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Synopsis 

It is 1968 and the women of Ford Dagenham are getting tired of the inequality they face 
at work. Rita O’Grady is at home starting her day as she wrestles with her kids and 
husband to get them all out of the door to school and work: she has to get back to the 
factory where she is overworked and underpaid. Rita is one of the 187 women that work 
alongside the men at Ford, upholstering the seats for the cars but being paid a fraction 
of the men’s wages. 

A meeting is called of the Unions with Ford and the two women in attendance become 
quickly aware that they are being sold out. Rita tries to convince management that the 
work they do is skilled. When management laugh them out of the meeting, Rita goes 
back to the factory where she calls ‘everybody out!’ The women take industrial action. 

While the women are out on the picket line, the men in their own factories are running 
out of seats. With productivity at the plant down, MPs and Ford HQ begin to take an 
interest in the Dagenham strikes. Having brought about some ‘working class solidarity’ 
and with Ford Liverpool having joined the fight, the women take their campaign to 
London. 

Not only has the situation worsened in London but, at home, the men have started to 
struggle – they are down to their last ironed shirts, and the kids are being fed on only 
chips on toast. The production line runs out of seats to put in the cars, and men have 
been laid off from work. 

The situation worsens, but in a press conference about their protests in London, the 
women are asked how they are coping. “We’re women,” comes the reply. The protests 
reach a head and, after the strikes affecting the personal lives of all those involved and 
the productivity of a major car dealer, the women are awarded 92% of the men’s pay 
rate, with equal pay being an act passed in parliament. They have won. 

Made in Dagenham is a story of female empowerment; it considers the traditionally 
female home-making jobs and restores them to the equal position the women of Ford 
Dagenham are seeking. It presents women working together, striving to be recognised, 
and following in the footsteps of the Pankhursts that went before. The characters of 
Made in Dagenham give an example to us all in the battle for equal pay that, after the 
pay-gap investigation of earlier this year, continues into 2018. 











Production: Made in Dagenham: The Musical 

Company: FourSevenTwo Productions 

Bidding for: Early Hilary Term 2019

Performance rights: Secured with MTI at 15% of the box office 

Cast number: 20-25

Seats available: 3492

Breakeven seats: 1996

Breakeven percentage: 57%

Primary Contact: Amy Thompson, Producer, amy@472productions.co.uk 
07531018881

Secondary Contact: Miranda Mackay, Director, miranda@472productions.co.uk  

Production Team 




Producer Amy Thompson
Director Miranda Mackay
Musical Director Josh Cottell
Marketing Manager Laura Wilsmore
Production Manager Tracey Mwaniki
Set Designer Chris Neal
Lighting Designer Seb Dows-Miller
Sound Designer Bill Wu
Costume Designer Beth McCullagh
Props Designer Thomas Robertson
Technical Stage Manager Jim Fellows
Company Stage Manager Greta Economides
Access and Outreach Olivia Webster
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Marketing Copy

Rita O’Grady is just another woman. It’s 1968 and she wakes up in her terraced home 
on a uniform street in Essex: she sighs at her husband, gets the kids to school, and at 
the end of the day has dinner on the family table. Matching tales are unfolding in homes 
along the streets, centred on the women she knows from the factory where she 
upholsters seats for Ford cars, produced in the Dagenham plant. But it’s all about to 
change… 

Made in Dagenham is the story of a woman’s bid to change the world. Based on a true 
story, Rita leads the women of the factory out onto the picket lines, asking for equal 
rights for equal pay. Through a whirlwind of music, she takes us on a journey towards 
gender equality that still continues today.  

Why the Oxford Playhouse?
Our choice of venue concerns both the production itself and the members of the 
team. The production has its home on a large stage: as the director’s and producer’s 
statements both note, the show explodes onto the stage. The large cast fills the 
space with its musical notes and dancing alike: a loud and crowd-pleasing musical 
like this one is not suited to an intimate venue, it has to find its home on the larger 
stage of the Playhouse. 

As well as the inherent capacity of the musical to fill the space, the technical design 
teams have created a plan for this production that easily fills the ample space of the 
Playhouse as well as requiring the technical advice of many of the Playhouse team. 
A revolve, flown pieces, and a proscenium littered with the paraphernalia of the 
various production lines are design ideas that, here in Oxford, can only be realised in 
the specific space of the Playhouse and under the guidance of the theatre’s 
technicians. 

