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RSC Style Guide 
These guidelines have been created to help you write clearly and consistently for the RSC 

website and other written communications, with the aim of making our content welcoming 

and accessible to all audiences.  
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Introduction 
The RSC creates theatre at its best, made in Stratford-upon-Avon, and shared around the 

world for everyone to enjoy.  We want the RSC to be a truly diverse organisation; to feel 

confident that our Art, Audiences and Organisation reflect the diversity of the UK. You can 

find out more about these aims in our Equality Action Plan. 

The style guide is not about correct grammar or spelling, although we can point you to 

resources about these. It is about making sure our written communications reflect our core 

messages and aims, making our content welcoming and accessible to all audiences. If you 

create content, please follow this guide. It’s about: 

• Writing good copy for the web 

• Establishing your tone of voice 

• Creating the right content for your audience 

• Developing copy that is effective for search engines (SEO friendly) 

Why good writing matters 
You have very little time to grab your audience’s attention. Online readers typically scan for 

information, often on mobile devices with small screens. Use short paragraphs of one or two 

sentences. Keywords that tell a story are crucial. If you’re lucky, your readers may read up to 

a third of what you’ve written.  

Good, clear copy gets to the top of the Google rankings. Search Engine Optimisation 

(SEO) is about writing so your web page will do well. There are no tricks to this. The best 

way to write optimized copy is to say what you want to say as clearly and simply as 

possible. Use simple and well-structured language, which uses and repeats (but not too 

much) words you think your audience would use when searching for content your page topic 

covers (keywords). 

Who is it for? 
Before you start writing, be clear about your audience. Use the personas, or user segment 

profiles, we have created to help you visualize your readers. Consider what the motivation 

would be for your reader to share your content on social media. 
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Tone of voice 
We want our work to appeal to the broadest possible audience and we want people to read 

what we write and act on it. Our tone of voice should be clear, concise and informative, not 

stuffy and academic. We want to be friendly and accessible, not corporate or elitist. Your 

readers shouldn’t need a degree to understand what you’re trying to tell them, but that 

doesn’t mean we should shy away from tackling complex ideas. If we’re talking about a play 

that draws on theoretical physics we should engage with the subject matter, trying to make it 

as accessible as possible.  

Address your reader directly as ‘you’ and talk about the company as ‘we’ rather than ‘the 

RSC’ or ‘it’, wherever possible.  

Example: ‘We want to improve the teaching of Shakespeare in schools’ not ‘The RSC 

endeavours to enhance the implementation of Shakespeare in the curriculum’. 

Be active 
Use the active, not the passive voice. It sounds much punchier and makes the reader feel 

more engaged. 

Example: ‘Ninety children watched the play’ not ‘The play was watched by 90 children’  

Enthusiasm and hyperbole 
Be honest and realistic! Don’t promise that something will be ‘life-changing’, ‘wonderful’ or 
‘fabulous’. Try to explain why something is good, rather than just saying that is.  

Get straight to the point 
This is also known as front-loading - putting the most important information first. Your first 

sentence of copy should explain what this is all about, followed by what, where, when, how 

and why. This way your readers can: 

• See immediately what the page is about 

• Decide if they want to read the rest 

Use descriptive sub-headings 
Break up text with descriptive sub-headings, so readers can easily see what each section of 

the page is about.  

There is no hard and fast rule, but roughly aim for one sub-heading every two to four 

paragraphs.  

Linking - use descriptive link text, not ‘click here’ 
Explain links to other web pages, sites or downloads so they stand out to users scanning 

pages. ‘Click here’ won’t mean anything to someone reading quickly, whereas descriptive 
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link text stands out. Search engines also prioritise linked text, helping more people to find 

your page.  

Example: ‘Book tickets for Othello’ works much better than ‘If you want to book tickets click 

here’ 

Look for opportunities to provide relevant and compelling links to internal and external web 

pages.  

Title, meta data and alt text 
These are essential parts of any piece of web content, which search engines use to help 

people find our content. Use clear and simple language to help people understand what a 

piece of content is.  

