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Principle 

Reckless Sleepers audience development plan for It’s Hot it’s not has 
been designed to encourage each attender to develop confidence, 
knowledge, and experience of contemporary theatre. 

Our focus for this project is to develop new younger audiences for 
contemporary theatre, Reckless Sleepers It’s Hot it’s Not, and future 
projects and programmes. We propose to do this by premiering the 
project in partnership with a trusted Children’s Theatre venue and to 
follow this up by presenting the project in a range and mix of venues and 
festivals from 2019 - 2022. 

Background 

Reckless Sleepers 

Is a limited company and registered charity it is a group of 13 artists 
experienced as makers, producers, promoters, educators and 
distributors of high quality innovative theatre projects with over 20 years 
of hands on experience in a range of venues, sites, locations and 
scales, from small scale non-traditional presentation sites to large scale 
national and international theatre venues and festivals.

It’s Hot it’s Not is a commission from the Unicorn Theatre in London. It 
is the first project to be made by the company specifically for children.

The morning after experiencing The Last Supper by Reckless Sleepers 
at the South Bank Centre Purni Morell the then Artistic Director of the 
Unicorn invited Reckless Sleepers to create a new piece of work for 
Children.

The commission included a R&D process that took place in Italy, 
Belgium & at the Unicorn Theatre. Initial research focussed on the target 
audience that had been set aged between 2 & 5. We looked at what we 
liked, and what our children liked. Slapstick, foley, Laurel & Hardy, 
making sculptures with found objects, lego, building temporary 
structures/environments and knocking them down.

During our second R&D phase we produced a word play text, It’s hot, its 
not, is just one of those lines, we developed a rough script, structured 
within 4 chapters of the 4 seasons. 



We next played around the text, taking time to not say the words, 
building up scenarios and situations to deliver each line. We stopped 
using words on stage & started communicating to each other visually 
and physically, we developed a set of rules & logics for our imaginary 
world a place called It’s Hot it’s Not, we brought in flowers, apples, a 
tree, plated some seeds, squatted an imaginary insect, got overrun by a 
swarm of flies…created a new accumulative physical language of cause 
and butterfly effect. 

We researched weather systems, scientific theories, and played with this 
newly formed system of producing performance materials and situations.

We still had slapstick, word play, word association, we still had foley, we 
kept it to 3 performers, we brought in cats and dogs, for when it might 
rain we invented a world where wet weather happened inside, but was 
dry outside, an upside down place where summer and winter co-exist, 
an imaginary world that grew out of our actions, and thus 

it’s Hot it’s not was born.



Why its hot? 

Initially we talked with the Unicorn about making something that 
connected to our own ideas about the weather. We’re careful not to say 
to make a show about the weather, because like with all of our projects 
they have no singular “this is about” thematic…The weather is one of 
the frames that we stretch the project around, by doing this a project can 
be much more than about one topic or theme.

We talked about the weather because Reckless Sleepers have 
consistently brought the weather into our theatre performances, it rains 
and snows inside the Schrödinger set, we create a blizzard in Spanish 
Train, and a dust storm in Negative Space…a rainbow in GB Bill

We like the idea of bringing things that happen outside into the 
inside..we once build a real snowman and stood him on stage.

We like turning things upside down, inside out and back to front, these 
our own logics, systems and games we imagined would resonate with a 
younger group of visitors.

We’d watched our children jump into puddles, and wanted to join in, 
building snow men, blowing the seeds off a dandelion, enjoying what the 



weather brings, but also at the same time we (as artists adults & 
parents) concerned with what was happening outside the studio, 
freakishly cold spells, droughts, storms, hurricanes, and that the 
seasons seemed to be muddying, it didn’t seem to drip drip drop in April 
any more…

The Unicorn we’re excited about what we proposed and developed in 
the studio, they too shared our concerns and wanted to add to us an 
additional challenge which was to make a work specifically for children 
between the ages 2 & 5.

Its a challenge that we embraced immediately mainly because we are 
parents, and we know what our children like to do, and secondly we 
didn’t think that there wan’t much scope in the kind of theatre that was 
available for this group of children. 



We wanted to make something that was fun for children to experience, 
but also prompted questions from the older members of the audience 
that came along too.

Its a complicated and multi faceted challenge, but one which we feel that 
contemporary theatre, the work that Reckless Sleepers creates, and the 
art form specialities of the artists involved we have the tools to answer.

