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For over 35 years, LSi has been the entertainment technology industry’s 

leading title, delivering an authoritative and trusted voice that businesses and 

professionals around the world value and respect. 

With an array of cross-platform opportunities available - from print and digital 

to email and online marketing - our bespoke packages ensure that you will 

get your brand in front of key decision makers, in ways that best suit your 

budget and with measurable return on investment (ROI).

Our multiple platforms enable us to help you identify the right channels for 

your marketing to ensure maximum impact by increasing brand awareness, 

generating sales conversations and putting you in-front of high-grade 

prospects. 

The only industry title to be ABC-audited, LSi guarantees your message  

will reach designers, specifiers, engineers, manufacturers, consultants,  

end-users, venue managers, production crew and more. All our data is 

frequently revised and updated to ensure GDPR compliance and the best 

possible audience reach.

Why LSi ?

Circulation

LSi (print) 3,143*

LSi (digital) 8,955*

Total 12,098*

Total Readership 17,441^*

Online

LSiOnline.com (page views) 20,499 pcm* 

News Headlines Subscribers 9,607* 

Eshot Subscribers 8,130* 

t +44 (0)1323 524120 
e: advertise@lsionline.com

Key stats

• Readership spanning over 190 countries

• Independently audited print edition (ABC)

• Market leading position for over 35 years *Figures as of 30 June 2022 (print figure verified by ABC) 
^Research shows each print issue is read by an average of 2.7 people

Social icon

Square
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Brand Guidelines.
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LSi offers the industry’s best coverage of entertainment technology in all its forms as well 

as technical reviews of the products and in-depth profiles of the people and companies 

who make it all possible. LSi has an independently audited print circulation (ABC), 

meaning you get the exposure you’ve been promised.

LSi print readership by market sector
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LSi print readership by discipline

LSi Magazine

10,419 print  
readership^

25% of our readers 

are exclusive to LSi*

51% don’t read our 

main competitor mag*

*Source: Independent Survey by  
Fusion Insight & Strategy

^Research shows each print issue is  
read by an average of 2.7 people 

i INDUSTRY ISSUES

As the UK sizzled in heatwave conditions, the 

nation’s live events industry united on 11 August 

to turn up the heat on the government to provide 

vital support before it’s too late. Under the 

#WeMakeEvents campaign banner, the Red Alert 

day of action called on the government to ‘throw 

us a line’ by making grants available to businesses 

in the events supply chain and extending the Self-

Employed Income Support Scheme as well as the 

Job Retention Scheme whilst the industry is still 

subject to restrictions. 

The day focused on raising awareness for up to  

a million professionals at risk of losing their jobs - 

600,000 of whom deliver outdoor events, and with 

around 70% of the workforce being 

freelance. It is not expected that 

the government’s recent £1.57bn 

rescue package to cultural and 

arts institutions will reach many 

workers from the industry.

With no further government support on 

the horizon for the event supply chain, 

redundancies have already begun. 

Research indicates that 70% of 

companies will have served redundancy 

notices by the end of December. 

With the live events industry as we 

know it on such a knife-edge, trade 

associations, businesses, venues 

and professionals stood together to 

demand change.

Generating widespread coverage 

across mainstream media, the Red 

Alert movement saw 20 of the UK’s 

biggest cities, plus countless regional 

towns and villages, host events to raise 

awareness of the struggling supply chain. 

Over 726 buildings and structures joined the 

call to light up ‘emergency red’ in a follow-up 

to the original #LightItInRed action held in July. 

Phillip Berryman, co-founder of #LightItInRed, 

explains how the campaign aligned with 

#WeMakeEvents: “After our July event, we wanted 

to get more involved with what was happening 

with #WeMakeEvents. It just made sense to get 

everybody on the same page for this - although we 

will keep running #LightItInRed, which has now 

hit on a global audience.” From the Minack Theatre 

(Cornwall) to The Queen’s Hall (Edinburgh), 

Principality Stadium (Cardiff) and the Millennium 

Forum (Londonderry), the message was spread 

far and wide on 11 August. Berryman adds: “The 

response has been phenomenal and we will 

continue to be engaged in the next phase of the 

#WeMakeEvents campaign.”

With coverage on prime time TV news bulletins 

including BBC Breakfast and News at 10, and ITV 

Evening News, the #WeMakeEvents movement 

became the number one trending Twitter hashtag in the UK, 

bringing it to the attention of musicians and artists who added 

their voice to the protest. These included Peter Gabriel, The 

Cure, Jeff Wayne, Guy Garvey, Leona Lewis, Blossoms, New 

Order, Doc Brown, Paloma Faith, Nile Rogers, Imogen Heap 

and many more.