• The page title should be short and explain what the content is about, e.g. ‘Synopsis 

of King Lear’.  

• All web pages should include a meta description explaining what they are, using the 

kind of keywords that people would use to search for that content.  

• Images should have alt text describing what they show, eg. ‘David Tennant as 

Hamlet holding a skull, wearing a red T-shirt.’ Don’t credit the photo here and don’t 

supplicate the caption if there is one. Alt text is used by screen readers for people 

with visual impairments, so imagine describing what’s happening in a picture to 

someone who can’t see it.  

Bullets and lists 
Lists can help people read and extract information easily. They: 

• Allow users to read the information vertically rather than horizontally 

• Are easier to scan 

• Are less intimidating 

• Are usually more succinct 

• Left-align text 

Start each bullet with a capital letter. They don’t have to be full sentences, but they must be 

consistent. A good bullet list should: 
 

• List similar items: features, suggestions or steps 

• Start with the same part of speech e.g. verb 

• Omit excess words 

• Make keywords bold 

• Punctuate consistently 

Match the picture to the story 
Include an image which adds to the message. Mismatched photos can jar with users and 

confuse them. 
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Make sure the caption is accurate, up to date and adds to the story. It shouldn’t be boring or 

baffling. It must credit the photographer and copyright – if in doubt, check with the Image 

Manager. 

Pictures on our website should have alt text. This is not a credit, it’s a description of what 

the picture shows. 

Checklist of key things to remember 
Create snappy and accessible content, conveying all key points at a glance. 

• Use the words your audience uses – e.g. ‘play’ or ‘show’ not ‘production’. This 

helps optimize for search engines. 

• Break content into short paragraphs, with each paragraph conveying one idea. 

• Get straight to the point. Put the important information in the first sentence.  

• Avoid slang or jargon. If Granny and a ten-year-old can both understand what 

you’ve written, you've done well! 

• Use shorter words where possible. ‘Begin’ rather than ‘commence’ or ‘used to’ 

rather than ‘accustomed to’, for instance. 

• Avoid complex sentence structures. Include just one idea or concept per 

sentence. 

• The user is ‘you’. The RSC is ‘we’.  

• Use the active voice. ‘We gave our first ‘relaxed’ performance’ not ‘The first 

‘relaxed’ performance was given by the RSC’. Move the subject and the verb to the 

front of the sentence. 

• Use bullets, numbered lists and subheadings. One sentence and two bullets are 

easier to read than three sentences. 

• Use images, diagrams, or multimedia to represent ideas visually. Videos and 

images will reinforce the text on your page. 

• Check your copy for accuracy and concision. The eye can skip missing words or fail 

to see duplication. Check it twice. Read it out loud. Better still, get someone else to 

read it! 

• Web copy can be updated. When you find out more about a production or event, 

that should be reflected in the copy. Also you’re responsible for reviewing your copy, 

changing tense, deleting stuff that’s out of date. It’s good for SEO for pages to be 

updated regularly. 

A to Z Guide 

Quick links: A - B - C - D - E - F - G - H - I - J -  M - N - O - P - Q - R - S 

- T - U - W  

Abbreviations and acronyms 
Avoid using abbreviations and acronyms, if possible. They can be confusing and make 
people feel excluded. If you can’t avoid using them, spell them out in full the first time, with 
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the acronym in brackets immediately after, eg. ‘Key Stage 2 (KS2)’. Don’t use stops between 
the letters of acronyms (NT, OBE) or initials (WH Smith), or after contractions (Dr or Mrs). 
Write play titles in full (A Midsummer Night’s Dream not: Dream). 

Accents 
Give people's names and words from other languages the right accents, wherever possible. 

For anglicised words such as ‘cafe’ there is no need to use accents.  

To add an accent in MS Word, select ‘Insert’ – ‘Symbols’ – ‘More symbols’ and search 
through until you find the correct symbol. Alternatively, search the internet for the word you 
want to type and copy and paste it from a web page/search engine.  

