The Chartered Institute of Marketing in Palmer (1998) defines 

marketing as “the management process which identifies, anticipates and 

supplies customer requirements efficiently and profitably”. While this 

definition recognizes and lays emphasis on service delivery as a business 

that rewards through payment of money, other definitions emphasize the 

satisfaction of customer needs (Areo, 2014). For instance, Kotler, 

Armstrong, Saunder and Wong (1999) assert that marketing, more than any 

other business function, deals with customers and that creating customer 

value and satisfaction is at the heart of modern marketing thinking and 

practice. Wilcox (2012, p. 17) defines marketing as consisting of “dynamic 

activities that focus on the customer to generate profitable exchange”. 

Agbonifoh (1995, p. 6) sees marketing as the “performance of business 

activities which direct the flow of business and services to the consumer”. 

Alternatively, Bovee and Mercer (1996) sees marketing as a “process of 

developing and exchanging ideas, goods, and services that satisfy customer 

and organizational needs, using the principle of pricing, promotion and 

distribution”. Kotler’s (1997) explain that marketing is a social and 

managerial process by which individuals and groups obtain what they 

need and want through creating and exchanging products and values with 

each other. Wright (1999, p. 13) describe it as a management process that is 

involved in identifying, anticipating, satisfying customer needs and wants 

through the efficient and effective use of the company’s resources”. 

According to Lamb, Hair and McDaniel (2000, p. 20), marketing 

encompasses all those activities that facilitate the exchange between parties. 

The activities include a product idea or service conception and its pricing, 

promotion and distribution.  

From the plethora of definitions highlighted above, it is glaring that 

marketing is a complex subject which covers a multitude of economic and 

social activities that is founded on a simple philosophy of mutually 

satisfying (commercial) exchange relationships. Ododo and Hassan (2014, 

p. 219) opine that all marketing efforts or activities are directed at the 

customer. This, essentially, buttresses the popular axiom that the ‘customer 
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is king’ in the market place. This proposition or assumption is not far-

fetched especially when considered in the context of arts and theatre 

marketing.  

 

Online Theatre Marketing: According to Nwamuo (2007, p. 28), arts or 

theatre marketing is a “dynamic activity which focuses attention on the 

satisfaction of audiences and consumers in relation to their education and 

cultural needs”. Ekweariri (2014, p. 96) adds that marketing in the context 

of theatre means the processes for creating, communicating, delivering and 

exchanging goods and services which have value for customers, clients, 

partners and society at large”. The import of Ekweariri’s (2014) contextual 

definition is instructive because the theatre is seen as a serious business by 

practitioners. Theatre is regarded as a business whose underlying aim is to 

generate enough box office with which to pay actors and sustain the 

showman (Ekweariri 2014). Essien and Oqua (2008, p. 1) in support of the 

above view explain that “the objective of theatre establishments as business 

concerns remain predominantly to cover costs and make profits”.  

Ekweariri (2014) is of view that theatrical productions are conceived, 

rehearsed, packaged and presented for audience members whose continual 

patronage assures the survival of the theatre Audience members’ patronage 

is critical and fundamental in theatre business because the audience is the 

centerpiece of every theatre production. In this sense, therefore, it could be 

asserted, and rightly so, that the theatre is predominantly saddled with the 

responsibility of producing artistic goods and services which are marketed 

to the audience (Apeh, 2011, p. 144).While economists and industrialists, 

who hold the view that a product of market value must be concrete, tangible 

and needs-motivated, may cringe at the idea of business in the theatre. 

Fosudo (2014, p. 24) contends that theatre is validly an idea, which can be 

packaged and transformed into valuable services to be offered or provided 

to satisfy the needs of a segment if the consuming public. Hence, according 

to Hill et al (1998, p. 107), the business activity of a theatre company could 

be viewed in terms of physical productions, which could as well be referred 
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to as “central experience”, or they could be additional or auxiliary services 

which may include rental of space and other company equipment such as 

lights, sound system, as well as catering, audio and video recordings, which 

could be described as “extended experience”. 