Finally, and this has already been alluded to above, the Oxford Playhouse is the 
perfect venue for this team at this point in our theatrical careers. Many of the team 
have hopes to work professionally upon graduation and it would be an excellent 
opportunity for the crew to develop their professional skills in such an exciting 
training environment. Each individual comes to this project with the excitement and 
enthusiasm to come through this process together, learning both from experienced 
professionals and from each other along the process.



 

Director’s Statement 
Made in Dagenham bursts onto the stage with irresistible energy and charm, and from 
the first time I listened to the score it completely blew me away. It’s so realistic and 
relatable - as well as spectacular show-stopping numbers like Made in Dagenham, 
Everybody Out and Stand Up, it contains tiny speaking details that make it incredibly 
human. Throwaway lines about Graham being caned at school, workers starting their 
jobs at 14, and the female employees having to wear five-inch heels all the time ground 
the story in the real lived experience of Dagenham in 1968. 

One of my favourite parts is the quiet song Letters, when Rita’s husband writes her a 
note to read when she gets home from the picket line, and explains the consequences 
of the strike for her home life. To win equal pay, Rita has to put her public political 
struggle before her family life, completely against everything society expects her to do. 
The revolution at home is a really important strand through Made in Dagenham, and it’s 
one I want to emphasise in this show. The women are told to “take the strike into your 
own homes” - to stop doing all the little domestic tasks that keep the house ticking over 
(introduced in Busy Woman). Their husbands don’t value this domestic labour at all, but 
when they’re suddenly expected to take it on, they can’t do it, and realise how much 
they rely on it. This idea’s introduced in the number “I’m sorry I love you”, which has the 
refrain “He’s just a man” - which is not an excuse! The point is that the women are not 
just under a burden of underpayment at work, they’re also under a massive weight of 
completely unpaid labour at home. The solution to this problem is obviously not a wage 
for running a household, it’s making sure that the division of labour between the 
partners is fair. This is the second, less obvious moral of Dagenham, and the one I want 
to bring out in this production. 

Dagenham is about how the ‘female sphere’, the home, and by extension the work that 
women do in the factories too, is systematically undervalued.  I want our staging of the 
musical to bring out the symmetry between the public and the private, to make this 
political similarity obvious too. Lines of terraced houses mimic the look of production 
lines in the factory; the lives of Dagenham inhabitants are as repetitive and mechanical 
as the factories they work in. I want to block multiple households onstage at the same 
time, as if a whole terraced street is visible on stage and we can see inside all the 
houses. The ‘production line’ of the household in Busy Woman will be blocked on the 
revolve, in the same way as the actual production line(s) in the factory to underline the 
similarity. When the strikers disrupt the factories, they automatically disrupt their own 
homes as well. 



Another theme I want to focus on is beauty. Dagenham is not a beautiful place. 
Factories will be a bit dull and grey, and homes will be ‘cheap and cheerful’, which was 
my own Grandma’s phrase for her household in Hornchurch in the seventies. If 
Dagenham is objectively a bit grotty, it won’t be for lack of love on the inhabitants’ parts. 
Husbands wear overalls or vests and jeans, and MPs have dull suits, but the women 
favour modern styles, big hair, bright colours - they put effort into being beautiful in an 
un-beautiful world. I don’t want it to look easy, though - I want the audience to be aware 
of the effort that goes into maintaining this appearance, and that it isn’t permanent or 
automatic. This is really important to me, because the point is that the stereotypically 
‘feminine’ look is absolutely worthy of respect - miniskirts go up against pin-stripe suits 
and demand equality. Women shouldn’t have to be like men in order to be respected, 
and I want to show this through beauty. This will also create a cool visual look for the 
strike itself - in the Ford factory, the female workers have to wear grim blue jackets, 
concealing their personalities and making as drab and dull as everything else. When we 
get to Everybody Out, these jackets will be thrown off and left behind, filling the stage 
with colour and life. 

With its pro-union and anti-austerity undertones, Dagenham is deeply political, but 
ultimately it’s pro-equality rather than party political, and displays a healthy disdain for 
politicians and big businessmen across the board. Given the current state of the 
struggle for wage equality, particularly in light of the recent pay gap scandal, there’s no 
better time to stage the story of how it all began with an ordinary woman in a factory in 
Dagenham. 









Producer’s Statement

Made in Dagenham captivates its audience from the very first notes: from the 
opening lines of Busy Woman through to the closing cadences of the riotous 
Everybody Out and beyond, the eyes and hearts of the audience are caught up in a 
larger-than-life expression of one of the most important battles of our time (“Equal 
pay for equal work!”) while still tracking the individual lives of the men and women 
contained therein. By the end of Stand Up, we are inspired by having witnessed 
ordinary people achieving extraordinary things.  