Actor not actress 
Use the term ‘actor’ for both male and female actors. The only time we might use actress 
would be, for example, an award title: ‘Oscar for Best Actress’. See also ‘Titles’ for how to 
deal with ‘Sir’ or ‘Lady’. 

Addresses, telephone numbers, website addresses 
Write street, town and city in full. 

 
Present phone numbers as follows: 

• Telephone: 01789 403444, Fax: 01789 262341 

• Landline telephone numbers should be displayed in their standard format, with the 
area code separated from the main number, without brackets and with no gaps in the 
main number: 01789 296655 or 020 7845 0523 or 02476 440527 or 0113 213 7700 

• Mobile numbers should be displayed as: 07768 057883 

• In direct communication with overseas audiences, display numbers for international 
use: +44 (0) 1789 296655 
 

For website addresses, see URLs. 
 

Age 
Use hyphens correctly referring to people’s ages: 

• She is 12 

• He is 12 years old 

• She is  a 12-year-old 
 

American spelling 
Be careful of US spellings. MS Word and other software programmes tend to default to 
American spellings, so check the setting on your PC. For example, use: organise, not 
organize, adviser not advisor. 
 

When writing for American audiences, use US spellings - theater or center, but retain UK 
spelling for our theatre names. American buildings should retain US spellings when writing 
for UK audiences. 
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Ampersands (&) 
Avoid using ampersands where possible, use ‘and’ instead. But be aware that sometime we 

use these in play titles, in which case we do need to use them. Don’t use ampersands in 

web addresses or filenames. 

Apostrophes 
Make sure you get them right! Try Oxford Dictionaries for advice.  

Branding - see ‘credits’ 

Britain/British 
This is the official short form of United Kingdom of Great Britain and Northern Ireland. Use 
‘throughout the UK’ but ‘British actors’.  

Capital letters 
Keep capital letters to a minimum, as they stop the eye and can appear aggressive.   
 
Also see ‘headings’ – for more on using capitals for headings. 

 
Use capitals for proper names, especially titles of plays (unless the playwright has specified 
otherwise), groups of plays and the names of actors’ companies. For job titles and 

department titles, use capitals only where you are referring to a specific person/department: 
 

• All’s Well That Ends Well 

• The Play’s The Thing 

• West End 

• The Learning and Performance Network 

• Winter Season 

• Summer Season 

• 2015 Stratford-upon-Avon Season 

• ‘Stand up for Shakespeare’ is the RSC Education Department’s campaign. 

• Technical Director, Joe Thesp, met the technical directors of other theatres. 

• Patrick Stewart won Critics’ Circle Best Actor Award. 

• ‘OK’ not ‘okay’ 
 
Some companies have a logo that starts with a lowercase letter, i.e. eBay. In this case, refer 
to them in this way.  

Clichés 
Avoid them. They are annoying and won’t usually add much to your message. Please don’t 
‘tread the boards’, ‘set the stage’ or introduce ‘the Bard’. 

Contractions (don’t, can’t) 
Generally, we use ‘don’t’, ‘can’t’ and won’t instead of ‘do not’, ‘cannot’ and ‘will not’. It’s less 

formal and more friendly.  

http://oxforddictionaries.com/words/apostrophe
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Credits 
Check with the Development Department at development.crediting@rsc.org.uk whether you 
need to credit any sponsors or supporters or include specific branding. Ensure the sponsor 
is happy with the finished product.  
 

Note that some Development Department credits contractually require the funding body or 
charity to appear in upper case / capitals: 
 

The RSC Ensemble is generously supported by THE GATSBY CHARITABLE 
FOUNDATION and THE KOVNER FOUNDATION 

Dates and times 

• 16 April 2017, not: 16th April or April 16 

• 12-hour clock not the 24-hour clock: 3.30pm, not 15.30 

• 12 o’clock (day or night) cannot be am or pm. Use 12noon or 12midnight 

• Use figures for decades: the 1960s, the swinging 60s, etc 

• A short dash (hyphen) with no spaces either side is used when a date span covers 

the same month or is between years only eg 23-30 November 2016, 1666-1850 

• Give capital letters to months, days of the week, special occasions, historical 
periods and events. Seasons (i.e. spring) and centuries don’t need them.  

