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INTRODUCTION
Druid was founded in Galway in 1975 by Garry Hynes,
Marie Mullen and Mick Lally, the first professional Irish
theatre company outside of Dublin.
The company’s successes include: The Beauty Queen
of Leenane, in a co-production with the Royal Court
Theatre, which went on to win four Tony Awards,
including Best Director for Garry Hynes, the first woman
to win an award for directing in the history of the Tony
Awards; The Leenane Trilogy (with the Royal Court);
DruidSynge – all six John Millington Synge plays in a
single day; DruidMurphy – Plays by Tom Murphy (2013),
a trilogy of Conversations on a Homecoming, A Whistle
in the Dark and Famine; DruidShakespeare: Richard II,
Henry IV (Pts. 1&2), Henry V in a new adaptation by Mark
O’Rowe (2015); and Waiting for Godot by Samuel Beckett
which opened at Galway International Arts Festival
(2016) and by the end of 2018 had toured Ireland twice,
played at the Abbey Theatre, Edinburgh International
Festival and several US cities and prestigious venues
including New York’s Lincoln Center, White Light Festival.
Druid is a writer’s theatre, premiering new work
annually, while exploring ambitious projects such as
DruidShakespeare: Richard III (2018). The company
continues to nurture playwrights through its new
writing programme while also reimagining classics from
Beckett’s Waiting for Godot to John B. Keane’s Sive. At the
heart of our artistic programme is the Druid Ensemble
who work closely with the Artistic Director and the Druid
team to deliver a varied and ambitious body of work.
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‘A world class
company rooted
in the cultural
fabric of Galway.’
THE IRISH TIMES

PROCESS

DRUID’S VISION

The process of developing this strategic plan comprised of:

Irish performance for the world.

• Stakeholder Consultation
• Contextual and Organisational Analysis
• Ideas Generation
• Definition of Druid’s Values, Vision and Mission
• 3 Year Goals and the Strategy to achieve these
• Strategic Objectives and Actions
The outputs from this process are documented here.
The team who carried out the Strategy Development comprised
Cathal Goan, Helen Ryan, Garry Hynes, Feargal Hynes, Brian Duffy
and was supported by Mary Carroll (Growth Potential), Niamh Bent
and Roisin Stack.
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DRUID’S MISSION
To be a touring theatre without peer, anchored in the West of Ireland
and looking to the world, producing and presenting the best work, both
new and old, with boldness, agility, passion and flair.

VALUES

3 YEAR GOAL: 2019 – 2021

Druid considers the following to be important values:

To engage and challenge audiences while
enhancing reputation and championing fidelity
to the writer and the written text.

Originality
We will be leaders, offer new perspectives and be
original in our thinking and our practice.

Community
We will work in the community, for the community
and as a community.

Respect
We value and respect the individual performer, audience
member and staff, recognising all to be essential in the
making of good theatre.

Boldness
We will be confident and courageous,
always willing to take artistic risk.