So we imagined building a world, another Reckless Sleepers world that 
exists inside a theatre, its not like the world outside. It is governed by a 
different set of rules, has its own logic, structure and systems of 
behaviour. It takes inspiration from the outside world, yes but this world 
is a better place, its a place where ideas objects actions and words are 
recycled, its a place where you can witness the results of cause and 
effect, its an environment that is good for nature, where fish don’t eat 
plastic, where night follows the day, where spring follows winter.

The TOTAL experience.

When we think about making a project as well as who might come and 
experience the piece we’re also thinking about when it happens, what 
happens before and after, what else can we draw from the project to 
support extra activities such as workshops, extended residencies, or 
independent activities.

What we imagined is that children who have experienced the piece 
might want to do what we do ourselves, even though we’ve taken much 
of our inspiration from observing how our children play. Not that we are 
pretending to be children, no were taking their form of play and playing 
this form back to them.

The premiere presentations will take place during the crossover of 
winter into spring, we know for certain that our visitors will be bringing 
their coats and typically leaving them in the foyer. We see this as our 
first opportunity to connect, changing our audiences temperature, from 
Hot - warm…

On leaving the theatre room, we’re heading back into the world where 
we were before, but everything has now changed, we’re a little more 
advanced in what we know and think about the world. And we’d like to 
know and document what has changed.



In the Foyer outside our audience are met by an ice cream van, we’re 
moving from its hot inside to cold outside.

The Ice cream van doesn't sell Ice Cream, Its a place to keep you coat 
cool…Its a area where you can collect frozen activities to do. We warm 
them up and they are activated.

It might be windy or its Chinese New year so inside there are ideas 
about making kites, Its going to be spring soon so we could offer each 
attendee a sunflower seed to plant. Or a school group a packet of Wild 
flowers or herbs to plant in their own school garden.

How to make paper windmills, snowflakes, a replica version of the set, 
and some of the smaller props that we use, a weather chart, how to 
make your own thermometer, create your own short movement piece or 
sounds and songs (from the performance).

Using the specialists creative skills in theatre, performance, visual art 
and dance that we have shared within workshop and education 
programmes.



Create a chalk drawing on a blackboard tile that joins other, 

hang a paper leaf on a tree (that was once bare) 

Things to do that groups can share with us online after the 
performances have finished.



Research the sector

In 2012 the company conducted a research residency at WAC our focus 
to think about ways of making touring work better for ourselves, our 
audiences and the venues that we visited. Assessing the current touring 
models and venues and how we might go about improving on this.

Since then we’ve broadened our base of art form activity, we now 
produce theatre projects with dancers, dance projects with performers, 
indoor work, adapting our existing work to be seen outdoors, expanding 
the scale, crating participatory versions, installing durational versions of 
our projects in galleries, presented in mid-scale theatres in cities and 
small-scale venues in villages.

Created projects with ensembles of students studying Contemporary 
theatre and developed touring projects with recent graduates.

It’s Hot it’s not is the first project that we will create for Children.

We now have a repertoire of projects, for an array of different contexts.

It helps the company to carry on its resolve in building longer term 
relationships with venues and their audiences. Offering them and the 
audiences that they serve a range of products.

Other touring experience The RESIDENCY MODEL

The audience development plan has been influenced by our experience 
of touring, presenting our works within a wider context, often at the 
same time as a University residency, or research programme. 

Which in brief has supported the company artists to be located in cities 
to carry out other development activities close to and where the 
performances took place. 

Tremendously successful as a model contributing to huge advances in 
attendances, and feel good atmospheres at the places where our public 
projects are presented. 



The model allows us to do more with less a philosophy that we had 
been striving to achieve with all our projects for many years. Convincing 
venues of the benefits of this model isn’t easy many still shy away 
because of the costs. When managed well it can be self sufficient, with 
workshops and lectures generating an income for artists and in turn for 
venues with increases in attendance at the performance. 

Finances aside we see this as the best model for touring and where 
adopted generally we see our projects at full capacity . 

In practice the model means that RS treat every invitation to present as 
a unique event an opportunity to do more. Even a one off workshop can 
have a snowball effect, and the more that we do, the more people we 
meet, the more people that we talk to increases the possibilities of future 
activities in that area. 