To facilitate the day of action, trade associations from across 

the broad spectrum of the live events sector collaborated for 

the first time. With the #WeMakeEvents campaign originated 

by PLASA, the association was soon joined on the front 

line by the ABTT, the ALD, the ASD, BECTU, The People in 

Performance Lighting, the Association of Event Organisers, 

Community Leisure UK, Creu Cymru, Curtain Call, the 

Federation of Scottish Theatre, Freelancers Make Theatres 

Work, the ISCE, MUTA, the MIA, the Music Venues Trust, 

Music Bank, the National Outdoor Events Association, Night 

Time Industries Association, Production Managers Forum, the 

PSA, SOLT & UK Theatre, SceneChange, SiPA, and Theatre & 

Dance Northern Ireland. 

UK-based manufacturers including Avolites, DiGiCo and 

Martin Audio also threw their weight behind the organisation 

of the day of action, along with running social media 

campaigns encouraging workers from the events sector to 

share their stories. The organising committee for the day of 

action also included many other individuals and company 

representatives, such as Gary White of White Productions who 

production managed the London action. 

Nationwide, groups of volunteers organised regional 

events in support of the mass protest action in London. 

For the largest events, attendees were required to 

pre-register and face masks were mandatory. Here, 

we take a look at the action that unfolded throughout 

the day . . .  

LONDON 

Claire Beeson joins the action in the capital . . .

The headline act of the #WeMakeEvents day of action saw 

a specially-commissioned boat set sail down the Thames as 

night fell over the capital. It was followed by a barge loaded with 

LED screens broadcasting the key messages of the campaign. 

The journey passed a trail of iconic London buildings and 

structures all lit in ‘emergency red’ - these included the 

London Eye, Royal Festival Hall and the National Theatre - 

even Tate Modern’s towering chimney was illuminated red and 

emblazoned with the #WeMakeEvents and ‘throw us a line’ 

messaging.

Meanwhile, over 4,000 socially-distanced protestors dressed in 

red lined the banks of the Thames and its bridges - including 

Westminster, Millennium and Jubilee bridges - their phone 

screens lit up red and held aloft in what resulted in an incredibly 

moving display of unity. Of course, this being a resourceful 

industry, many brought battery-powered uplighters with them 

to the event to help enhance the effect. 

Aboard the boat were a host of mainstream media journalists 

along with key industry representatives, ensuring the plight of 

the live events industry could be shared far and wide. Level 42 

frontman Mark King and folk singer Frank Turner performed, 

both expressing the importance of their skilled crews. During 

his performance of I Still Believe, Turner’s guitar strap came

LSi reports on the mass protest action that  

united UK event professionals in their fight for state 

support for an industry on the brink of collapse . . .

Photo: Claire Beeson

T VENUE

T VENUE

Completed during the COVID disruption, Rob Halliday details the sensitive refurbishment  
of the Gillian Lynne Theatre . . .

Had a visitor from Mars landed in central London over 
the last few months, they could have been forgiven for 
thinking that the city was populated entirely by people 
wearing high-viz vests, hard hats and safety boots - for 
while most us have been locked down at home, building 
sites have just carried on seemingly unchanged . . .Of course, if you’re a canny theatre owner with a bit 

of cash in the bank, this convergence of ‘construction 
enabled’ / ‘shows cancelled’ has presented a (hopefully) 
once in a lifetime opportunity to get work done on those 
theatre buildings you normally want to be working to earn 
their keep day-in, day-out, year-in, year-out.This certainly seems to be the approach Andrew Lloyd 

Webber’s LW Theatres has been taking: over lockdown 
it’s been running the re-construction of the Theatre Royal 
Drury Lane (of which more soon), the re-construction of 
the grid at the Adelphi for Back to the Future - and the 
renovation of perhaps London’s quirkiest commercial 

theatre, the Gillian Lynne, or New London as it was, which 
is our subject here. Between them, this is many millions 
of pounds spent, with more to come on upgrades at Her 
Majesty’s before Phantom of the Opera returns and at 
the London Palladium. No wonder LW Theatres has also 
been so active at finding ways of, and campaigning to, get 
theatres safely open again.