Our marketing department is dedicated to having this show burst into Oxford in just 
the same way as the creative team has it announce its arrival on stage. The strength 
of Laura’s marketing plan, focussing on volume though never at the loss of engaging 
content, makes me duly confident that our 57% breakeven can be achieved. We 
have a large paper campaign which is designed to help us reach audiences that pay 
full price and concession ticket prices, rather than students, who will still be 
mobilised by a strong online campaign, for which there will be a dedicated Online 
Marketing Officer appointed. Reflecting this, I have allocated sufficient budget to 
distribution to increase the flyer drop to double the usual provision on student shows 
and Laura and I would be interested in having this targeted to reach our core 
audiences, which are outlined below. 

The target market of this production is large and varied: women who will identify with 
the characters and were working in the early 1970s, will form one of our direct 
targets. In addition, I am interested to reach out to the Women’s Campaign in Oxford 
and the organisation behind local International Women’s Day events both to link our 
production with charities on the Rent-model from 2016 and to work with them for the 
purpose of increasing our brand visibility. I would also be interested in working with 
the incoming UDO to support a festival such as this year’s Breaking the Fifth Wall to 
reach further, academic audiences. As Laura talks about, I would like also to 
collaborate with the Oxford Union to stage a debate in the weeks before the show: 
‘this house believes that work place equality hasn’t changed since the Days of 
Dagenham’. Working with the Union, it will be easy to find speakers because after 
this year’s survey, the topic is at the forefront of many politically-oriented minds. As 
such, student, university, and local activists will form another core part of our target 
audience. I use ‘activist’ in a loose sense of the word – we will use these networks to 
reach people with an interest in the themes of the production who are numerous and 
in plentiful local supply.



There will be a campaign to local schools, encouraging those with students between 
14 and 18 to come into Oxford. There is a dedicated Access and Education Officer 
on our team, Olivia, and we intend to pursue stronger links than usual with the OP 
Participation department to forge such links with local schools. 

Regarding our financial expenditure, having reviewed data linked to previous 
Playhouse musicals, I am confident that our break-even is achievable. I know that 
the % breakeven on Sweet Charity in January 2018 (the matching slot for the slot we 
would like to have this coming year) was identical to our own, and that show turned a 
profit. Further, our yield per ticket maps well onto that of Candide from November 
2017. I am confident that is a sensible budget that is built to be achievable not one 
that is built to have low ‘headline’ figures like break-evens. The marketing plan and 
the title is strong enough to deliver sales like those on recent musicals in the venue, 
which should equate to comfortable finances on Made in Dagenham. 

In terms of managing and running the team, Tracey and Laura will be invaluable in 
their roles as production manager and marketing manager respectively (cf. Fig. 2). I 
will ensure that they are facilitated by regular full production meetings as well as one-
to-one catch ups every other week regarding their departments. A central Google 
Drive will serve to focus all of our thoughts; regular minutes, action points, and 
agenda for every production meeting will ensure that this production will be run with 
organisation and efficiency. On a personal level, I am under no illusions as to what 
staging a production in the Playhouse entails, but I am excited to work on my first 
large scale musical and I know that I have a lot to learn along the way. I hope that 
having taken on different roles in teams of this size now, I will be well prepared to 
lead on taking this production from bid to stage. 

A further note is necessary on logistics: we are considering casting children in the 
roles that are written for children. We would want to enter into discussion with 
Playhouse staff who have more experience in this from Pantomimes, than we do. 
However, as a former dance teacher before coming to Oxford, I am comfortable with 
organising chaperones and managing children in the theatre, if arrangements could 
be made. The creative team are prepared to work with female students in the roles 
written for children if necessary, though I do believe that with the volume of children’s 
choirs now attached to college chapels, there would be child voices capable of taking 
on these roles. 

The team behind Made in Dagenham is a mixture of old-hands and new faces; what 
they all share is that each individual is creative, inspiring, and ambitious while being 
overarchingly committed to realising our shared vision for this project as a team. It 
has been a joy to work with each of them in the preparation of this bid to the Oxford 
Playhouse, and I hope to lead them over the next six months in our shared efforts to 
stage a relentlessly creative production before busy auditoria. 