‘A highlight not just of my
theatre-going year, but of
my theatre-going life.’
THE NEW YORK TIMES
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STRATEGY
Over the next three years, Druid will focus
on developing the key areas of Work, Talent,
Touring, Brand, Funding and Audience.
Druid’s forty-year plus record stands on the
successful combination of re-imagining classic
Irish plays and bringing bold new work to Irish
and international audiences - a combination that
remains at the heart of Druid’s ambition.
Having the right mix of talent on and off stage –
but always with the anchor of the Druid Ensemble
in order to drive collaboration and ambition – is
key to realising Druid’s aims. An essential part
of that is remaining agile and flexible enough to
scale up and down as required, in order to meet
the challenges of the artistic programme.
We will expand our relationship with Irish and
international audiences by touring the work to
both new and dedicated venues and locations,
looking to new locales and revisiting past
settings. Druid’s arrival in any location should
signal freshness, boldness and a yearned-for
distraction from the quotidian. In Brooklyn and
Bruckless, Parteen and Portland, Skibbereen and
Saskatchewan, the lure is the same and Druid
both responds and delivers.
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Druid’s reputation is defined by the vision,
quality and ambition of work we present. This
is articulated and amplified by bold and welldefined marketing and branding initiatives.
The Druid story is rooted in Galway and the
west of Ireland. In its touring – globally and
locally – Druid’s voice can be heard as a powerful
distillation of the essence of that geography.
Diversifying funding sources is centrally
important to a planned future as State support
for the arts fragments and competition increases.
Understanding audience expectations, and by
times both meeting and confounding them, is
part of Druid’s fidelity to the audience. We will
continue to engage with, and learn from our
audiences, in a way that is meaningful, authentic
and informs the very nature of our work.
At the heart of good governance and progressive
leadership is a continuous review of internal
processes. Druid is committed to this practice,
whether financial, logistical, environmental or
people related.
Druid is determined to have a voice in the wider
dialogue regarding the development of the arts
in Ireland. Consistent with that commitment, we
will continue to advocate for policies which affect
our industry, such as Dignity in the Workplace,
Gender Equity, Diversity, and Green Initiatives.

‘Ireland’s most
prestigious
theatre company.’
IRISH INDEPENDENT

STRATEGIC OBJECTIVES
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STRATEGIC OBJECTIVE 1

DESCRIPTION

The Work
Continue to bring classics
and new work to the
stage in original and
ambitious productions

METRICS

ACTIONS

To produce at least 3 world
premieres by YE2021

Identify new writers and new plays through a
continuing dialogue with new and established writers
throughout the development of new work by:

To revive one neglected Irish
classic by YE2021

• Providing a series of support programmes for
writers, both new and established, at all points
during the writing and production process

To produce 2 works from the
Irish canon by YE2021

• Continuing with the current FUEL, Druid Debut
and open submission process with an annual
effectiveness review
• Broadening the discourse around programming
and new work through readings, workshops and
discussions
Invest time and resources as early as possible in
workshops and readings to test material both new
and old
Continue to produce material which offers
opportunities for new talent in all areas of theatre
Continue to implement the ‘Druid Gender Equity
Action Plan’ which focuses on initiatives to bring
more female talent to the stage

STRATEGIC OBJECTIVE 2

DESCRIPTION

Talent
At any given time, have
the right people in the
right place to deliver the
Artistic Programme

METRICS

Artistic talent: assessment
of the company’s ability to
attract and retain the best
talent in all areas
New talent: assessment of the
company’s ability to attract
the best new talent
Annual appraisal of Board
expertise

ACTIONS

Develop and implement a metric for the will of artistic
talent to continue to work with Druid by mid 2019
Develop and implement a metric to measure the
will of new talent to work with Druid by mid 2019
Keep the Druid Ensemble central to decision making
Annually review creative and acting rates of
pay to ensure parity with best market rates
Continue to develop the ‘Marie Mullen
Bursary’ which focuses on identifying and
supporting female creative talent
Continue to develop and support the education
of the students in the Druid Academy in NUIG,
offering opportunities where possible
Develop internship experience
Avail of opportunities to bring new talent to the stage
1. Attend shows and showcase events
2. Hold auditions
3. Hold workshops and reading weeks
Annual appraisal of Board performance and expertise

STRATEGIC OBJECTIVE 3

DESCRIPTION

Touring
To have reinvigorated the
relationship with Irish
audiences, both rural
and regional, and North
American audiences, and
to have expanded our
reach internationally

METRICS

Perform in at least 10 venues
where Druid hasn’t performed
in the last 5 years (2013–18) by
YE2021
At least one production in the
US every year
Participate in a major
Australasia festival/venue
Tour to at least 5 Irish venues
annually
Minimum €100k per annum
national touring funding from
Arts Council