HISTORY
The Gillian Lynne Theatre came into existence because 
the law required that the Frank Matcham-designed Winter 
Garden theatre, which stood on the site until it was 
abandoned in 1959 and demolished in 1965, be replaced 
by a new theatre. Construction of that began in 1971, 
and was completed by late 1973. Its design was a team 
effort - architects Paul Tvrtkovic and Michael Percival, with 
Ernest Chew and acclaimed scenic designer Sean Kenny 
consulting on the theatre design. Between them, they 
created a theatre unlike anything else in the West End, 
even today. From the outside a distinctive, modern

Moving with the times
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The Gillian Lynne Theatre came into existence because 

 OPERA

The future of theatre: feels like everyone’s trying to figure 

out what it could be. Last month, we looked at the Royal 

Shakespeare Company’s R&D project, Dream, which 

combined performers motion-tracked in realtime to create 

avatars in a digital world which was then streamed around 

the world. This month, funded by the same UK Research 

and Innovation project, it’s the Royal Opera House, their 

starting point also Shakespeare, this time The Tempest. 

What’s fascinating is how the same starting point has led 

to so different a result, the ROH opting to bring very small 

audiences together and immerse them completely in the 

world of the show - sight, sound and more. “The first opera 

in hyper-reality,” is how they describe it. Its name: Current, 

Rising.

It’s easy to think of this as a project that grew out of 

lockdown, something to do when traditional shows weren’t 

possible. But, as with the RSC, this goes much further 

back than that, and is just one element of a far wider-

reaching project the Royal Opera calls Audience Labs. 

“During the big capital development project to open up 

the foyers, publics spaces and to refurbish the Linbury 

Theatre (see LSi March 2019), the Royal Opera House 

were also really keen to look beyond that, at opening up 

the art form,” explains head of Audience Labs, Annette 

Mees. “The Audience Labs was set up to explore the 

role immersive technology can play in the future of the 

culture. It explores how to expand space for great art, to 

allow us to hear different voices, new artists, new kinds of 

collaboration and gain new insight.”

One starting point for Current, Rising was the day Mees 

stumbled across a Star Wars hyper-reality experience in 

a shopping mall. “It was thrilling - full immersion in VR 

with a full physical set, but a shared experience. For me, 

it felt operatic - bigger than life, epic, big feelings, big 

stories. Opera is an art form that takes many art forms and 

makes something to overwhelm you.” The question in her 

mind became “could we combine that technology with 

the stagecraft of opera to create an operatic experience 

that was a whole new 21st century take on that art form, 

placing you inside that world.”

Then she started doing what she clearly loves doing: 

putting together disparate but remarkable people.  

“I went to see Simon Reveley at the VR and digital media 

production company Figment, and we talked, not just 

about technology, not just ideas, but about values and 

sensibilities and the excitement of the experiment. I talked 

to Netia Jones, who has a background as a video designer 

as well as being an extraordinary opera director, always 

pushing at the edges. Designer Jo Scotcher has done lots 

of immersive work, stage-based work - opera, theatre, but 

also opening ceremonies. She’s very architectural in her 

thinking, can think about different scales and approach 

things dramaturgically. Sam Fernando is this really 

exciting composer, Melanie Wilson, a great writer. It’s all 

about finding the right dance partners.”

Then, as Mees describes it, it was almost a case of putting 

everyone with their different experiences and background 

together in a room, and finding a process combining the 

strengths of opera and hyper reality to create something 

completely new together. For those from the VR/CGI 

side, that meant familiarity with the technology but 

almost no knowledge of opera. For those from the opera 

side, it meant donning the headsets and discovering the 

experience of being immersed in an entirely different 

world. Then, lots of talking. “We talked about, what is 

opera - if you strip away the stage and the conventions, 

what do you want to keep,” Mees recalls. “We started 

learning each other’s language,” recalls Figment’s Simon 

Reveley, “sometimes realising we were using different 

words but really describing the same thing.” 

“In that first round of conversations when we realised our 

white card model and their grey box were much the same 

thing, it felt like the veil dropped from our eyes and we 

found a common ground really quickly,” adds Jo Scotcher. 

For the actual show, the starting point was a completely 

blank canvas, albeit that infinite possibility is a hard 

starting point. “Because it can be anything, it can often be 

hard to fix something,” Scotcher explains. “The director 

and I would send fragments of poetry and songs to each 

other, female science fiction writers, building a sort of
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Rising with 

the tide
In a sea of virtual productions, the Royal Opera House 

has debuted a world-first in its multi-sensory operatic 

experience Current, Rising. Rob Halliday reports . . . 
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i TECHNICAL FOCUS

ON TEST  MEYER SOUND ULTRA-X20

ON TEST
Meyer Sound Ultra-X20Mark Johnson reviews Meyer Sound’s compact wide-coverage loudspeaker for 

installed and portable applications . . .