Fig. 1. Production Budget  

(see also separate individual attachment) 


Fig. 2. Team structure 










Musical Director’s Statement
Made in Dagenham is the true epitome of a British musical: a feel-good story of empowerment 
meets classic British music, creating a piece of theatre that is both catchy and memorable. The 
music without a doubt is one of the stand-out features, with its use of popular styles of the time 
combined with the more modern musical theatre style that we are so used to seeing on our 
stages nowadays. David Arnold has done something a lot of composers strive to do: use 
pastiche to create reminiscence and auditory links for the audience to further emphasise the 
action occurring on stage. It just so happens that he has done it quite well, creating a piece that 
brings home the story whilst creating something that is genuinely a joy to listen to. From the use 
of Northern Soul in ‘Pay Day’ to the Billy Elliot-esque numbers of ‘The Letter’ and ‘Storm Clouds’ 
and the showstopping nature of ‘Everybody Out’ and ‘Stand Up’, there really is something for 
everybody. 

The musical provides a strong balance between ensemble and solo singing. The principals of 
course take on numerous songs between them, of which the voices needed vary drastically 
between character. Often these roles may have only one or two songs to themselves so the 
immediacy of characterisation within the music must be ever present for the chosen actors. It is 
the ensemble singing where the production would really come to life. I endeavour to spend time 
developing the group sound that is made, in order for the true power of such an ensemble to 
really thrive within the theatrical space. This is, of course, whilst working on vocal technique to 
help both principals and ensemble survive intense rehearsals and show week when such 
vocally demanding songs are at hand. Rehearsals therefore would be a mixture of solo and 
ensemble to start with before integrating the two and finally reaching the full musical sound the 
piece looks for. The children’s roles are under consideration. Both parts are written for unbroken 
voices, so should the decision be made to use young adults, the parts would need to be played 
by women. This would affect the maturity and tone of voice, however, so the answer to the 
question comes at the discretion of the whole creative team further in the process. Should 
children be used, I aim to fully integrate them and their voices into the ensemble sound, adding 
an extra dimension to what would already be vital musical moments. 

I also look to use the band to their full power and extent. Whilst I will still use the pit, I look to 
make sure that, as an ensemble, they’re fully integrated into the production, including earlier 
band rehearsals and a worthwhile Sitzprobe. Hopefully, these will ensure a tight musical fabric 
onto which the dramatic vocalisation can be laced. As an MD with a background of musical 
performance in this style, I will lead from the keyboard which will further a clear integration 
between onstage and off. For the rehearsal period however, I do seek to find an AMD, or at 
least a répétiteur. The Band itself is 9 piece, easily fitting into the Playhouse pit. Logistical 
issues with the Sound Technician will of course be addressed, with a view to achieving the best 
possible sound to come from such a heavy rock/pop score. 

I genuinely can’t wait to get started on this show. Here’s to hoping it’s a joy to produce and to 
watch. 






Set Designer’s Statement 

Our proposed set design for Made in Dagenham highlights the contrasts and similarities 
between the working and domestic lives of the characters. We intend to use a 12 foot revolve 
in the centre of the stage, which will be used during factory scenes as a production line, with 
props rotating as the characters assemble machinery. This will also be used in domestic 
scenes, such as mothers getting their children ready for school, and later in the protest scenes. 
We intend to have two staircases either side of the revolve, slightly set back from it, that may 
be used for entrances and exits. These staircases can be rotated 90 degrees to face the 
audience for scenes that require more width downstage. The staircases will be dressed with a 
1960s style wallpaper to signify the domestic side of the play, however the pattern itself will be 
interlocking cogs and machine parts, so that it also functions in the industrial setting and 
reflects the intrusion of working life into the domestic sphere. Staircases can be dressed with 
ornaments and family photographs for the home scenes.  

At the back of the stage there will be a platform at 8 feet, that can be accessed from either of 
the staircases via treads. The platform will be clad and painted with a pebble-dash effect 
reminiscent of the 1960s, with the possibility of car parts mounted on the side. A single wide fly 
piece will be created out of hubcaps, with a large Ford logo painted across them, which will 
remain throughout many of the industrial and domestic scenes to hint at the constant intrusion 
of the industrial presence, and will only fly out during the most intimate scenes, until it will 
eventually be obscured by one of the protest banners towards the end of the show. Downstage 
left and right will be used as separate houses during domestic scenes, communicating the lack 
of individuality in the terraced houses in Dagenham.  
  
We also propose to decorate the three sides of the proscenium arch, either with parts salvaged 
from an old 60s car or with wooden versions painted to look like metal car parts. This will also 
include old headlights made to function with festoon bulbs (cf. the LX statement), they will be 
utilised during ensemble numbers and at the start of the show. The decoration of the 
proscenium with industrial materials physically frames the action of the play, echoing how the 
lives of the characters are framed within the setting of the industrial action in their workplaces.  