ACTIONS

Identify suitable qualifying Irish venues
Manage relationships with international
producers and festivals
Expand reach and increase time devoted to exploring
touring opportunities in new geographical areas
Maintain strong relationships with regional venues
Continue to lobby for multi-annual touring
funding to support national touring plans

STRATEGIC OBJECTIVE 4

DESCRIPTION

The Brand
Strengthen Druid as a
premium brand which
represents boldness and
originality worldwide, to
secure long-term viability

METRICS

ACTIONS

Social media engagement –
grow 12.5% per annum across
all platforms (16/17 = +15%,
17/18 = +9.5%)

Continue to develop Druid Lane as the heartbeat
of culture in Galway where people from all over
the world come to experience and create

Mick Lally Theatre hires – grow
25% for 18/19 and maintain.
(16/17 → 17/18: +50%)

Conduct a feasibility study for the
hiring of the MLT to 3rd parties

Mick Lally Theatre
programmed events: grow by
20% and maintain. (16/17 →
17/18: +2,800%)
Dark Days in Mick Lally
Theatre – 18/19 target: 15%
and maintain. (16/17: 40%,
17/18: 16%, )

Act as an outspoken leader on preserving the integrity
and uniqueness of our neighbourhood in Galway

Upgrade the branding on the Druid Building and Druid
Lane:
Brand Druid from Quay St and Flood St
side in line with planning regulations
Review effectiveness of marketing spend annually
by assessing the impact of different elements of
spend and apply learnings for the coming year
Ensure Druid brand is represented
appropriately at all venues where possible
Devise growth plan for newsletter database
Develop an annual marketing plan and budget
to promote both Druid and Druid productions

STRATEGIC OBJECTIVE 5

DESCRIPTION

Funding
Diversify funding
model and become less
dependent on any one
source of income

METRICS

€3m annual income diversified
as follows:
1. 2019–21:
Public funding – minimum
€1m per annum by 2021
2. The remainder will come
from:
A. Optimisation of Box Office
/ Performance Revenue in
line with Artistic Policy
B. Continued generation
of other income
including a focus to
grow philanthropic and
sponsorship income

ACTIONS

Continue to make a case for increased
public funding
Allocate resources to driving box office sales
Critical review of lessons learned in sales for each
production and apply the lessons learned
Conduct feasibility of expanding direct
contractual relationships with theatres
Invest in dedicated resources to drive other
income with a specific focus on growing
philanthropic and corporate support.
Investigate the establishment of a
Development Council in Ireland
Investigate merchandising model

STRATEGIC OBJECTIVE 6

DESCRIPTION

Audience
Listen to, challenge and
engage / be ahead of the
audience and exceed
their expectations

METRICS

High level of satisfaction(to
be defined) among audience
members polled after 1
production annually

ACTIONS

Get advice on how to effectively poll
audience members after performances
Carry out 1 audience poll annually
Review results and re-calibrate as required
Examine how we would convert the
increased MLT audience into a potential
audience for Druid productions
Expand audience with range of initiatives to target
non-traditional audiences
Review occupancy rates vs targets per venue annually

STRATEGIC OBJECTIVE 7

DESCRIPTION

Internal Processes
Streamline internal
processes to maximise
Effectiveness, Efficiency
and Online Security

METRICS

ACTIONS

Staff satisfaction – survey –
baseline (Set metrics once
baseline established)

Annual Staff Survey

Core administrative staff costs
≤ 16% revenue annually
(Average 2015-17 = 16%)

Invest in Continuous Professional Development (CPD)

Development of 3-year
‘Green’ action plan to make
all activities more sustainable
and review effectiveness
annually

Eliminate waste and increase efficiency from
one significant process per annum

Actual costs of each
production = 100% of forecast
costs +/-5%
Eliminate waste and increase
efficiency from one significant
process per annum

Select and implement appropriate wellness model
Develop staff skills matrix and succession planning

Development of ‘Green’ action plan to
make all activities more sustainable

Review artistic risk register at each board
meeting and process risk register annually
Develop a resource planning model that
enables flexing with demand

