34

7 L%, EfE

= Publicity & Promotion

71 XLEDa7I. EM
Graphic Design & Publicity Materials
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The main graphic design for the festival expressed the F/T14 theme of
“border play” and collaborations between artists. The collage by the artist unit
Nikaicho Satoshi featured an intricately drawn ballpoint pen picture. Whereas
previous years had used certain colors in the graphic design for the festival,
for F/T14 the design changed to monotone color scheme, reflecting the new
shift in the festival’s administration.
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Teaser Flyer Double-sided A4
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Flyer Folded A2
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Pamphlet Folded/stapled irregular A5, 32 pages
KA & —Poster B1, B2
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Performance Pamphlets
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A4, 8 pages per production
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Website & Social Media
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Art Direction & Design: Kosuke Kawamura

Main Graphic Design: Nikaicho Satoshi (SHOHEI + Kosuke Kawamura)
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The F/T14 website had a slightly lower number of user sessions
and page views than F/T13, bringing overall website page views
down, but by concentrating more information in the individual pages
for the festival productions and updating these regularly, there
was a 23% increase on the average visit time per page. Traffic
from social media also noticeably improved (up 56%). By posting
regular information on Facebook, the F/T page became, along with
its Twitter accounts, a major source of traffic and helped build a fan
base. Looking to increase tablet and smartphone users, the F/T
website was upgraded to a responsive design for all pages. For the
first time, mobile users overtook PC users. A schedule page was
also added with the events and venues per day as a new strategy to
promote seeing more than one event on the same day.
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Average page views 2.62 2.21
e R . .
Average visit length 02:20 01:57
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per single page
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User ratio: PC 43% (74% of last year’s PC ratio), mobile 57% (131% of last year’s mobile ratio)

Facebook( iVt | #8  4,17044 (RTEELL+T77544)
Facebook Likes: 4,170 (+775 compared to F/T13)

Twitter7#0 7 —%k 7,665 (RTE+53014)
Twitter followers: 7,665 (+530 compared to F/T13)
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This year the festival aimed to target new audiences whose interest
in the performing arts was not as strong as regular F/T audiences or
art fans, as well as audiences whose interests lie in other areas such
as music. For this reason, publicity and advertising was developed
to elicit interest from a range of perspectives. Information and the
distinctive features of each work in the festival were promoted
widely, with the artistically collaborative nature of the works singled
out as the biggest selling point.

Following the change in the administration of the festival, the
existing partnerships with media were also reviewed. Due to the
absence of certain easily featurable festival items like the previous
year's Open Program, the volume of media coverage slightly
decreased. On the other hand, thanks to publishing reviews on the
website in easy-to-understand bite-size pieces, the festival was able
to engage in new approaches to wider and lighter media, and made
solid progress in reaching potential new audiences.

Media Coverage Results & Equivalent Advertising Value

#%h Total 327 1%
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ILEBREE £ 1461,000 5M
Equivalent Advertising Value:110,000,000 JPY
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Correct at February 13th, 2015
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Main Media Coverage
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Asahi Shimbun, December 4th, 2014

@The Japan Times

2014 12H11H

[[Stage] Under new management: Festival/Tokyo
focuses on diversity in a quest for ‘border play’]

The Japan Times, December 11th, 2014
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0Z magazine, August 11th, 2014
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L &5, [FESTIVAL/ITOKYO 2014]]

FIGARO Japon, September 20th, 2014
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