Lighting Designer’s Statement 

For a production with as much emotional and physical energy as Made in 
Dagenham, a great deal of movement will be necessary from the lighting, to expand 
the cast’s movements across the whole stage. In depth discussions will be had with 
the choreographer from the very beginning of their creative process to ensure that 
the lighting complements rather than contradicts this movement.

A number of specific effects for individual scenes are also under consideration. For 
example, during ‘Stand up’, it is the intention that the lighting at the front of the stage 
will create the formal, unwelcoming setting as Rita makes the case for equal pay, 
while the brick back wall of the Playhouse will be lit strongly so that the rest of the 
female cast can be seen in silhouette setting up their banners and placards, creating 
powerful visual imagery for the pressure on the establishment that the strikes 
managed to create.

For the more naturalistic scenes, it will be necessary to replicate the open, cold 
setting of the factory floor, in addition to the warm but cramped, indeed 
claustrophobic, setting of the terraced homes. Nevertheless, throughout all these 
scenes, there will be underlying elements of colour to interact with the colour in the 
costume design that will be peeking through from underneath the women’s aprons 
and overalls, reinforcing the everyday acts of rebellion of the women against the 
oppressive situations they find themselves in.

There will also be a great deal of interaction between LX and set, principally 
focussing on the dressing of the proscenium arch – a number of lamps will be built 
into this aspect of the set and then dressed to look like headlights and brake lights, 
so that the movement and colour onstage can extend beyond the stage for the songs  
such as ‘Everybody Out!’ that need to be the most impressive.

There is a single moment in the second musical number, ‘Made in Dagenham’ at 
which a single pyrotechnic flash would be particularly desirable, although the team 
are aware that we have no experience in this so would be looking to the Playhouse 
for advice as to how to move forward with this.

I have put together a draft LX expenditure, which can be seen below. It is worth 
noting that the intention is not to hire the Playhouse CSPs, since the LED wash 
fixtures provided by Viking should be more than sufficient when a colour wash is 
needed, whilst also providing the ability to create a great deal of movement through 
narrow beams when required.






Fig. 3. LX Budget  




Ref. Use Source PPU #
Pre-
VAT

Post-
VAT

VK1430 Batten Viking £30.00 8 £240.00 £288.00
CS1200 Spot Viking £150.00 3 £450.00 £540.00

VK740Z
LED wash 
(x6) Viking £187.50 1 £187.50 £225.00

Gel
For OP 
generics

A-C 
Entertainment £90.00 1 £90.00 £108.00

Wiring and 
lamps For set Various £90.00 1 £90.00 £108.00
Transport Viking Viking £50.00 2 £100.00 £120.00

£1,157.50 £1,389.00





Sound Designer’s Statement

David Arnold has achieved something special with the music of Made in Dagenham – 
the score is relentlessly energetic, and manages to fit in moments of playful musical 
intertextuality without breaking away from the vocabulary of musical theatre. The 
powerful front of house speakers and subs in the Playhouse will be essential in 
conveying the richness of sound in this animated pop/rock score, as performed by our 
9-piece band. There is considerable dynamic range and instrumental variety in the 
score, from the brass-heavy, electric guitar-laden ‘This Is America’ to tracks like ‘Ideal 
World’, where percussion and keys sit in front of a much more subdued horn section. 
Hence the instrumental mixing of each individual number will reflect its mood and 
energy, ensuring that the right instruments are given the space to be heard at the right 
times. My experience with mixing contemporary instruments in a similar genre will be 
helpful. 

Like the band, the cast will be equipped with microphones, which, in addition to the 
obvious volume needs, allows fine tuning of vocal levels relative to the band and other 
actors. It is worth noting that the ensemble have significant vocal duties to perform in 
most of the songs, so it is important that ensemble vocals are mixed to give a 
consistently coherent and full sound. Furthermore, the Playhouse’s various on-stage 
speakers can be used to make sure that the ensemble’s and the principals’ voices sit 
separately in the soundscape of the auditorium, so they can be heard distinctly even as 
they overlap.

The two-level surround speakers of the Playhouse will also be important to the 
immersive playback of other sound effects in the production, and occasionally to provide 
an added dimension to the musical numbers as well.

I am very much looking forward to working on this brilliant musical, and I hope to work 
with the rest of our fantastic team to do justice to David Arnold’s unapologetically crowd-
pleasing score.