• Where used, AD comes before a date, BC after it, with a space between.  
 

For a span in time: 
 

• Use a hyphen with no spaces either side when a date span covers the same month 
or is between years only eg 23-30 November 2016, 1666-1850 

• Use a hyphen with a space either side to show both am and pm (7am - 9pm), and no 
space if you are using am or pm (4-5pm).  

 
When giving the time and place of an event, list it in the order place, date, time. For 

example: The event takes place at the Swan Theatre on 26 June from 7pm. 

Department names 
Our internal departments are largely irrelevant to the outside world, so don’t refer to them if 
they are not necessary in external copy. If you do need to use them, capitalise as follows: 
the Education Department. 

Disability 
Make sure your copy is welcoming to all.  Where possible, don’t refer to people by their 

impairments. Be positive and talk about including people and how their access requirements 

can be met. For instance, ‘Are you a disabled person?’ can be rephrased as ‘How can we 

meet your access requirements?’  Where possible, ask what people would prefer you to use 

and respect their wishes, but there are particular words and phrases that disabled-led 

organisations prefer to use: 

• Use ‘disabled people’, not ‘people with disabilities’  

• The opposite of ‘disabled’ is non-disabled not ‘able-bodied’ 

• Avoid negative terms such as ‘suffer from’, ‘wheelchair-bound’  

• Don’t label people by their impairments e.g. use ‘a dyslexic person’ not ‘a dyslexic’  

mailto:development.crediting@rsc.org.uk
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• Many Deaf people who use British Sign Language and identify as members of the 
Deaf community, prefer to be referred to as Deaf people with a capital D to 

distinguish themselves from the larger group of people who have a hearing 
impairment. 

Ellipses 
Use when something is missing. There should be a space before and after ‘... ’ but none in 

between. Don’t overuse these! 

Email 
No hyphen. 

E-newsletter 
Use hyphen. 

Equality 
We want the RSC to be a truly diverse organisation; to feel confident that our Art, Audiences 

and Organisation reflect the diversity of the UK, and to foster an accessible and inclusive 

working environment for all. See also: 

• Disability 

• Gender 

• Race 

• Religion 
 
If referring to marriage or weddings, don’t forget to reference civil partnerships, if relevant. 

Exclamation mark 
Resist the temptation to use exclamation marks, except for a genuine exclamation in direct 
speech. Use only one at a time. 

Full stops 
We only leave one space after a full stop. We do. Next word.  

This is in line with all style guides (The Economist, the Guardian and the Chicago 
Manual of Style), for print and digital. Many people like to add a double space after a full 
stop, but it is generally considered old-fashioned and unnecessary.  
 

Don’t use full stops for meta descriptions (Page Description in Sitefinity), which pull 

through into search engines and the page navigation on our website. These should make 

sense, but shouldn’t be a complete sentence. 
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Gender 
Avoid sexual stereotyping, and use inclusive language. For example, ‘staff’ the desk not 
‘man’ it, use business executive not businessman, head teacher not headmaster, actor not 
actress, comedian not comedienne. 

Half term 
Lowercase, no hyphen. 

Headings 
Don’t capitalise headings. Only the first letter of the first word should be capitalised.  

Honours, qualifications and titles 
Royalty: if you are writing to Royalty, your letter should be checked by the Executive 
Director’s office. The Press Office can also help with etiquette regarding honours, 
qualifications and titles. The Guardian Style Guide offers advice on how to address anyone, 

including royals, peers, MPs etc. 
 
Our own actors’ names should appear in full, but without titles: so Sir Ian McKellen is Ian 

McKellen when he plays Lear and Greg Doran is Gregory Doran when he directs.  