Though the theatre is predominantly categorized as a service 

industry, Bentley (2000) in Fosudo (2014) agreed with Cannon’s (1997, p. 

213) explanation that “some service industries are actually closer to the 

product model than others” to extrapolate the potentials of theatre as a 

product. According to him, theatre presents itself at the idea stage in the 

character of ‘Art’ or ‘Art commodity’, usually seeking support and funding; 

but when it is fully rehearsed and ready to be advertised for consumption 

or patronage, it transforms into a product or ‘Commodity’ or ‘Commodity 

Art’. This unique “service-product” attribute of theatre is what makes 

theatre marketing particularly interesting and different. This is so because 

as a service, theatre shares certain characteristics with the likes of tourism 

and transports which products such as soap, wristwatch etc. lack (Fosudo, 

2014). These characteristics have classified into the following: intangibility, 

inseparability, heterogeneity/variability, and perish ability (Bateson 1989, 

p. 89; Evans & Berman 1992, 246) as well as lack of ownership (Cannon, 

1997, p. 213) and high customer contact (Pride &Ferrel, 1995, p. 352). 

 

Intangibility: As a service characteristic, intangibility underscores 

the fact that services are experiences rather than objects. Hence, unlike 

physical products which can be handled and owned, a service cannot be 

touched, smelled, tasted or taken apart for examination (Fosudo 2014). In 

terms of theatre, this implies that a potential customer cannot inspect a 

theatrical performance before purchasing a ticket in the same manner s/he 

could, say, inspect or eve test-drives a car before purchase. Cannon (1997) 

contributes that when purchasing a new television set, the service in the 

shop may be terrible and the staff unpleasant but the product itself can 

compensate for that, whereas the same does not apply for a catering service 

as the facilities of the restaurant, the attitude of the staff and the quality of 
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cooking combine to determine the extent to which the customer rate what 

is offered. However, Hill et al (1998) believe that the problem of intangibility 

in online theatre marketing can be made into an opportunity. This is 

because of what they see as potentials for retailing ancillary products which 

have value from their relationship to the main offering. These ancillary 

products such as theatre programs, posters, audio and video recordings, 

books and memorabilia are what Evans and Berman (1992, p. 639) described 

as “peripheral” products which can be used to complement “core” services.  

 

Inseparability: Cannon (1997) opine that in the service industry, 

production of service and consumption occur at the same time whereas 

products or concrete goods are bought and used by their consumers within 

a range of time different from the manufacturing time. In the theatre, the 

same time a play i.e. production or performance is staged is the same it is 

being watched or consumed by the audience. Cannon (1997) explain that 

this limits the scope to which dealers, distributors or agents can be 

effectively used and place considerable emphasis on the skill and attitude 

of marketers. 

 

Heterogeneity/Variability: According to Kotler (1997, p. 265), service 

variability implies that the quality of service depends on who provides 

them, as well as when, where and how they are provided. In the theatre, for 

instance, no two performances can ever be the same. Ododo and Hassan 

(2014, p. 228) explain that a drama show can be presented at two venues 

can vary because of the conveniences attached to each of them. As such, 

there is the likelihood that one venue can be more comfortable than the 

other, yet the same drama content is presented. Fosudo (2014, p. 26) also 

contended that even for an art object which does not involve performance, 

the experience of its value varies depending on the people appreciating it 

in different occasions. Thus, variability is predicated on the fact that the 

service sector is a people business and people are notably different in 
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character, taste and desires. Therefore, the varieties underlying the arts 

need to be constant in the market (Fosudo, 2014). 

 

Perish ability: Fosudo (2014, p. 27) notes that the perish ability of services 

is not a problem when demand is steady but as demands fluctuates, service 

firms often encounter difficulties. Perish ability implies that services cannot 

be stored for later sale or use. A physical product may still maintain its 

potent nature after storage, but a service would have been altered. For 

instance, a creative drama show cannot be stored and re-presented later. 

The play may be re-presented but the manner can never be the same. The 

empty seats at slack times of a theatre service cannot be stored for later use 

during peak periods. In like manner, unsold tickets for a performance on a 

particular date are lost forever as income opportunities, even though the 

organization will have borne the full cost of preparing for the show and 

providing service.  