Costume 
Designer’s Statement 
The costumes for “Made in Dagenham” would accurately reflect not only the historical 
period in which it is set, but the goal of equality and recognition that the 1968 Ford 
sewing machinst strikers were striving for. 


I would recreate the iconic image of the long blue overall coats for our female cast, with 
the recognisable Ford logo. These blue overcoats would hide an array of bright, colourful 
and late sixties style pieces, with an emphasis on carefully chosen pattern in a variety of 
combinations. In contrast to the blue and grey world of the factory, the burst of colour will 
depict a group of individuals who are proud of their femininity and who have chosen to 
make a statement with their appearance, regardless of how much they earn.


The men playing the husbands would match the women with accents of similar colour 
and pattern of their wives in their braces and ties, reflecting the process of making and 
refashioning clothes at home. They would be dressed in the factory in the iconic blue 
boiler suits.


Costumes would be sourced from a wide range of outlets, using vintage retailers for some 
of the more stand out pieces, with the majority being sourced from online auctions and 
charity shops.


I would make any alternations necessary to ensure that there is continuity of historical 
style. The blue boiler suits and coats can equally be sourced cheaply online, with the 
embroidery of the logo added separately. With experience working with a similar budget, I 
am confident that I will be able to stick to it. 




Fig. 4. Costume Sketches



Marketing Manager’s Statement 
Made in Dagenham is a musical that is both thoroughly entertaining whilst highlighting 
serious issues. With the historical basis of the play, it will be able to draw interest from 
both student and local audiences alike, having only left the West End in 2015. Ensuring 
that we captivate both these target audiences requires a two-pronged approach to 
marketing, tailoring content as it is released through different avenues online, press and 
events. However, the print will be designed to captivate both groups. We will design our 
graphics as soon as possible during the process to ensure consistency of print 
distribution from the moment that the student term begins in Michaelmas. As well as 
using the Playhouse to further our print distribution, we will distribute posters through 
Daily Info in key locations inside and outside central Oxford, ensuring that every faculty 
and library has posters on display towards the end of Michaelmas term. For the general 
public, we plan to push flyer distribution, running 4000 flyers in local areas through 
Direct Publicity.  We would also book poster spaces outside the train station, Gloucester 
Green and the covered market to get maximum exposure. We would need to ensure 
that ticket sales for locals are happening in earnest before the Christmas period in order 
to catch spending before the holidays are over. Finally, we will have a selection of 
stickers printed to target key spots throughout the town and to distribute throughout the 
Freshers fair to engage potential audience members. 

Capturing the fresher audience as soon as possible will be key to building the 
excitement for an early slot in Hilary. Whilst there is another Playhouse student musical 
in Michaelmas, with the closing of the O’Reilly and the strong female leads that 
Dagenham offers, we will be able to instantly market the show at the Freshers fair for its 
fun and inclusive outlook on student theatre in Oxford. During the auditioning period, we 
will use the opportunity to begin developing content for online media outlets, with a 
twitter account, Instagram and website beginning to gain traction through the process. 

Online marketing will play a key role in appealing to both student and local audiences. 
We intend to make use of the Playhouse’s blog and online advertisements on websites 
such as Daily Info, Facebook and Instagram, as well as sending Direct Mailing to 
previous Playhouse visitors. Currently, 472 Productions’ website is in development, 
ensuring that previous productions and reviews will be thoroughly documented and 
exhibited to generate intrigue and interest around the upcoming show. We are very 
keen to develop as much video content as possible for both the website and social 
media, planning to do interviews with the creative team in Michaelmas term, cast 
interviews in Hilary term, clips of dancing from rehearsals and three, short teaser trailers 
that use catchy hooks from the most notable songs (as was successful for Sweet 
Charity, HT18). 



Having frequent, changing content will develop a long-term connection with the 
following on the pages since it never remains static. With such catchy hooks in 
‘Everybody Out’, ‘This is What we Want’ and ‘Stand Up’ (and music rights allowing us to 
use up to thirty seconds of a track we recorded) it will create a sense of excitement and 
fun around the show. These videos can hopefully be sent to local bus companies in 
Oxford to be played on their public transport from early December. We also plan to 
approach Oxford City Council or other businesses to offer a discount code that can be 
shared in a controlled platform (such as a staff mailing list) to encourage local 
audiences to book early and save money on their tickets, which will be beneficial in the 
long-term. 