If we don’t stick to this plan we loose sight of what it is we do and why 
we do it.  
Reckless Sleepers would just be performing another work on a conveyor 
belt of presentations, and thats not interesting, engaged, satisfying, 
good practice, sustainable or value for money. 

The company is a group of individual thinkers, makers, communicators, 
advocates, mentors and educators. We have the skills and experience 
to help venues in building and retaining audiences. 

We propose bespoke strategies for each and every one of our venues in 
order to support them in achieving their and Reckless Sleepers aims of 
securing long tern relationships with audiences, users and the wider 
community. 

As a flagship UK company we want to be able to do a good job so that 
people (audiences) come back and see other contemporary theatre at 
that same venue and will recommend contemporary theatre to their 
friends. 

Our plan is simple in form - it requires time and commitment at all levels 
of the company and its partners, it enables the artists the opportunity to 
talk directly with the people who come and see the work, and it allows 
for time after the event to make the next visit an even better one. 



“People with personal connections to artists and artistic activities 
are more interested in seeking out new artistic work than people 
without these connections.” 

Public Perceptions About Artists - Princeton Survey Research Associates 
for The Urban Institute 

We believe that face-to-face communication is primary it is the 
basis of our audience development strategy. 

What we want to do 

We want to make it possible for artists to connect with its audiences 
before and after a performance schedule. 

We want that venues understand the value of retaining audiences in 
their space immediately following and immediately before an event. 

We want that audiences have the opportunity to talk individually with 
artists We want that artists have the opportunity to share their ideas with 
audiences 

We want that venue managers, audiences and artists have the 
opportunity to have a conversation. 

We want that thoughts, responses and ideas are recorded in a way that 
doesn't distract from the general feel good atmosphere in the room. 

We want that these thoughts, responses and ideas can be used to 
positively promote the project and contemporary theatre to others. 

We want that venue programmers and marketing managers have the 
opportunity to develop a more meaningful relationship with artists and 
the art form. 

We want that venue programmers and marketing managers have 
already experienced the programmed project months before the event is 
scheduled in their venues so that they are better placed to articulate and 
promote the project to other people inside & outside of their venue. 

We want to be able to develop a trusting relationship with venues so that 
we can recommend projects of quality from our contemporaries to them 
in the future. 



We want that venue managers have the opportunity to promote 
contemporary theatre to their local users and wider communities with 
confidence. 

We want that venue managers have the opportunity to speak with other 
venues managers about their experience. 

We want to do a good job. 

So that we are invited back. 



What do we want our audiences to feel 

We want our audiences to feel special 

We want that our audiences feel confident about talking about our work. 

We want to feel that this work is for them. 

We want audience to feel comfortable in the room. 

We want to them to feel connected to the performance and the 
company. 

We want them to feel free to say hello at the beginning of the show. 

We want them to feel free to say goodbye when they leave the room. 

We want that they can get in touch with us later 

We want to be able to feel like they can get in touch if they have any 
more questions or would like to share their own ideas. 

We want them to feel confident. 

We want them to feel like they can go and see other pieces of 
contemporary theatre without feeling that this isn’t for them. 

We want that our audiences have the opportunity to meet other like 
minded people. We want our audiences to ask their venues for more 
work like ours 

We believe that to retain an audience our responsibility is to present 
high quality honest creative projects of integrity.

We take great pride in our projects its form and the artists ability to 
connect to the people who come to experience what it is me make. 

We have been very careful how we control the environment in which 
projects takes place, our guide for this is to imagine that we are hosting 
a party for our friends, we want them to feel welcome, we want then to 
have a great time, and talk about that party in the future. 



Data Collection 

The structure of the performance allows the company to speak to 
audiences immediately following the performance we want to be able to 
use this opportunity further. 

We believe that enabling artists to make a connection with its audiences 
outside of the framework of a performance, is as important as the 
performance itself. 

Maintaining an informal quality of a post show experience and using this 
time for outside specialists to collect data and information that we can 
use to inform future presentations. 

Using recording media, audio and video, games, and activities as well as 
the more traditional audience survey questionnaire methods. 

The facilitator to transcribe this feedback all data is shared at the post 
presentation evaluation. 

