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CREATIVE
ADVENTURE
The Old Vic, London’s independent not-for-profit theatre
and a world leader in creativity and artistic innovation,
celebrates its bicentenary in May 2018.
Today, Artistic Director Matthew Warchus is building on 200 years
of creative adventure by producing critically acclaimed productions,
investing in the talent of the future, and providing diverse and
invaluable educational and community engagement programmes
for people from all walks of life.
Whether you are seeking an iconic stage for memorable client
experiences, powerful brand alignment with a beacon of British
culture, connection with The Old Vic’s discerning audience,
or involvement of your staff in meaningful ways, The Old Vic’s
unique offering and personal approach is sure to inspire and
deliver during its landmark 200th anniversary year and beyond.

‘It’s essential to recognise that the illustrious
history of this building is also characterised by
mischief, populism, sometimes breath-taking
boldness and risk. The Old Vic is important not
just because of what it’s been but because
of what it can be — now and in the future’
Matthew Warchus, Artistic Director
Daniel Radcliffe and Joshua McGuire in
Rosencrantz & Guildenstern Are Dead
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ENTREPRENEURIAL
SPIRIT
Innovative in both artistic ambition and financial
sustainability, The Old Vic is one of the only theatres
in London of such size, scale and international reputation
to receive no regular government subsidy, and instead,
to pioneer a model for self-sufficiency.
As a registered charity with a £3.6 million annual fundraising target,
we rely on partnerships with similarly forward-thinking, visionary
corporate supporters to keep The Old Vic open and thriving.

‘The Old Vic’s contribution to London’s
rich cultural life is huge. Its innovative,
brilliant productions, extensive education
work and investment in the theatrical
stars of the future are at the heart of
this independent theatre’s mission.
It exists to lift us out of the everyday
and entertain us throughout the year.
As Mayor, I urge you all to support and
sustain this brilliant theatre’
Sadiq Khan, Mayor of London
Rhys Ifans in A Christmas Carol
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TELL YOUR
BRAND STORY
ON OUR STAGE
Reaffirm your brand values by becoming synonymous with
The Old Vic’s quintessentially British spirit, our reputation
for artistic excellence, our rich heritage and trailblazing
spirit, and our long-standing social conscience.
Support of one of London’s most vibrant theatres which operates
as a registered charity would enhance your corporate credibility
by positioning your brand as a crucial supporter of the arts and
the community.
Partnering with The Old Vic as we celebrate 200 years as an
internationally renowned artistic powerhouse offers a unique
and creative stage on which to tell your brand’s story to those
that matter to you most; your clients, stakeholders, staff and
The Old Vic audience.

‘We are absolutely delighted to be
continuing the partnership…it’s been
far beyond what we ever hoped so
thank you for making it so successful.
It’s been a real game-changer for us
here in the UK and beyond’
Managing Director, Head of Brand and Marketing,
Europe and Asia-Pacific RBC Capital Markets
The Old Vic’s legendary stage
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RAISE YOUR
PROFILE

UNTIL 07 OCT
TICKETS FROM £12

Alignment with our leading British cultural institution is incredibly powerful.
Each of The Old Vic’s production PR and marketing campaigns have huge reach
across print, outdoor and online/social media advertising:

‘An instant classic’
The Times

A typical PR and marketing campaign produced by The Old Vic includes:
‘Magnificent’

61m+

20m+

PR Campaign Reach

Outdoor Reach

£2.8m

4m+

Advertising Value Equivalency

Social Media Reach

9m+

90m+

Print Campaign Reach

Overall Campaign Reach

Evening Standard

‘Astonishing’
The Guardian

‘Piercingly beautiful’
The Independent

‘Exceptional’
The Observer

GIRL FROM
THE NORTH
COUNTRY
WRITTEN & DIRECTED BY

CONOR McPHERSON
MUSIC & LYRICS BY

BOB DYLAN
SUPPORTED BY
THE AMERICAN ASSOCIATES
OF THE OLD VIC

PHOTO: MANUEL HARLAN
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MEMORABLE
CLIENT
EXPERIENCES
Leave a lasting impression whilst you forge and nurture
long-term client relationships through our incomparable
entertaining experiences.
From stunning dinners on The Old Vic stage joined by the cast
after a performance, to receptions in the legendary Rehearsal
Room with a welcome from a member of the creative team, we can
provide exclusive opportunities for VIP clients and customers,
offering differentiation and distinction from your competitors.