However, we will ensure that our marketing strategy does not minimise the importance 
of the issues that the play raises. As a working-class Essex Girl myself, I am very 
conscious of ensuring that the show is marketed in a positive yet sensitive manner. This 
can be tackled through the press avenues that we would plan to make in Oxford. 
Previews of the play from local and student papers will allow the director to emphasise 
the real serious issues that underly the play – the play celebrates the achievements of 
the Ford workers but acknowledges that there is still more to do at the end. We will 
exploit the Playhouse’s mailout system and devise an enthralling press release to entice 
engagement.  We also could discuss issues and concerns in the play in interviews that 
possibly follow performances of songs on BBC Radio Oxford and Oxide Student Radio. 
We also hope to reach out to women’s charities based in Oxford, in order to make a 
positive impact with our production, acknowledging that we still have steps take after the 
days of Dagenham. 

As such, we would hope to run various events that do not shy away from the issues of 
the play, with a designated officer in this role to run this stream of marketing;  
 
1) An Oxford Union Debate; ‘This House Believes that Workplace Equality hasn’t 
changed since the Days of Dagenham’ [1st week] 

Once the new president is elected at the end of this term, we can approach the union 
about running such an event. This has been discussed before, and still has important 
resonances in the 21st century. We would brand the event, to be held in 1st week of 
Hilary term, with the production and will offer tickets as a floor prize for debaters. 



2) An invited speaker arranged to discuss the history of the era. [week of show]

We will reach out to academics and public figures to lead a talk before one of the 
performances to highlight the historical and social change that the events of 1968 
sparked. This event in particular will be planned well in advance in order to advertise 
and market the event to local secondary schools and sixth forms to encourage schools 
to view the production. Working with the Outreach and Access officer, we would hope to 
engage students from low-income backgrounds to consider historical topics outside 
their curriculum. 

3) A ‘Hat-Tricks’ Scratch Night [end of Michaelmas] 

Raising money for our selected charities, this event will allow for the cast (and possibly 
crew!) to break the gender norms of the vocal roles of many well-known musical theatre 
hits from the show and elsewhere. The event would be purely for charity, but the 
message of the evening and the fun and inclusive atmosphere that will be generated will 
allow musical theatre enthusiasts to come and enjoy singing the parts they may never 
get the chance to play, resonating with the themes in the show. 

Our marketing strategy so far is comprehensive, but we know that we can always 
improve, and I am excited to work closely with the Playhouse to develop my skills and 
understanding within marketing as well as ensuring the production’s success. From 
producing plays, I feel extremely comfortable in leading a team to ensure that tasks are 
delegated, and the operation runs smoothly alongside the other teams in the production. 
Living only 15 minutes away from Dagenham, I would relish the chance to lead and 
enthuse a marketing team for a production that is quite literally close to home. 



Crew Biographies 
Amy Thompson 

Producer 

Amy is an undergraduate classicist at St. Anne's College. Since arriving in Oxford, she 
has gained experience as Producer and Production Manager on a number of productions 
across venues of all sizes from the Burton Taylor to the Oxford Playhouse. Selected 
theatrical credits include: Girls will be Girls (Edinburgh Fringe 2017), Bacchae (October 
‘17), TEDx Oxford (Technical Director, Oxford New Theatre, March ‘18), Travesties (May 
‘18) and Brave New World (May ‘18). She is the current OUDS Treasurer and is looking 
forward to future theatrical adventures in Oxford and beyond beginning with being back 
at the Playhouse with the team of Made in Dagenham. 


Miranda Mackay
Director
Miranda is a third year classicist at Merton College. She co-founded FourSevenTwo 
Productions and directed the company’s first production, Henry IV: Part One, (O’Reilly, 
TT16.6). She has experience as an actor, appearing recently in The 39 Steps (O’Reilly 
HT18.3) as well as having worked backstage where recent credits include SM of the TEDx 
conference at the New Theatre (HT18.8), and as set builder for Cyrano de Bergerac 
(MT17.3).

Josh Cottell

Musical Director 

Josh Cottell is just finishing his first-year reading Music at Oriel College. A Choral Scholar 
there, he has played for numerous ensembles including OUO, OUPhil and OUWO, 
including being Assistant Conductor of the latter in HT18. Dramatically, Josh has been 
MD for The Cherry Orchard (O’Reilly, HT18), AMD for Threepenny Opera (OP, MT18) and 
has played for other shows besides these both in and outside of Oxford. He looks forward 
to working on this great project!