In order to retain our audience, to keep them informed and updated 
about our projects and events we will collect emails and social media 
contacts and spend time updating our existing e-newsletter database. 
�  



Marketing Plan - Introduction 

Our experience of 20 years of presenting live performance the recent 
touring of Schrödinger & Negative Space from 2011 – 2018 the national 
and international touring history of the Last Supper project 2003 – 2018 
has been invaluable in putting It’s Hot it’s not marketing plan together. 

In the company history we have been able to implement a multitude of 
new marketing initiatives and encourage our venues partners to explore 
new ways of working together with Reckless Sleepers. 

We have produced two 35mm adverts for cinemas, developed 
sophisticated and connected residency programmes with local 
universities, we have developed a comprehensive network of schools 
and colleges, venues and non traditional venue partnerships. 

In the past 20 years we have been able to develop longer term 
connections with cities and regions learnt how to create our own web 
sites, blogs, newsletters, typeface, introduced social media adapted 
from a paper base company to a digital base. Created an online archive 
of video documentation, photographic archives, press and peer reviews, 
published and distributed books, and catalogues. 

Created one off print and publicity materials, created one off transit vinyl 
artworks on busses, developed new outreach and education workshops, 
lectures creative residencies, and tours. Created work with emerging 
artists and established artists developed mentoring, and ambassador 
schemes introduced associated exhibitions, launched festivals, closed 
buildings, worked with small independent groups to large scale national 
museums. Supported solo artists and made work together with the help 
of 100 young people. Organised and hosted feedback sessions, post 
show discussions pre show debates, meet the artists projects, open 
rehearsals, invited people on stage after a performance, invited people 
to contribute to the content of a show whilst it was happening, presented 
in taxis, shops, castles, heritage sites, churches, outside on the street, 
on top of a building. 

Created two rehearsal spaces, a graduate theatre programme, brokered 
international relationships for other organisations that are still active 
today, Reckless Sleepers has made all these things and more. 



We regard ourselves as experts in the promotion and marketing of our 
work and our genre. 

No one else is better placed to describe and communicate the art that 
we make and present. 

We regard each venue parter as experts in promotion and marketing of 
their venue and programme, no one else is better placed to describe 
and communicate the art that they present. 

It is with this partnership in mind that we approach our marketing and 
publicity strategy for It’s Hot it’s not. 

Reckless Sleepers main marketing directive is to produce a quality 
product it is from this basis that we generate interest, demand, repeat 
and return visitors. 

We want our audiences to have a great experience and want them to 
come back and see more. 

We want that our work is presented in the best conditions in the most 
appropriate places and to appropriate and appreciative people. 

In order to achieve this we have outlined our plans for the marketing and 
publicity (to audiences) for It’s Hot it’s not. 

The Future plan outline 

To work with up to 6 touring venues within England and to treat each 
venue partnership as an unique project creating specific marketing plan 
with that venue. 

To group each venue by region creating a region wide clusters of 
partnerships and networks. 

Sharing of marketing resources, information, local knowledge and 
contacts, with the aim of building relationships with local and regional 
groups. Sharing information and intelligence about local national & 
regional press and media contacts. 

Establishing with our partner venues prior to any schedule where our 
creative priorities / ambitions connect. To produce a marketing 



programme and schedule that involves Reckless Sleepers and its key 
stakeholders. 

Planning then sharing the results of each particular marketing initiative 
from early on in the schedule immediately following the premiere 
schedule at the Unicorn and at regular intervals following this and 
leading up to the touring schedule itself.

Produce high quality publicity materials / documentation to promote the 
project in season brochures and local publications 

Effective - targeted economic print distribution in key sites in the 
presentation locations. 

Breakdown of audience data, from previous children's theatre & 
contemporary theatre presentations and the gathering of intelligence of 
work of a similar nature from events at each venue. 

Information about what else is happening in the venue and further afield 
to build context in the lead up to the proposed presentation date. 

Briefings with all department and venue staff/volunteers to articulate 
what the project is, how it can be communicated, and how they can be 
involved e.g. Volunteer, FOH and Box office staff. 

Target venue programmers together with marketing / publicity 
representatives to attend It’s Hot it’s not during the Unicorn run. Meet 
with company artists following this presentation, attend a performance in 
another touring venue prior to their presentation. Making sure that the 
project is experienced again & again and that a representative from the 
company experiences a work in the touring venues to better understand 
and better communicate the project/venue to others. 

