
Der Kleine Prinz/The Little Prince

Social Media Audit - Facebook + IG



Benefits for the brand DKP


- Auditing Social Media Profiles on FB & IG

- Identifying aspects to improve

- Providing actionable recommendations



Business Goal: 
- Raise the awareness 

- Sell tickets to Berlin shows
- Convert the following we have and gain into sales

Brand Goal: 
Become an established series of events in Berlin

User Goal: 
Find and become familiar with an event that’s both 

entertaining and spiritually stimulating, widening the 
horizons and providing a pleasant experience while 

attending to

Social Media 
Purpose



Key Follower takeaways: 

Facebook: 

721 Followers on Facebook in total

84% women, 16% men


Most of women 35-44 years of age, followed by 45-54 years and 25-34

Most of men 35-44, followed by 25-34 and 45-54


Biggest city:

Sydney, NSW, Australia - any particular reason for that? 36.1% of the following is from there


1.1% Facebook Followers are from Berlin - which is a good start. Need to attract more Followers.



Key Follower takeaways: 

Instagram: 

1,494 Followers on Instagram in total

79.5% women, 20.5% men


Most of women 25-34 years of age, followed by 35-44, 45-54, 18-24 and 55-64

Most of men 25-34, followed by 35-44, 45-54, 18-24, and 55-64 (gender breakdown is mirrored)


Biggest city:


Istanbul, Turkey - any particular reason? 11% of audience from there.


Berlin is third biggest city, 6.8% of audience, so a good start.



Content recommendations that engage Female Audiences in particular, based on industry research:

- Personalised and Authentic Content:
Women tend to respond well to personalised and authentic content: behind-the-scenes glimpses, personal stories from cast and crew, and 
real-life happenings associated with the show. That type of content helps in building a personal connection and fosters a sense of intimacy 
and trust with the audience that, based on the research, would be largely guided by female decision-makers.

- Visual Content and Videos:
Visual content, especially videos, are particularly engaging - women are likely to respond positively to engaging video content that includes 
behind-the-scenes footage, rehearsal clips, and interviews with cast members. Videos that incorporate movement and music can capture 
attention more effectively than still images.

- Interactive and Engaging Posts:
Interactive content such as polls, Q&A sessions, and live streams can significantly enhance engagement; these formats allow for real-time 
interaction, making the audience feel involved and valued. Women are more likely to engage with content that invites their participation and 
feedback.



Content recommendations that engage Female Audiences in particular, based on industry research:

- Emotional and Inspirational Stories:
Sharing emotional and inspirational stories related to the productions or the personal journeys of the cast and crew can resonate deeply. 
Content that evokes emotions and showcases the human side of the theatre can create a strong connection with female audiences.

- Focus on Community and Connection:
Women often use social media to build and maintain relationships. Content that fosters a sense of community, such as posts highlighting 
community involvement, partnerships, and audience experiences, can be particularly appealing. Encouraging user-generated content, such 
as asking audience members to share their experiences or memories of past shows, can also enhance engagement.

- Brand Consistency and Recognition:
Maintaining a consistent brand presence across all social media platforms is crucial. Consistent visuals, themes, and messaging help in 
creating a recognizable and trustworthy brand. This can lead to higher engagement as followers can easily identify and connect with the 
theatre’s social media posts.



Adjust with the German-
language version of the 
artwork for language 
consistency



Change to the https://
www.thelittleprincetour.eu/berlin/ 
page, to minimise friction, 
maximise traction and remove 
extra hoops to jump through.


Let people get to the Berlin tickets 
website immediately without 
necessary extra clicks and figuring 
things out.

https://www.thelittleprincetour.eu/berlin/
https://www.thelittleprincetour.eu/berlin/


Is anyone monitoring the email 
address?


If so, what is happening, are we 
getting a lot of questions?


Are there media enquiries coming 
through, perhaps from Germany?


This might also be an opportunity 
to land extra coverage and 
increase awareness as people 
would look for socials related to 
the show and use the email 
address listed to get in touch with 
questions about ticketing, 
accessibility, whether the show is 
child-friendly, interview 
opportunities etc.


Crucial to keep an eye out on the 
email and respond within 24h over 
the next 4-5 weeks





Low activity on Facebook Page - only 6 posts from early July to now, with one of 
them already in early August


Need way more activity - ideally short videos/Reels, as those are prioritised by 
algorithm. Cut down on still images, as they are deprioritised by the algorithm 

and on average have lower shareability, engagement and reach.


3-4 x a week in the run-up to the start of the Berlin shows, no Instagram
crossposts - just organic, Facebook posts, ideally in German, too.


Thumbnails on videos ideally need to be brighter, not that dark as many of them 
are: vivid colours/bright lights make the content more noticeable and eye-

catching, resulting in higher engagement


It’s also treated better and prioritised by the algorithms.



Several posts, e.g. 

https://www.facebook.com/TheLittlePrinceTour/
posts/
pfbid02SXkCk6xynSdEUB2pQkC42uaJehfV8C7qHRg
PtgQ9emkZfHors2TynX2DK9SrsDq8l have comments 
that remain unanswered.