Laura Wilsmore 

Marketing Manager 

Laura is a second-year student studying English Language and Literature at Lady 
Margaret Hall. She performed in the ensemble for Made in Dagenham (Simpkin’s Lee 
Theatre, HT17) then undertook the role of Secretary of OUDS for 2017/2018. She was 
Assistant Producer for a new musical Cyrano de Bergerac (Keble O’Reilly, MT17) and 
produced Yellow (Pilch, MT17) for SquidInk Theatre. She is currently producing Hereafter 
(The North Wall Arts Centre, TT18). This year, she will join Oxplore as an intern to devise a 
marketing strategy with the University Access and Outreach team. She is excited to 
market Made in Dagenham with 472 Productions.  









Tracey Mwaniki

Production Manager

Tracey is a first year Law student at St Anne’s. In her time at Oxford she has held a variety 
of roles in student theatre . Two such credits were at the Playhouse, having ASM’d for 
Candide (MT17) and acted as Assistant Production Manager for Hedda (HT18), for which 
she also spent 2 weeks in the workshop as part of the build team. As such, she is 
accustomed to the operations of Playhouse shows, having gained further producing and 
organisational experience as Assistant Producer on Brave New World (O’Reilly, TT18) and 
Production Manager on Medea (O’Reilly, TT18). 


Chris Neal 

Set Designer 

Christopher Neal is a first year Fine Art student studying at St Anne’s College. He 
specialises in kinetic art and sculpture, and is currently working on a series of paintings 
that react under ultraviolet light. Made in Dagenham will be his first production in Oxford, 
and he is looking forward to the creative challenge of the role of set designer.


Seb Dows-Miller 

Lighting Designer 

Seb is in his second year studying French and Linguistics at Merton College. His 
experience in the Oxford Playhouse consists of roles as lighting designer on Bacchae 
(MT17) and Travesties (TT18), alongside numerous other projects in Oxford and beyond. 
Although he will be abroad for the next academic year, he is scheduled to be in the UK 
from before Christmas 2018 to the end of January 2019. He is excited to take on the 
challenge of lighting his first musical in the Playhouse.


Bill Wu

Sound Designer

Bill is a third-year physics student at Keble College. He was the sound designer for 
Travesties (Oxford Playhouse, TT18), and will be composing original music and designing 
sound for Romeo and Juliet (O’Reilly, TT18); he was also involved as a production 
assistant for the web series Dorian (shooting HT18). Bill has spent much of his time at 
Oxford writing, recording, and producing his own music, which led to the release of an 
acoustic EP in 2017, followed by a number of performances at venues such as Soho’s 
The Spice of Life and Islington’s The Library.


Beth McCullagh 

Costume Designer 

Beth is a first year studying French and Spanish at Merton College. Having been the 
Marketing Manager for Dinner with Aurora (BT Studio HT18) and a dresser for Sweet 
Charity (Oxford Playhouse HT18), her first project as Costume Designer was Brave New 
World (Keble O'Reilly TT18). Through A Level Art and Design, she developed her skills in 
dressmaking, machine embroidery and historical design. Her work has been exhibited at 
the Ulster Museum.




Thomas Robertson 

Props Designer 

Thomas is a first year English student at St Anne’s. He was stage manager on Sweet 
Charity (OP, HT, 2018) and the NWF Opening Gala (HT, 2018). He also designed The 
Corridor at New College Chapel (HT, 2018) and was set designer on Brave New World 
(O’Reilly, TT, 2018).


James Fellows

Technical Stage Manager

James is a second year music student at Keble, and is active as a conductor, singer and 
organist. As a stage manager, projects have include Cyrano (O’Reilly, MT 2017) and The 
Cherry Orchard (O’Reilly, HT 2018), and Travesties (Oxford Playhouse HT, 2018). He also 
has experience as a lighting designer and director. 


Greta Economides 

Company Stage Manager

Greta is a first year medical student at University College. She was assistant stage 
manager on Hedda at the Oxford Playhouse (HT, 2018) and Travesties at the Oxford 
Playhouse (TT, 2018). She will also act as deputy stage manager for The Threepenny 
Opera in Michaelmas.  


Olivia Webster

Access and Outreach 

Olivia is a second year history student at Merton College. Olivia has been recognised by 
Oxford SU for her access and outreach work. She is Merton’s JCR Access Rep and 
recently did an internship in the university’s outreach department chairing a live stream 
discussion for Oxplore as well as helping the UNIQ and admissions staff with student life 
videos. She has travelled to various schools to aid with admissions sessions. Olivia’s roles 
in theatre include producing Love’s Labour’s Lost (Merton Gardens, TT18) and video 
editing for Brave New World (TT18). 