 

Lack of Ownership: According to Ododo and Hassan (2014, p. 228) lack of 

ownership simply refers to the fact that services cannot be owned. Cannon 

(1997,p. 213) maintains that access to or use of a facility in the service 

industry does not mean that the customer obtains ownership of it. For 

instance, when customers buy physical products (goods) such as cars and 

computers, they actually own the products and may decide to sell them off 

when they no longer wish to have them. In contrast, service products lack 

the quality of ownership. A holiday is experienced and hopefully enjoyed, 

but after the event, it remains ephemeral, unlike a handy product. A theatre 

presentation may be enjoyed by the customer (i.e. audience), but that 

presentation (i.e. service) cannot be owned by the audience. Also, the hotel 

room and a car can only be hired for a period but possession ultimately 

reverts to the firm offering the service. Art works and intellectual properties 

maybe paid for and taken home, however, the rights of ownership usually 

still remains the artist’s. 
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High Customer Contact: It is accepted the world over that people are at the 

center of any business, providing the direction and motivation behind its 

development and success (Fosudo 2014). The people dimension is crucial 

and greater in service industries mainly because of the lack of a tangible 

product offering. Fosudo (2014, p.28) explains that in the marketing of 

concrete goods and product-oriented business, “there is a tangible core 

around which the offering can be developed. The physical reality of the 

product, for instance, provides a simple but powerful base on which to 

build the business description”. However, customers in the service 

industries define the organization in terms of the ways in which the 

personnel behave or respond to them. For instance, the uninterested or 

hostile waiter defines could define the restaurant; the unfriendly or 

discourteous box office staff or ticket-taker could define the theatre 

organization; but employees who are truly pro-customer deliver 

consistently good service and that service can be used to build special 

bonds with customers. Kotler and Armstrong (1997,p. 206) also assert that 

“successful service companies usually focus their attention in both their 

customers and their employees because making profits and achieving 

growth goals begins with taking care of those who take care of customers”. 

As such, it behooves on service firms to effectively train and motivate their 

customer contact employees and all the supporting service people to work 

as a team to provide customer satisfaction. This has led to the emergence of 

a perspective which considers marketing in the arts or theater marketing as 

basically “relationship marketing” (Fosudo, 2014). Thus instead of limiting 

theatre marketing  to tactical selling or promotional activity in order to 

maintain or increase pattern of purchase, the focus of theatre marketing in 

this context is rather directed towards forming and making long-term 

relationship with customers as such relationships are not only essential to 

the financial security of theatre organizations; but also their mission 

(Fosudo, 2014). Smith (2001,p. 471) underscores the importance of this 

perspective of marketing in his assertion that by “building relationships 

with their customers, some organizations are able to record impressive 
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sales and profits even when overall market demand is down and other 

organizations are doing poorly or even withdrawing from the market”. 

Therefore, in order to deliver high quality service, (theatre) marketers must 

endeavor to get everyone in the organization to be customer-oriented. 

 Consequent on the above characteristics of the service industry of 

which theatre is a microcosm, it therefore implies that theatre marketing 

must involve how improve publicity campaigns which will provide 

attention to the product, motivate people to actually come to the venue to 

be educated and entertained as well as provide them satisfaction of their 

educational and cultural appetite for the evening and for the money they 

have paid for such entertainment (Nwamuo, 2014). Critical to this process 

is the fact that the theatrical ‘product-service’ must be “well fashioned (i.e. 

of good quality), well packaged, advertised and delivered or presented to 

the satisfaction of the audience” (Nwamuo, 2014,p. 19). According to 

Nwamuo (2014), the marketing process entails this ‘product-service’ be 

brought to the attention of the public with the need for the consumption 

and relevance stressed in such a way that a client sees the need for him to 

purchase the product. As it is often asserted, without adequate publicity or 

the clientele becoming aware of the product-service, the organization which 

has fashioned it, is blinking in the dark, with nobody aware of what it is 

doing and therefore cannot patronize the product or service. 