The Duchess of Malfi
onstage dinner reception with cast

‘Thanks for a great evening last
night. My guests loved it — as
they left they told me it was the
best corporate entertainment
they had experienced…As you
know, the nature of our client
base requires a ‘money can’t
buy’ experience — not easy.
Last night was exactly that’
Group Head of Communications,
Kleinwort Hambros

PHOTO: Alexander Newton
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COMPANY-WIDE
STAFF ENGAGEMENT
Become an employer of choice through innovative staff
engagement opportunities for the whole business.
Opportunities include practical ‘soft skills’ training courses,
behind-the-scenes insight and priority access, designed to
enhance employee loyalty and talent retention.

‘The quality of the training, the expertise
of the specialists, and the entire
experience was outstanding’
PwC participant

Practical training workshop hosted in the
inspiring surroundings of The Old Vic
PHOTO: Dan Tucker
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CONNECT WITH
OUR CORPORATE
PARTNERS AND
DONORS
Stand alongside leaders from
the worlds of business and
philanthropy and network with
fellow supporters at corporate
and individual donor events.
Each year we welcome over 300,000
people through our doors. A core
contingent of our loyal audience is
formed of long-standing corporate
supporters and individual donors.
We work with over 30 corporate
businesses from a variety of sectors
from £7.5k annual memberships to
£1mil+ multi-year partnerships.

300,000
people come through our doors each year

2,000
‘lower level’ members giving
£35–£500 p.a.

200
‘higher level’ donors donating
£1,500–£25,000+ p.a.
Additionally we have a network
of major philanthropists who
support bespoke programmes
and targeted campaigns with
donations of

£200k+
Onstage standing reception during
Rosencrantz & Guildenstern Are Dead
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SPEAK TO OUR
AUDIENCES
Encourage a deeper and more positive emotional connection with your brand
amongst culturally engaged audiences by supporting a theatre they believe
to be indispensable.
Working with Morris Hargreaves McIntyre, the largest cultural strategy and research
agency in the UK, who applied Cultural Segments analysis, the international standard
segmentation system for arts, culture and heritage organisations, we know Stimulation
and Essence are the two dominant groups within our audience.

STIMULATION
INDIVIDUALS

ESSENCE
INDIVIDUALS

— A
 ctive, experimental, innovative,
at the cutting edge wanting to
stand out from the crowd
— Attracted to unusual, spectacular
and experiential cultural events
— Live life to the full and open to
a wide range of experiences from
culture to sports and music

— D
 iscerning, spontaneous,
independent, sophisticated
— Well-educated professionals
and cultural consumers
— Confident and discerning in
their own tastes
— View culture as an essential source
of self-fulfilment and challenge,
a means for experiencing life

Both our segments have higher than average equity in The Old Vic brand and have
a close relationship to our specific theatre, driven by their trust in our reputation and
a desire to support what The Old Vic stands for.
This close and positive connection with our audience enables us to develop deeper,
more meaningful relationships with them, and offers powerful brand alignment and
association opportunities for our corporate partners.

89%

of our surveyed audience believes
The Old Vic is essential to the
London theatre scene (2017)
The Old Vic’s stunning 1,000 seat auditorium
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OPPORTUNITIES
AND RETURN
Businesses and brands can engage with The Old Vic across multiple
partnership platforms.
Partnership opportunities include:
——
——
——
——
——
——

Production sponsorship
Annual corporate membership
Digital activation
Gala sponsorship
Support of Voices Off, The Old Vic’s inspiring talk series
Enabling our award-winning education and emerging talent programmes

Partnerships can range from one-off event sponsorships to multi-year collaborations.
Most importantly, we specialise in bespoke partnerships tailored to our partners’ needs.
We would welcome the opportunity to work with you to tailor a partnership to meet
your specific business objectives and to drive superb ROI back to your business
at this extraordinary time in The Old Vic’s history.

PARTNERSHIPS
FROM £7,500
PLUS VAT

‘To me, the Old Vic has a crackle of magic in
every fibre of the building. Not only is it a great
privilege to work on the hallowed stage that has
seen some of the greatest performances ever
given in the last 200 years, but equally thrilling
to watch it grow and change with the times’
Freddie Fox, Actor
The company in Girl from the North Country
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JOIN IN
Be part of London’s cultural history so that we can continue to
realise our bold vision for the future and deliver superb return
back to your business.
For further information please contact us using the
details below:
Olivia Highland
Head of Corporate Development
T 020 7981 0973
E olivia.highland@oldvictheatre.com
Lorraine Stevens
Senior Corporate Development Manager
T 020 7981 0943
E lorraine.stevens@oldvictheatre.com

The Old Vic
The Cut, London SE1 8NB
+44 (0) 20 7928 2651
oldvictheatre.com
The Old Vic Theatre Trust 2000 Charity No. 1072590
The Old Vic Endowment Trust Charity No. 1147946
All photos by Manuel Harlan unless otherwise stated
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