To make best use of our time and expertise and move away from “one 
night stand” “promoter buy company sell” touring relationship where 
company artists, venue staff and audiences rarely even meet. 

To compliment a presentation of It’s Hot it’s not with our other touring 
work, the mid-scale touring projects Negative Space & Schrödinger, A 
String Section & The Last Supper.



Working with venues in house teams. 

The vision that we aspire to requires working closely with venues in the 
delivery of the project and working together to achieve its various 
marketing and publicity strands. 

Marketing, development officers and programmers must be given the 
opportunity to see our work, before presenting the project to have a 
better understanding of what It’s Hot it’s not  is, could be, has done and 
could do. 

Understanding and communicating contemporary theatre practice. 

Devised contemporary theatre is a vibrant part of the theatre landscape 
it is often seen as difficult, abstract, and exclusive. We want to change 
the perception that contemporary theatre is not for me. 

Because our genre is stimulating, challenging, beautiful and relevant. 

Marketing contemporary devised theatre can seem daunting. The work 
at times defies description because by its very nature it is a complex; 
multi layered and does not fit into conformable definitions or easily 
defined art forms. 
It is not narrative in form, there is no story to tell, the work of Reckless 
Sleepers in particular isn’t singular thematically its not about the 
weather, or quantum physics, its much more about responding to NOW, 
being open to interpretation, being relevant in different context and 
different situations, being.

We often talk about our work as facilitating audiences imagination, if we 
were to say a project is about this, for example the weather then that 
restricts what it could be, 

BUT what contemporary theatre does well is respect that each individual 
member of the audience is an active participant in an experience. 

Contemporary theatre allows people to make their own interpretations 
about what it is, what it does, what it means. Reckless Sleepers 
promotes an understanding that each individual member of an audience 
is different and will experience something unique only to them and they 
will have a very different interpretation of what it is they experienced to 
the person who they might sit next to. These differences in 



interpretations, or opinions we embrace as means to kickstart a 
conversation. 

These multitudes of interpretations are of value this is the genres 
strength. Because Reckless Sleepers make and present work that 
allows this to happen our marketing and publicity reflects these values. 

When promoted and articulated well, our genre can attract large 
numbers of inquisitive people. Being able to communicate the world of 
contemporary performance and the work of Reckless Sleepers is crucial 
to the success of this project. Which is why we propose attendance at 
the event, observing rehearsals & workshops, meetings with the artists 
following a performance, followed by a meeting at the proposed venue 
or site to discuss what we might be able to achieve. And use this time 
together to form bespoke marketing strategies, and even adaptations of 
the pieces themselves.

As this project references the weather, presenting on a hot day would 
require adaptations to that of during a colder day. Presenting in a cold 
room, perhaps we would all wear blankets (e.g. The Last Supper Feb 
2018 St. Mary’s Church Shrewsbury) we were all connected, we were all 
wearing blankets, we all shivered, this shared experience brought us 
much closer together.

People put trust in venue managers to curate events that will be relevant 
to them. Venue managers (the gatekeepers) are the people that we 
need to nurture and support. With experience (of the project) negative 
preconceptions of what it is that Reckless Sleepers present would 
disappear because we know through experience that our work is 
entertaining, relevant, funny in places, sad in others, sensitive, open, 
accessible, but its also different, challenging, and unusual. 



Marketing parts 

Web Site Development Reckless Sleepers updated web site goes live 
in October 2018. Updating and upgrading this site to better support It’s 
Hot it’s not our current repertoire of existing projects & projects in 
research and development.

Social media 

E-marketing: Reckless Sleepers produce regular e-newsletters that are 
sent out to our audience’s venues and education network. The 
newsletter provides links to our web site, project blogs, news. updates 
and venue details. Since its deployment we have seen marked 
improvements in the visibility of the company. It’s Hot it’s not marks a 
new chapter in our e-newsletter format, instead of just news a quarterly 
themed publication will be produced. The first e-magazine to focus on 
The weather, It’s Hot it’s not itself, the snow storms in Spanish Train & 
Schrödinger, extracts from The Last Supper, GB Bill…

Print and publicity: For each project the company designs specific print 
and publicity documents. High quality print and publicity materials that 
reflects the quality of the work and the quality of Reckless Sleepers 
project and its brand. These are supplied to venues as PDF documents 
of any size required. All print materials are designed in house on adobe 
In-design, these are then transferred to PDF documents to be used both 
digitally or for print purposes. 