Hyphens 
Be careful not to overuse hyphens. 

• No one 

• Theatre-makers  

• A child is 10 years old or a 10-year-old child 

• Newcastle upon Tyne but Stratford-upon-Avon 

Italics  
Use italics for titles of plays, exhibitions, books, newspapers, and for non-English words or 

phrases (unless they have become anglicised, such as status quo, de rigueur).  
Macbeth, Into the Wild, The Complete Works of Shakespeare, The Daily Mail.  

• Don’t italicise when referring generally to tragedies or comedies: In Shakespeare’s 
comedies, we find... 

• Don’t italicise season names 
Headings are not italicised on the web 

Jargon 
Avoid RSC jargon and specialist theatre or other terms if you can. If not, explain what it is, 
otherwise it can be alienating.  

Job titles 
Capitalise job titles, i.e. Artistic Director Gregory Doran. 

http://www.guardian.co.uk/styleguide
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Justification  
Generally, we only justify type on the left. Copy on the website should always be justified to 
the left. 

Links 
Text that links to other web pages, websites or downloads should describe what the user 
gets when they click it. So a link to a lesson plan for teachers about King Lear should read 

‘King Lear Key Stage 2 lesson plan’. Don’t use ‘click here’ links as the instructions are 
unnecessary, and these give us no SEO benefit.  
 

If you’re linking to a downloadable PDF then include (PDF) in brackets within the linking text, 
eg: King Lear Key Stage 2 lesson plan (PDF) 

Mr, Ms, Mrs, Miss (honorifics) 
Usually, we refer to people by their full name the first time and by their first name only the 

second time, so don’t use titles unless it strikes the wrong tone or you need to identify 
different members of the same family. 
 
If you are writing about two different people with the same first name, i.e. Gregory Doran and 

Gregory Hicks, then either use their full name each time you mention them or just their 
surnames after the first time, to avoid confusion. 
See also honours, qualifications, titles. 

Names 
People hate it when their name is wrong. Take the time to check spellings with the Casting 
Department or Producers’ Department. If you spot a name spelled wrongly somewhere, 
don’t be afraid to let someone know so they can change it. 

 
See also ‘Surnames’. 

Newspaper titles 
Italicise names of newspapers but not ‘the’, e.g. ‘Writing in the Guardian, the critic...’. If 
attributing a quote, leave out ‘the’, ie: ‘Stonkingly brilliant theatre’ Daily Telegraph. 

Exceptions are The Times and The Stage – for two reasons: it looks odd otherwise and ‘The 
Times’ registered its name with the definite article, unlike the others.  

Newcastle upon Tyne 
No hyphens 

Numbers 
Spell out numbers from one to nine (not 1, 2...). Use figures for numbers of 10 and up.  
You can use the abbreviation %, for per cent, but be consistent. Exceptions: 

• Year 2 at school 

• If the number is the first word in a sentence, it must be spelled out: Twenty-four plays 
will be performed this week. 

• If using bullet points, you need to be concise, so it’s acceptable to use figures 

https://cdn2.rsc.org.uk/sitefinity/education-pdfs/teacher-packs/edu-kinglear-teacherpack-2010.pdf?sfvrsn=2
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Use commas to separate 1000s in large numbers, ie: 1,000 or 21,000 or 245,000. This 
makes them easier to read. 
 

For money use £10 or 10.99, but not £10.00. 

PDFs 
See ‘Links’ 

Play titles 
Accurate titles for Shakespeare’s plays (note especially where apostrophes fall and which 
plays include ‘The’ in their title). We don’t capitalise pronouns, prepositions etc – so Singin’ 

in the Rain, not Singin’ In The Rain. 
 