Naturally, the task of marketing the theatre business is foisted on the 

theatre manager and his publicity team. One of their cardinal duties is to 

develop strategic marketing systems which will deliver the product-service 

to the target audience and beyond (Nwamuo, 2014; Fosudo, 2014). 

However, the theatre business must be designed to be market-oriented in 

terms of the proper utilization of marketing philosophy of 

audience/consumer satisfaction to target various audience segments, who 

could in turn, help advertise the organization and product they have seen 

and encourage others to come with them to another exciting experience of 

artistic education. It is in this perspective that Nwamuo (2014) stress that 

the whole marketing philosophy should be audience-oriented in the sense 
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that it should seek to promote what prospective and potential audiences 

want, what can motivate them to repeat their visit to the theatre or arts 

activity of the organization. As such, it is important for the theatre 

organization or company to maintain close contact with market trends so 

as to routinely analyze audience tastes, desires and preferences with a view 

to adding variety or introducing new styles and techniques of production 

that will appeal to the social levels of audiences. Therefore, the importance 

of marketing research in this regard cannot be overstated. Nwamuo (2014) 

assert that the marketing research unit can work in conjunction with the 

publicity and advertising sections to promote campaigns that will select the 

appropriate media for reaching target and prospective market, highlighting 

the major selling points of a particular product or production. More so, 

since the theatre is operating in a competitive entertainment market, it is 

equally important or essential that it keep itself a breasted of the activities 

and standards of competitors who provide alternative means of 

entertainment as this will enable it gain advantage over such competitors 

(Nwamuo, 2014). This is what Narver and Slater (1990) refer to as 

“Competitor Orientation” in Marketing Orientation Theory. 

The onus, therefore, is for theatre managers to seek and explore the 

available means through which they could gain competitive edge as well as 

deliver superior customer value through inter-functional coordination. In 

contemporary marketing landscape, this could be enhanced through the 

adoption of emergent technological systems. Digital technologies such as 

the social media have emerged recently as alternative media of 

communication and business marketing. The following sub-topics shall 

attempt a periscopic appraisal of the concepts associated with this trend of 

marketing as well as their usefulness and applicability in theatre/ arts 

marketing. 
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Social Media Marketing in the University of Port Harcourt Arts Theatre 

(The Crab) and University of Uyo Little Playhouse Theatre 

From the interviews conducted by the researcher with the Theatre and 

Social Media managers Mr. Sunday Tussi of the University of Uyo Little 

Playhouse and Mr. Obiora Philip of the Crab Theatre, University of Port 

Harcourt respectively, it was revealed that social media holds enormous 

potential benefits and could serve as a veritable tool for marketing theatrical 

productions as well as giving the theatre visibility on the world map. They 

shared the same view point on the role of social media as a marketing tool 

for the theatre. They both unanimously agreed to this fact by 

acknowledging that running or managing social media publicity for their 

respective theatres yields visible positive results but challenging in terms of 

the fact that there is no budgeting allocation and dedicated team they 

operate for this task and currently a one-man affair. They also acknowledge 

that the goal of their individual organization’s usage of social media was 

geared towards the promotion of theatrical events as well as an engagement 

tool where audience participation, from preproduction to post-production, 

is sought and encouraged; most notably by their feedback on theatrical 

events or productions. 

From both interviewees it was gathered by the interviewer 

(researcher) that both theatres though aware of the advantages and benefits 

of using social media as a marketing tool, have no strategies in place to 

implement it.  Mr. Obiora Philip of the Crab Theatre has opened various 

online platforms but he disclosed that he has found it difficult as he cannot 

manage it alone (P. Obiorah, personal communication, May 28, 2018). 