Recommendation would be to get engaged and 
answer any questions - especially those in German 
might be coming from either the audience members 
potentially interested in the Berlin show, or users in 
Austria where the show was recently, who have 
connections (Friends, Family Members) who would be 
interested in seeing the show in Berlin and could act 
as ‘Brand Ambassadors’.


Similar case would/could be for Luxembourg, that is 
also partially German-speaking


Comments should ideally be answered to within 24h.


As a side win, this also helps with resurfacing the 
content in people’s Feeds and signals to the algorithm 
that this is an active post that’s worth bringing back 
rather than sunsetting and extinguishing it.

https://www.facebook.com/TheLittlePrinceTour/posts/pfbid02SXkCk6xynSdEUB2pQkC42uaJehfV8C7qHRgPtgQ9emkZfHors2TynX2DK9SrsDq8l
https://www.facebook.com/TheLittlePrinceTour/posts/pfbid02SXkCk6xynSdEUB2pQkC42uaJehfV8C7qHRgPtgQ9emkZfHors2TynX2DK9SrsDq8l
https://www.facebook.com/TheLittlePrinceTour/posts/pfbid02SXkCk6xynSdEUB2pQkC42uaJehfV8C7qHRgPtgQ9emkZfHors2TynX2DK9SrsDq8l
https://www.facebook.com/TheLittlePrinceTour/posts/pfbid02SXkCk6xynSdEUB2pQkC42uaJehfV8C7qHRgPtgQ9emkZfHors2TynX2DK9SrsDq8l


Academic research and practical analysis both indicate inactive Facebook pages can drive people away and reduce 
engagement. 

According to a study published in Internet Research, the framing of messages and consistent engagement on Facebook 
pages are critical to maintaining user interest and participation. The study found that positively and negatively framed 
comments tend to increase engagement, while inactivity or poorly framed content can lead to a decline in user interaction. 
[LINK]

Additionally, practical guides emphasize the negative impact of inactivity on social media platforms. An article from Post 
Planner highlights that not posting regularly can cause fans to forget about your brand, making it harder to re-engage them 
later. Consistent interaction and posting are essential to keeping the audience engaged and maintaining their interest. [LINK]

Furthermore, Weidert Group suggests that inactive pages not only fail to attract new followers but also risk losing the existing 
audience. They recommend regularly updating and engaging with followers to leverage the full potential of social media 
platforms. Without regular updates, the perceived value of the page diminishes, making it less likely for users to engage with 
the content. [LINK]



Negative review as the only one, has been 
there for 3 weeks approximately - most likely 
from an Austrian visitor.

This has not been responded to and might 
have been driving people away - especially 
as we are dealing with German-speaking 
audience and this is a German-speaking 
review.

This requires an immediate response and 
taking stance, or switching off reviews entirely 
and removing them as an option in order to 
minimise potential, negative backlash along 
with avoiding people being driven away.



Returning viewers are stagnant and 
have been for a few good weeks - this 
might be because the content was not 
landing well with the audience, a video 
was not pinned at the top of the Page, 
and Page was, on the average, not 
active.

Recommendations would be to pin a 
relevant video about the Berlin shows at 
the top of the Page and maintain an 
active Page. 



Some recommendations for the content that we could utilise over the next few weeks, would be:

- Prep videos
- Time-lapse clips
- Showing the set being built
- Costume design sessions or just showcasing the wardrobe/costumes
- Makeup transformations
- Cast introductions - this can be done e.g. with images turned into ‘slideshows’, for algorithmic purposes this is a

video already and getting extra push
- Polls
- Questions
- Quizzes
- Quote Posts
- Talking about the venue
- Countdown posts/videos
- Interview(s) with set designers, creative designers, producer(s), directors, composers of music…



Similar to Facebook guidance, it 
might be beneficial to switch to: 


- the German logo

- German copy 

- Bring forward the Berlin show in 

the Bio

- Link to the website directly on 

the Berlin show landing page

- Only 10 Reels have been posted this year

- 12 posts since the beginning of June (~9 weeks), that’s about 1 post per week and an occasional second post/week every third week. As with Facebook, the 

posting frequency needs to be amplified - recommended would be 2-3x per week, ideally Reels as they get more edge over still images.


Still images can be turned into pseudo-videos with editing software - perhaps something worth considering



Quite a few thumbnails are rather dark, meaning they are all non-inviting, non-noticeable and 
downranked/deprioritised by algorithms. 


Research shows that full-colour/vivid-colour/colourful images are helpful with engaging people and 
arousing curiosity.


It would be recommended to focus on colourful shots, that show how interesting the show is, the 
variety of costumes, scenography etc.



Communication needs to be 
streamlined in terms of languages.


“Der Kleine Prinz opens in Graz” - 
it has to be in German, especially 
as it’s followed by a media blurb in 
German.


About 56% Germans speak 
fluent/communicative English, 
however we are dealing with a 
show that’s in French with local 
subtitles so need to reduce the 
language mix-up and make the 
comms straightforward and 
immediately understandable, 
rather than adding extra layers for 
people to process.



CONTACT DETAILS: 
 




mailto:work(at)dynamitri.com
https://www.linkedin.com/comm/mynetwork/discovery-see-all?usecase=PEOPLE_FOLLOWS&followMember=dynamitri

