
A L I C E  I N  W O N D E R L A N D

Campaign Overview
Team Deliverables Summary

Choreographer: Kenneth Tindall

Costume Designer: Christopher 
Oram

Photo/Video: Jessie Kenney

Marketing Director: Bethany 
Kirby

Graphic Designer: Jessica 
Hanun

Captivating images for print 
and digital marketing

Video production for TV and 
streaming platforms

Radio

Social Media Reels

E-blast

Choreographer Kenneth Tindall 
came to Tulsa with big dreams 
for this massive production. He 
described his vision for Alice as 

‘whimsical’ and wanted to 
mimic an elevated, Vogue style 

for the imagery.

I worked along side this 
incredible team to bring the 

vision to life through photo and 
video content that brought 

audiences into the world we 
created through storytelling 

and accessible images that felt 
both commercial and elevated.

Key Metrics
Reach Up 131% during the campaign period

Messaging Contacts up 14% during the campaign period

Demographics Ages 25-34 and 35-44 were most 
engaged during this time bringing in new 

patrons to the ballet. 



Process
Challenges

For the first six months of this campaign, there were no photos available to use. The 

costumes were running behind and the team had to get creative with the materials and 

content. Once images were created, the campaign took on new life and engagement 

rose exponentially. 

My main role during this time was to present a mood board to the Artistic Team, source a 

venue, and create the visuals for this campaign (both photo and video), all while working 

with the various departments and talent to make sure we stayed within budget and 

stayed within the brief.  

After the visuals were created, I was responsible for placing in-house digital ads, 

producing and editing the commercial for TV, submitting the script for radio, sending 

email marketing campaigns to segmented lists, and managing social media. 

Wins

We were able to create a world that the audience members wanted to step into. Even with 

a skeleton crew and limited resources, we were able to produce high quality, scroll 

stopping content. In the end, the critics reviewed not only the production, but the 

marketing that seemed to touch a cord with our local audience (see excerpt below). 