ABOUT THE EXPERT 
MARK JOHNSON
Mark’s long career has included diverse experiences in live and broadcast audio mixing, production management, plus pro audio tech support, sales, marketing and PR. He has also been a writer for, and editor of various industry trade publications.Mark is currently Program Director for Show Production BSc at Full Sail University in Florida.  

P markj@lsionline.com

CAL column array loudspeaker series, utilise aluminium enclosures; but this is the first system of this ilk that I’ve seen and heard. Meyer, of course, has other products in aluminium enclosures, such as the MM-4XP and the UP-4slim. 
The design of the Ultra-X20 is very clever, and certainly beefy. It 
comprises four parts: the top and bottom plates, the front baffle, 
and the main enclosure. According to Meyer, aluminium was chosen for a number of reasons, including aesthetics but also 
because it allows the side of the enclosure to be slightly curved 
and helps with heat dissipation whilst the wall thickness can be reduced without compromising any stiffness. Actually, the thickness of the enclosure walls is about five times less than ¾” 

plywood, though this varies since stiffener elements are used to help damp any resonances. A simple knock on the cabinet verifies that. The aluminium cabinet also serves to improve the power-to-size ratio of the system. The grille, meanwhile, is powder-coated perforated steel. 

The amplifier heatsinks take up approximately half of the rear cabinet real estate, with the remainder being I/O and power. Input is three-pin XLR female with a looping male XLR output connector. Meyer offers optional five-pin XLR connections that 
provide balanced audio and RMServer (Remote Monitoring 

System) signals for active monitoring of the speaker’s performance parameters via Meyer Sound’s Compass software. 
For the weather-protected option, XLR Neutrik TOP connectors 
are used, which are heavy-duty sealed connectors designed to 
maintain an IP65 water-tightness rating.
PERFORMANCE SPECSPerformance specs between the Ultra-X20 models are virtually 
identical, with slight differences in linear peak SPL, and, of course, the major difference is coverage. All three versions provide the same frequency response of 65Hz to 17.5kHz (+/− 

4dB). The Ultra-X20 attains 127dB with a 20dB crest factor when 
measured with Meyer Sound’s M-Noise - crest factor being the difference between the peak and average levels of signal. 

“The mids were solid and the highs were very detailed without any trace of brassiness or stridency. I could listen for extended periods of time with no fatigue . . .”

Sometimes smaller is better. The Ultra-X20 kind of looks like a big UPM, another mainstay of the Meyer Sound product line. Larger than the UPM but smaller than the UPJ-1P, it weighs in at just 12kg and is just under 19cm wide, a bit more than 48cm tall, and a little more than 22cm deep. All things considered, that’s about half the weight of the Ultra-X40. Three versions are available: the Ultra-X20 that provides 110° by 50° coverage via a rotatable Constant-Q horn; the Ultra-X22 that offers a narrower 80° by 50° coverage through a rotatable horn, and the Ultra-X23, which delivers wide coverage in both axis (110° by 110°).
Looking inside the cabinet, a three-channel Class D amplifier provides 860W peak total output power, which is the maximum unclipped peak voltage that the amp will produce into the nominal load impedance. 

The internal components of the Ultra-X20 comprise two 5” cone drivers in a concentric driver configuration, and a 2” diaphragm compression high frequency driver mounted to a rotatable horn. Meyer Sound espouses the concentric driver setup over  a coaxial configuration, and they have benefits such as reduced distortion from both the high and the low drivers, no thermal interaction between the drivers, and no Doppler effects due to the movement of the low frequency cone.

DESIGN & ENCLOSUREAside from size, another major differentiator between the Ultra-X20 and the Ultra-X40 is the material used for the enclosures. The Ultra-X40 uses birch multi-ply wood whilst the Ultra-X20 sits in an aluminium enclosure with a slightly textured black finish. There have been fibreglass and composite enclosures from other manufacturers before, and many column line arrays, as well as Meyer Sound’s 

C Meyer Sound Ultra-X20
C Behind the grille sit  

two cone drivers and  
a diaphragm compression  driver, as well as a rotatable horn

100%  
of LSi is recyclable  
including the wrapping
In addition, LSi is printed on FSC  
approved paper, by an ISO14001  
compliant printer



t +44 (0)1323 524120 
e: advertise@lsionline.com
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2022 Editorial & Production Schedule
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LSi is the industry 
standard, its broad range  

of articles make it a valuable 
business tool . . .