Marketing on social media is a time consuming process and content has to 

be updated strategically and regularly. Both interviewees agreed that they 

only post content of theatre when there is a particular event or production 

they need to promote or publicize and that it is pretty much a one person 

thing to interactive with their online community, they also have not built a 

steady rapport with Crab Theatre fan base. 
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Mr. Sunday Tussi observes that the University of Uyo theatre does 

not have a budget for social media marketing nor are they making money 

from their large followings (S. Tussi, personal communication, June 17, 

2018). Mr. Tussi’s position is similar to the situation in the University of Port 

Harcourt Arts Theatre. The university of Port Harcourt Crab face book page 

as revealed by Mr. Obiora Philip has over 2000 followers and that has a 

huge potential for not only advertising the theatre but generating revenue 

for it through strategic online marketing. The interviewees explained that 

theatre managers are both completely in charge of running these social 

media pages as they basically use their personal internet data and in their 

absence these pages would be dormant. Both social media theatre managers 

accepted that they know the huge potential that these platforms have but 

management does not seem to attach importance to it. They both advised 

that all theatre houses or organizations who currently do not have social 

media pages should open them as they effective ways of marketing and 

communicating with audience members to get feedback and build a 

community of potential audience members for productions. Though their 

attitude to marketing on Social media is significantly positive, the attitude 

of those in charge isn’t so, despite the advantage being enormous. This also 

confirms that that audience attitude to marketing on Social media is 

significant positive as confirmed by the social media theatre managers in 

both Uyo and Port Harcourt cities. 

Thus, one can concede the essentiality of social media as a tool for 

marketing theatrical productions. Though the theatres are gradually 

implementing social media marketing, the latter is still being treated 

erroneously as complimentary to other forms of marketing. The researcher 

is of the opinion that theatre houses must treat it as essential and focus more 

effort on building their brands online. The internet is the future and the way 

businesses are conducted is forever changing, its either you adapt or die. 

Theatres must take appropriate steps through the help of their theatre 

managers to develop sustainable strategies that would be advantageous to 
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the theatre in the long run. Social media marketing is a continuous process 

with enormous benefits not just a prop to be used sparingly. 

 

Conclusion 

 The operation of the theatre and film arts is usually based on a three-

plunge question: “what to produce,” “how to produce” and “whom to 

produce.” In relation to these three factors, the society and its upheaval 

provide material for the first question. What to produce comes from the 

interplay of man with his society; his strength, weakness, delight, phobias, 

fear and concomitant occurrence of social situations shape his will in deeds 

portending his rise and his fall. The second question, how to produce, the 

theatre is an innovative discipline that uses man and man`s property to 

portray man`s world. How to produce is now answered by the depth of 

thrust in professionalism of the discipline. Whom to produce seems to set 

the pace of relevance and irrelevance of the first two questions. It turns out 

that the audience is the most important part of the theatre. Their delights 

and phobias light up the tempos of theatre productions beginning from the 

vertex of the famous Greek tragedy of the noble birth, the medieval quest 

for the salvation of man`s soul, the sentimental witticism of the Restoration 

stage, the rise of the bourgeoisie and the scientific proofs of the tragedy of 

the common man, down to the do-as-you-sabi of today in Nigeria. Who to 

produce makes the need for research a priority at all times. 

 Following the importance and relevance of the audience to the 

theatre profession, the constant flux of their perception shapes the 

dimension of the entertainment thrust of their era. Without their patronage, 

the theatre may wither; man may decay, and the putrescence may set the 

doom of humanity. Against this backdrop, the audience`s taste, 

convenience and accessibility of theatre production at all times become the 

crux of concern in theatre management. In this era where globalization has 

made almost everyone to have identifiable claim to social media, theatre 

craft can also be handled within the digital command of the time. From this 

study, it is glaring that social media can function as an essential tool in 
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theatre marketing by not only serving as a promotional and advertorial 

platform with which to draw attention and traffic to theatrical events, but 

also serve as a medium of engagement through which the theatre 

organization could engage with its audience directly in real time and 

generate funds for to keep her going. The findings of this study revealed 

social media as essential tool for business advertisement, entertainment 

adverts and publicity which the theatre needs to explore to draw its patrons 

to the theatre.  It also observed that the lack of fund is an impediment to 

effective social media marketing. The study therefore recommends that 

Nigerian theatre should have social media managers who have an allocated 

budget and well laid out strategies to gain organic followers and build viral 

campaigns via social media platforms, which will help generate funds for 

the theatre.  
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