Visual Identity

As a visual art company (that makes theatre) Reckless Sleepers visual 
identity is one of its strengths, our images are often used for venue 
brochure, publications, and magazine covers.

We work hard in producing strong visuals for each project, from publicity 
photographs and documentation of the events themselves.

We provide venues with a selection of images to promote individual 
projects, It’s Hot it’s not already has produced publicity photographs, 
both landscape & portrait with space to include in house graphics and 
overlays.



Additional photographic images will be produced during the creation of 
the project, & during the preview week, this will also be a time when 
dedicated press photographers will be invited to take photographs. 
These sessions are managed by the company director to ensure that 
the visual brand of the work and the company is not compromised.

It’s Hot it’s not will work with photographic artists with whom the 
company have developed a trusted relationship.



Print 

Reckless Sleepers Reckless Sleepers have worked very hard in 
persuading venues to consider the quantity of print materials made for 
each performance and therefore reducing waste and reducing print 
costs. 

The quality of our images has led to us being consistently chosen as the 
cover image for venues’ season brochures and even book covers. High 
quality marketing source materials for It’s Hot it’s not already exist, new 
publicity photographs will be produced during the rehearsal and 
presentation stages and subsequent tour.

All PDF documents that can be printed locally. Print includes fliers, 
posters A3 AO, One off FOH displays and programmes these can be 
produced in house by Reckless Sleepers. 

Press and Media: Reckless Sleepers will work together with The 
Unicorn coordinate national press and media interest to review and 
preview the projects. This includes broadsheet and online press and 
media organisations. We will also target specialist publications and 
organisations that relate directly to the project brief. Specialist 
organisations include Step, Soutwark theatres’ education partnership, 
Young Friends of the earth, Climaxi…RHS Campaign for School 
Gardening, Greenpeace..The Ashden Trust…and many more.

Premiere

The London premiere of It’s Hot it’s provides the company with a 
unique experience in the company history. We are anticipating national 
broadsheet attendance, right at the beginning of the projects life. To 
support this a preview performance has been scheduled for the 2nd 
February. Company artists will be available for interviews, and filming 
during this preview period.

Bespoke marketing: We have used this as a generic term to describe 
how best to work with working with our hosts. From our experience of 
touring there has been a strong correlation relating to the amount of 
development work the company were able to provide against the 



numbers of attendances at each venue. Where there were major 
shortfalls in the attendance figures, this generally matched weaker 
relationships with the venue. With It’s Hot it’s Not we want to be even 
more pro-active in establishing the communication systems, 
coordinating wraparound activity, specific marketing materials and 
resource our proposals by leading on making direct contact with other 
local and regional organisations. All of this activity will be supported 
through It’s Hot it’s Not project budget. 

Company Ambassadors in the past 12 months alone Reckless 
Sleepers has worked with over 100 young people in residencies at 
universities and colleges throughout Europe. Many of these become 
active supporters of our work, some join as makers in our Club 
Reckless graduate project. Others we call on as ambassadors to help 
support our work when it is on tour and close to where they live, 
promoting the projects to their own network of friends, peers and former 
teachers. 
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Sat 2 Feb – Sun 10 Mar 2019
A Unicorn Production in association with Reckless Sleepers

 IT’S HOT... IT’S NOT. 
WEATHER THE WHETHER.
By Reckless Sleepers

Why is it that sometimes I’m hot but you’re cold? Why are there puddles and sometimes 
not? How can it be sunny and rainy all at once and also not at all? And if it’s summer here, 
why is it winter there?

Reckless Sleepers is an extraordinary company who make work somewhere between 
visual art, dance and theatre. This surreal, funny and carefully crafted physical performance 
explores the weather in all its forms and takes delight in discovering the world anew and 
how we experience it differently, wherever we are.

Age guide: 2 – 5
Duration: Approx 50 mins
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Residency pre-performance

Fact finding mission

So that we have other connections in place before we arrive at the 
Unicorn the company director will be involved in a meet and greet week. 
A period of 5 days to meet with local arts organisations in the boroughs 
of Southwark and Lambeth, to meet with local authority arts officers, 
Southwark theatres education partnership members , It’s Hot it’s Not 
proposes a pre-performance fact finding mission, a period of 5 days for 
the company director to meet with potential hosts of workshops and 
potential attendees of performances.

