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is done harks back to the
1930s. Big theater owners

still rule the roost, and pro-

ducers rely on their passions
and hunches when putting on

ashow, pooh-poohing market
research for gauging audience ap-

petite and techniques like online
networking to get the word out.

New methods
MR. DAVENPORT, a successful off-
Broadway producer who jumped on to
the Great White Way this year, is trying
to change the way business is done be-
cause he believes Broadway’s future is at
risk. Grosses are up, thanks to high-
er ticket prices, but audience
growth has slowed and expenses
are skyrocketing, making profits
more elusive. Mr. Davenport says
production costs must be reduced
and the industry must modernize if
it wants to survive,

“People are demanding more
transparency and accessibility now,
and if the theater industry doesn’t embrace
technology, we will be left by the wayside,”
he warns.

A technology buff, Mr. Davenport uses
viral marketing to sell his shows and hires

APPLAUSE: Ken
Davenport's successes
include You're Welcome
America, with Will Ferrell,
and Blithe Spirit, with
Angela Lansbury.

.
space.com, the
first social network
for theater-lovers.
And he analyzes and
questions  everything
the clubby industry does
on his daily blog, ruffling
more than a few feathers in
the process, One blog en-
try, for example, takes on
the powerful theater
owners, complaining
that they have all the
control over who sells
tickets to the produc-
ers’ shows, and get a
kickback from the
ticketing companies
to boot.

“Ken is not afraid
to challenge con-
ventional wisdom
and do it publicly,”
says Leslie Barrett,
director of integrat-
ed marketing at
Serino Coyne, the

biggest  advertising
agency focusing on Broadway. “He’s con-
troversial, and he throws stuff out there
that nobody wants to talk about, but every-
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one reads what he has to say.”

One practice he believes is ripe for re-
form: the use of expensive advertising
agencies like Serino Coyne. For certain
shows, he believes that bringing marketing
in-house would be more cost-effective.

Mr. Davenport doesn’t mind stirring
the pot. “It’s true that the average Broad-
way theatergoer—a 55-year-old woman—
isn't using Twitter,” he says. “But when the
kids in college who grew up with cell
phones and Facebook turn 32 and 42, that
will change the face of everything we do. If
we're not laying the groundwork now,
we're going to be dead.”

See PRODUCER on Page 16
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