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O
ne of the pleasures about working in a 
communications agency is the variety of live 
theatre I get to work on. However, agency 
work can be very transient – working from one 
show to another and alongside a variety of 

clients for definitive periods of time. In contrast my work 
with Talawa Theatre Company is very unique. Founded 
in 1986, Talawa was created in direct response to the lack 
of creative opportunities for actors from minority ethnic 
backgrounds. Since then, Talawa has grown to become one 
of the country’s most successful Black theatre companies.

I have worked with Talawa for two years and 
representing an entire company presents a new style of PR 
compared to show-by-show campaigns. Working closely 
with Artistic Director; Michael Buffong, and the creative 
team we have devised a long-term PR strategy that 
embraces Michael’s vision to make the company ‘the go to 
reference for Black work in the UK’. To reflect this ambition 
we have worked closely to reconnect with the mainstream 
arts press to bring more traditional audiences to their 
work. Talawa in the past has been excellent at forming 
relationships with the Black, Asian and Minority Ethnic 
(BAME) community, but they wanted black voices to be 
heard by a much larger audience. Often this can be done 
through traditional production campaigns – interviews 
and preview and reviews of Talawa’s work, but beyond this 
I wanted the company to join a wider debate about black 
theatre and connect with national arts writers in non-
traditional ways.

News stories, features, and opinion pieces concerning 
BAME representation in the press were key opportunities 
for Talawa to join in an on-going conversation. By spotting 
these pieces in the news, networking with the journalists 
writing about these issues (in both print, online and on 
social media) we have created a platform for Talawa to 
engage with the mainstream press in a new way.

This has meant working closely with Talawa in order to 
prepare them to interact with breaking news stories as 
they happen. This has been done in a number of ways: 
1) training write responses at short notice (letters to 
editors, think pieces etc.), 2) providing media training 
for spokespeople, 3) adopting a social media strategy to 
encourage debate and 4) encouraging Talawa to become 
more news conscious and respond to the issues they feel 
most passionate about. 

Working with Talawa has taught me to think a lot more 
widely about PR and spotting new ways of interacting with 
the press. Together we have strengthened the company’s 
presence in the mainstream press and continue to think of 
new ways to engage with journalists.  

Embracing a vision
James Lever has been working with Talawa to strengthen their presence 
in the mainstream press
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