• All’s Well That Ends Well 

• Antony and Cleopatra 

• As You Like It 

• The Comedy of Errors 

• Coriolanus 

• Cymbeline 

• Hamlet 

• Henry IV, Part I 

• Henry IV, Part II 

• Henry V 

• Henry VI, Part I 

• Henry VI, Part II 

• Henry VI, Part III 

• Henry VIII 

• Julius Caesar 

• King John 

• King Lear 

• Love’s Labour’s Lost 

• Macbeth 

• Measure for Measure 

• The Merchant of Venice 

• The Merry Wives of Windsor 

• A Midsummer Night's Dream 

• Much Ado About Nothing 

• Othello 

• Pericles 

• Richard II 

• Richard III 

• Romeo and Juliet 

• The Taming of the Shrew 

• The Tempest 

• Timon of Athens 

• Titus Andronicus 

• Troilus and Cressida 

• Twelfth Night 

• The Two Gentlemen of Verona 

• Two Noble Kinsmen 

• The Winter’s Tale

Non-Shakespeare 

• First Encounters with Shakespeare 

• Wendy and Peter Pan 

• Matilda The Musical 

 
Premiere 
No accent. Use this word sparingly – it can easily become cliched. 

Profanity 
See ‘swearing’. 

Quotation marks 
Use double quotation marks for direct quotes: 
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James said: “I love Hamlet, it’s my favourite play ever.” 

 
James said: “The ‘to be or not to be’ speech is amazing.” 
 
If you are quoting several lines from a play, start a new line and give the speaker’s name. 

There is no need for quotation marks: 
 
Antonio: How have you made division of yourself? 

An apple cleft in two is not more twin 
Than these two creatures. 
 

If you are quoting a long passage of speech – say in a press release – open quotation marks 
at the beginning of each paragraph, but only close them at the end of the last paragraph:  
 
Our Executive Director Julie Tremendous said: “The Birthday Bash has firmly established 

itself as one of the Company’s highlights. I can’t think of a better way to celebrate 
Shakespeare’s birthday. 
 

“We are also delighted that Local Grub has been able to sponsor the refreshments for the 
day. Audiences have responded very well.” 
 

Reviews 

Quote press reviews carefully. It is an offence to deliberately misquote or cut words in order 
to alter the original intention of a sentence: 
 

‘The best opening scene of Hamlet I have ever seen, unfortunately the rest was dreadful’ 
cannot be abbreviated to ‘The best Hamlet I have ever seen’. 
 

When quoting and abbreviating a press review, only use three dots [an ellipsis] to denote a 
gap in the sentence:  
 
‘Possibly the best Hamlet ever staged … magnificent central performances’ Daily Telegraph 

Race 
Only mention ethnicity and other distinguishing characteristics when absolutely essential and 
avoid stereotyping. A rare example of where it’s necessary is: ‘Gregory Doran’s Julius 
Caesar is set in Africa and cast with black British actors.’ 

 
Avoid the phrase ‘colour blind casting’. Our aim is to use the best actor for the role.  
 

Almost everyone struggles to get terminology right, especially as it sometimes changes 
according to context. There’s not always consensus about how to use particular terms. 
 
The following terminology is preferable, although, when quoting people, it’s important to pay 

attention to the ways people describe themselves and try to use the same language. 

• Minority ethnic – better than ‘ethnic minority’ as it shows that everyone has an 
ethnicity but some are in the minority in terms of numbers in our society and some in 
the majority 

• BAME – shortcut term for black, Asian and minority ethnic groups. Best kept for 
conversation rather than written communications 

• BEA – British East Asian 
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• Black – in the past politically used to describe all people from visible minorities but 
also popularly used for people of African Caribbean and African origin 

• African Caribbean has replaced the term Afro-Caribbean to refer to those of 
Caribbean origin who are of African descent 

• Asian, East or South Asian – are cover-all terms and so it’s usually better to refer to 
specific groups e.g. Pakistani, Bangladeshi, Vietnamese, Kashmiri, Chinese etc 

• Coloured - this term is regarded as outdated in the UK and should be avoided 

• Mixed race or half-caste should be avoided as it implies that a ‘pure race’ exists – 
use ‘Mixed heritage’ instead 

• ‘Non-white’ should not be used as it groups and describes people by what they are 
not. It also implies that ‘white’ is the norm against which 'otherness' is measured 

 
If in doubt, check! 