Promoting workshops. 

To promote company workshops a teachers resource pack will be sent 
to local schools in the quieter school holiday periods prior to the 
performance date. The teachers resource pack identifies key elements 
of the performance, providing activities that relate to the project content 
these include creating weather maps 7 charts, mobiles (scaled down 
versions of the performance scenery) using branches, creating short 
dance pieces, visual art exercises such as making snowflakes, kites. all 
activities will be tested in the period leading up to the production and 
presentation schedule.

Reckless Sleepers has a network of 200 schools, colleges and 
universities throughout the UK. Over a quarter of these have hosted 
Reckless Sleepers workshops, residencies and lectures. Armed with 
new educational materials, new devising processes and supported 
through the company Organisational Development plan we aim to 
increase own own network further, visiting local schools and groups 
during the fact finding mission, and during the production residency.



Targeting specialised spaces, groups, times. 

It’s Hot it’s Not is a unique theatre project for Reckless Sleepers as it 
targets a specific age group. pre-dominantly our projects have had a 
13+ target age range.

This means that we will spend more time in developing our own network 
in the period of time prior to the production schedule that begins in 
January 2019.

Starting with the London Borough of Southwark where the venue is 
based, we will then move on to develop links in other parts of the 
country such as in Greater Manchester, Lancashire and Yorkshire where 
we have existing partner venues, education networks and have carried 
out some network development for recent previous touring programmes.

We will promote it to lecturers who run courses on Children or 
Community Theatre such as the Drama & applied Theatre course at the 
University of East London which would be a new University connection 
for the company and Canterbury Christchurch University, And 
Winchester who have invited us to create work with their student groups 
and have attended the mid-scale repertoire projects Negative Space 
and Schrödinger. 

Feedback 

“When I was at university, I reviewed an awful lot of theatre, 
performance art and mixed media of all kinds, and this is one of the 
three performances that has stuck with me ever since.

 
It was my first visit to the venue. I remember being scared that I wouldn’t 
‘fit in’ or feel welcome, and realised how stupid that was within ten 
minutes of walking in the door when everyone I met was really nice. The 
work (I’m loathe to call it ‘show’) was called The Last Supper. I’d never 
been to a performance quite like it before – and haven’t since. 

Detail aside, I really was a slip of a kid at the time – just nineteen – and 
by my own admission I’d lived quite a sheltered lifestyle in the depths of 
the countryside with lots of people who really weren’t all that different to 
me. That night encouraged me to open my eyes and my ears and 
reminded me of the power of art to provoke discussion, debate and to 
take you right outside of your comfort zone” 



“Excellent, very moving. I was very surprised as I had previously disliked 
performance art.” 

“A unique experience – it was great to see theatre outside a theatre 
venue. It was innovative and fun being part of the piece.” 

“Really good, I wasn’t sure what to expect but it was really good. Well 
organised and very enjoyable. I would like to come to more of these 
events.” 

“A lovely, intriguing, and quite touching experience. So glad I didn’t miss 
this.” 

“ Enjoyed it very much sometimes the speech was a bit fast, brilliant 
though. I hope there are some spare tickets for my friends tomorrow!!” 

“It was fascinating, beautifully constructed and really innovative.” 

“Brilliant! So simple but so effective....A roll of honour/remembrance? It 
was beautiful, touching, enlightening, a superb idea. Well done!” 

“It was a very different and enjoyable experience, It must have involved 
meticulous research!” 

“Wonderful, so pleased I watched it. Slow and quietly moving with 
beautiful images and music.” 

‘Very enjoyable great to see some contemporary performance in 
Chester.’ 

‘Very interesting, have seen/studied other pieces of work done by the 
company but have never seen any of their work live. Really good that 
it‘Entertaining, unusual, compelling, beautiful.’ 

‘A unique concept. Drawn in from the very moment I entered the venue. 
I will talk about this one, a lot! Thank you!’ 

 
‘I really enjoyed it. I thought it was humorous and enlightening.’ 

‘Enjoyable, interesting, entertaining, initially uncomfortable but 
surprisingly easy after a while.’ 

‘It wasn’t like anything I’ve ever been to before. It was really different but 
really enjoyable. I will definitely go to future performances’ 


