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¢ Only one entrant may be involved in the design. No collaborations are permitted.

e Begin with a slate (entrant's names, troupe number, title of selection, and name of the composer and lyricist.

e For a Theatre Marketing entry, the Thespian must prepare and present a marketing campaign for a production
of a published theatrical work. Designs for performances of original works, poetry, fiction, screenplays,
television, concerts, and /or any other medium are not permitted.

e itis strongly recommended that the Thespian was responsible for the actual publicity in a realized

production.

¢ The Thespian must prepare a five- to eight-minute (5-8-minute) presentation showcasing and summarizing
their work. The presentation should walk the adjudicators through the process of conceptualization,
collaboration, and design decision-making using the specific items listed under “Required Materials.”

¢ All entrants should dress in professional dress.

Troupes may enter fifteen (15) IEs in ANY combination, however each student can only enter one National Qualifying event.

Required Materials

1.The Thespian must prepare and present a marketing
campaign for a production of a published theatrical work.
2.Design statement no longer than one (1) page that includes
the unifying production esign concept and the theme of the
show and/or recurring motifs that appear in it.
3.Research, including:
a.Summary of given circumstances from the script that
apply to the marketing campaign design.
b.Functionality requirements in relation to the marketin
elements (e.g., digital signage displays, print specs, etc%.
c.Genre, locale, and setting of the play (or other
explanation of the world of the play).
d.Artistic and practical needs that impact the design.
e.Sources of inspiration for design and color palette (if
used).
4.Brief summary of the Thespian’s role in theatre marketing
and their responsibilities during the production (including
self and /or team’s responsibilities).
5.Production dates, number of performances, and price of
admission (if realized).
6.Marketing budget for the campaign and justification of
expenses. (Note: work will be adjudicated on creativity and
quality ofthe materials; not necessarily on how much money
was in the budget).
7.Details of the design concept’s development including
examples of collaboration with the creative and design
teams.
8.Final creative assets (e.g., posters, tickets, promotional
handouts, social media templates, etc.) that demonstrate
branding, promotional efforts, various modifications based
on specs/usage, and the Thespian’s ability to adapt to the
constraints of the licensing agency (e.g., billing requirements,
licensed logo usage, etc., as applicable). If non-original
material is used, sources must be cited, and receipts of
purchased materials must be included in the presentation of
the assets.

9.Distribution schedule and locations.

10.Press release.

11.If realized, the outcome of the production, includin
budget/cost analysis (income vs. money spent), noting
and free goods and services rendered such as copies,
printing, vendor donations, etc., and assigning a cost
value to those donated elements. (Note: Income may not
directly affect the marketing budget, but analysis work
that presents the marketing costs in relation to the full
production budget and revenue should be done.)

Technical Theater Presentation

Prompts

» What inspired your design concept,
and how does it su;))port the story or
theme of the piece?

* How did you approach the research

rocess for this design?

e What challenges did you face during
your design process, and how did you
overcome them?

e How does your design reflect or
enhance the emotional tone or
atmosphere of the piece?

e What materials, tools, or techniques

did you use, and why did you choose

them?

e If you were to revise or expand this
design, what would you do differently
and why?
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DESIGN INTERPRETATION RESEARCH

JUSTIFICATION

EXECUTION

Comprehensive and
detailed research
evidence addresses the
artistic and practical
needs of the production
and target market and
illuminates the unifying
production concept..

Design choices and
campaign elements
powerfully enhance and
communicate the mood,
style, period, locale, and
genre of the script.

Comprehensive examples
justify the creative
decisions, illuminating
the connection between
the marketing campaign,
the budget, and the
production concept.

Marketing campaign is
innovative and realizable
with exceptionally clear
and focused goals
featuring a carefully
targeted distribution
strategy.

RATINGS 4 - Superior

(Score of 20-18)

Detailed research
addresses the artistic and
practical needs of the
production and the target
marketing and correlates
to the unifying
production concept.

Design choices and
campaign elements
communicate the mood,
style, period, locale, and
genre of the script.

Examples justify the
creative decisions and
connect the marketing
campaign, the budget,
and the production
concept.

Marketing campaign is
realizable with practical
goals and planned
distribution strategy.

3 -Excellent
(Score of 17-13)

Some research addresses
the artistic and practical
needs of the production
and the target market and
correlates to the unifying
production concept.

Design choices and
campaign elements
somewhat communicate
the mood, style, period,
locale, and genre of the
script.

Partial explanations with
some examples somewhat
connect the creative
decisions, the marketing
campaign, the budget,
and the production
concept.

Marketing campaign is
mostly realizable with a
planned distribution
strategy.

2 - Good
(Score of 12-8)

and | will be presenting marketing

written by/ music/lyrics/composed by

1 (Fair)

Does not explain an
executed design, creative
decisions, unifying
concept, and process.

Little or no evidence of
research which addresses
the artistic and practical
needs of the production
and the target market.

Design ad campaign
choices lack choices that
communicate the mood,
style, period, locale, and
genre of the script.

Limited explanations and
a few examples fail to
make the connection to
the creative decisions,
marketing campaign, the
budget and production
concept.

Marketing campaign seems
impractical and /or
disorganized without a
clear distribution strategy.

1-Fair
(Score of 7-5)

o Theatre I. 1F, 11G, L1H, 1.3A, 1.3C, 1.3D, 1.4A, 1.4B, 1.5B, L.5G Theatre II. 1F, I1.3B, 11.3C, I1.3D, I1.3E, I1.4A, IL5B,
S 11.5C, IL5D Theatre IIL 1F, [IL3A, 11L.3B, 111.3D, II1.3E, [IL4A, IIL5B, 1IL5F, [IL5H Theatre IV. 1E, IV.1F, IV.3A, IV.3D,
= IV.3F, IV.4A, IV.5B, IV.5F, IV.5H
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