
T
he King’s Theatre is quite regularly the first stop 
on the Scottish leg of a high profile UK tour so 
needless to say, with these productions, comes 
the expectation of a similarly high profile PR 
launch. However, as a Press Officer the phrase 

‘the title is the star of the show’ is sometimes enough to 
bring blood to your eyes especially when the title is quite 
literally your only hook and you are launching 14 months 
ahead of its actual arrival.

In February, with only the name of the show and its 
transatlantic success fanning the flames of its continued 
popularity, we launched the Scottish date for WiCkeD! 
And yes, it’s a BIG title but let’s not make the fatal error 
of assuming that just because you think everyone should 
have heard of it that everyone has heard of it. 

The resulting PR launch strategy was to initiate a 
different approach to the regular press launches simply 
based on the fact that we, at this stage don’t have anything 
physical to utilise, just the title. Although WiCkeD! is 
possibly the highest profile show I have worked on, in 
terms of its global recognition, the first stage of this 
PR launch could be regarded as slightly subdued being 
announced as an exclusive in a Glasgow daily newspaper 
to guarantee a concentrated blast of coverage. We were 
also primed for an assault via Facebook and Twitter 
by literally rebranding both with the simple message 
‘something WiCkeD! this way comes’. However, in terms 
of these being the first dominoes to fall, the impact of the 
announcement soon swept across Scotland on what could 

only be described as a pyroclastic flow of social media.
Stage two of the launch focused on the tickets going on 

sale to the public a few weeks after the announcement. By 
this point the hype was incredibly intense as the marketing 
machine had fallen into place and had been bubbling away 
since the initial announcement. With this build up, the 
WiCkeD! branding and alternate lighting of the theatre, 
the crowd control barriers, the very early start and the 300 
green cupcakes this became the true PR event with our 
patrons becoming the focus of the press – our first booker 
arrived at 5.45am and our last left shortly after 3pm. 

Supported by the Scottish media on a national scale it 
soon became apparent that this was another feather in 
Glasgow’s 2014 cap, what with the Commonwealth Games 
being held here in July next year, and the potential benefits 
a show of this scale would have on the city both socially 
and economically.  

Something wicked  
this way comes
Mark Irwin-Watson has a show to launch, 14 months in advance of its 
arrival and just the title to share … 
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Kirsteen Kyle from 
Cumbernauld began 
queuing before 6am for 
tickets and was the first 
in line
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