Religion 
Be clear about terminology and contexts, when mentioning religion, particularly as there are 
wide variations of denomination and groupings within each religion. Also spellings vary, so 
check these carefully. A useful resource is here: http://www.bbc.co.uk/religion/religions/ 

Singular and plural 
An organisation is generally singular – ‘it’ rather than ‘they’. Bands are traditionally referred 
to as plural. 
 

Slashes / 
These are usually used as a substitute for ‘or’, i.e. he/she. They’re not correct English, so 
should be avoided in copy. 
 

Social media 

It’s OK to break a few rules when writing on social media – the main thing is to be friendly 
and brief! 
 

Surnames 

Generally, we refer to people by their full name the first time and by their first name only the 
second time. However if you are talking historically, then it is better to refer to artists by their 

surname only after first mention, so Trevor Nunn’s production of Hamlet could be called 
‘Nunn’s Hamlet’.  
 
When talking about visual artists, we refer to them in full the first time, then by surname after 

that, so ‘Steven Follen’ and then ‘Follen’.  
 

Swearing 

This all depends on context. If absolutely necessary, write mild swear words in full, i.e. ‘crap’, 
but avoid stronger words rather than starring them out, where possible. If you can’t avoid the 
word because it’s a play title, i.e. Mark Ravenhill’s Shopping and Fucking, then write it in full, 
because this is the proper title. 

Theatre names 
Our theatres are called: 

• the Royal Shakespeare Theatre 

http://www.bbc.co.uk/religion/religions/
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• The Studio Theatre at The Other Place 

• the Swan Theatre (Arriving at the Swan Theatre) 

• The Dell (King Lear is performed at The Dell) 
 

Other theatres in which we perform: 

• the Aldwych 

• the Barbican 

• the Cambridge Theatre 

• Duke of York’s 

• Gielgud Theatre 

• Hampstead Theatre 

• Live Theatre 

• Noël Coward Theatre 

• Northern Stage 

• the Novello Theatre (no capital on 
‘the’ when in a sentence: When 
you are arriving at the Novello 
Theatre) 

• Roundhouse 

• Theatre Royal, Newcastle upon 
Tyne 

• Wilton’s Music Hall 

 
Touring venues have strict conventions as to how they are listed or credited. Check with the 

Marketing Department for more information. 
 

UK (see Britain) 

Use ‘UK’ not ‘Britain’, but the adjective is ‘British’, eg. ‘British actors live in the UK. 

URLs 
When referring to RSC web pages in print and online, we no longer use ‘www’ – just 

rsc.org.uk  

Always test any URL before giving it out, but if it works for you, it doesn’t necessarily work 

across all browsers. Where possible, point audiences to specific pages, not just our 

homepage. You can create shorted URLs for our web pages in Sitefinity.  

US 
For United States – not ‘USA’ or ‘America’. But we do have RSC America.  

Videos 
Videos appearing on our site should usually be embedded via the RSC YouTube channel. 

When naming the video use the following convention:  

Example: Trailer| Richard II | Royal Shakespeare Company  

(‘|’ Is a ‘pipe’ symbol, located to the left of the ‘z’ on your keyboard) 

Keywords should include: 

• Play title 

• Playwright 

• RSC 

• Theatre name(s)  

• Actors with celebrity status (eg. David Tennant) or who have a big following are 

valuable as keywords. If you’re not sure who to include, ask your colleagues.  
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• Relevant character names 

Words to avoid 
We should avoid clichés like ‘treading the boards’, ‘thinking outside the box’, and any 

abbreviations that might make our content more difficult to understand, or require specialist 

knowledge. 

• Bard – cliché 

• Get-in – technical rehearsals and set build 

• Iconic – we use it too much! 

• Exciting - show why something is exciting, instead of just telling people it is 

• Prior to – say ‘before’ 

• Tech – Explain it the first time ‘technical rehearsal’ 

• Voms – explain what they are 