LSi reader, independent research by Fusion
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16.6% - Europe (exc. UK)

2.7% - Oceania

7% - Asia

38.8% - Americas

0.5% - Africa

34.4% - UK

LSi
Digital Edition

readers
by location

Our popular Digital Edition is available on desktop, laptop and mobile devices.

Over 70% of Digital Edition readers are unique to this format and 65% of them are 
international, making it a perfect platform to maximise your exposure across the 
industry. 

We have a wide variety of digital-only advertising opportunities available in our  
Digital Edition at competitive prices, to ensure you get that truly global reach.

LSi Digital Edition

8,955 
subscribers

Over 70%  
unique audience

65% overseas 

readership

In 2021 our Digital users 

increased by 97% 

Figures as of 31 May 2022
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LSi clearly has no equal  
in the industry . . .

LSi reader, independent research by Fusion
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Online Advertising
LSiOnline is the world’s number one site for up-to-the-minute 
industry news, vacancies and events. With a strong global 
audience it’s the ideal platform to get your brand seen 
worldwide.

* From 1 Jan 2022 - 31 May 2022

Users 10,045
Sessions 16,274

Page views 20,490
Total ad imps 927,994

Average monthly* stats: 

File specification:
Max size: 500kb
Animation: 10sec
Files: gif, jpeg, png
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(Max. 3 ads per month)

3

Skyscraper (x2) 
w.115px x h.600px
(Exclusive option)

Leaderboard 
w.1170px x h.145px
(Exclusive option)

M
6

Featured Video 
YouTube link,  

50 words for website,  
25 words for email

(Various positions available)

67% of users  

are international

global audience across 

180+ countries
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  YOUR WEEKLY INDUSTRY NEWS HEADLINES  

Email Advertising
News Headlines email
Weekly email sent to industry contacts featuring a round-up of the 
week’s industry news including: business deals, projects, people, 
products, events, training, industry issues and the latest industry 
vacancies.

Our list is 100% subscribed to ensure GDPR compliance and offer 

you the best possible audience reach.

9,607 
Av. subscribers

Av. open rate: 

38.5%
Av. click-throughs:  

17.2% (total links)

File specification:
Max size: 250kb 
NO ANIMATION
Files: gif, jpeg, png

14.5% - USA

32.5% - Rest of world

53% - UK

LSi
News Headlines

subscribers
by location

Figures from 1 Jan 2022 - 31 May 2022

Top Banner 
w.462px x h.57px

Featured Video
See Online Advertising,  
on page 8

MPU 
w.175px x h.125px

(Position varies)

Mid Banner 
w.380px x h.47px

6

7

7

7

8

9

Job Posting 
4 weeks on website 
and News Headlines
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Solus Eshots
Average 

recipients

8,130

Average  
Open Rate:

32%

Average 
CTR:

5.2%

All recipients have ‘opted in’ to receive third party information, 
meaning our audience is 100% GDPR compliant and emails are 
only sent to active data.

HTML specification:
Fixed table width 600px
Please supply an html file comprising of both text and images to maximise 
reach. 
It is best practice to use in-line html coding rather than style sheets. <divs> 
should not be used as this is not rendered correctly by some email clients.
We advise that you also test the html on several email clients (eg Outlook, 
Gmail, Apple Mail) for rendering compatibility.

Stats quoted, correct as at 30 September 2020
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LSiOnline eshot distribution by discipline

AUDIO  :  48%

AV / VIDEO / PROJECTION  :  36.2%

LIGHTING  :  66.4%

RIGGING / STAGING  : 33.2%

OTHER  :  27.6%

19.16% - Europe (exc. UK)

1.98% - Oceania

4.88% - Asia

11.89% - Americas

3.27% - Africa & ME

54.65% - UK

LSiOnline
eshot

distribution
by location

HTML specification:

Fixed table width 600px. Please supply an html file comprising of both text and images to maximise reach. 

It is best practice to use in-line html coding rather than style sheets., and <divs> should not be used as 
these are not rendered correctly by some email clients.

We advise that you also test the html on several email clients (eg Outlook, Gmail, Apple Mail) for rendering 
compatibility.

8,128Average
recipients

32%Average 
open rate

5.2%Average 
CTR

LSiOnline eshot av. open rates by day

FRIDAY
31.8%

MONDAY
32.2%

WEDNESDAY
32.3%

THURSDAY
31.7%

BOOK YOUR SLOT NOW, CONTACT:
advertise@lsionline.com  |  +44 1323 524 120

Effective e-marketing

LSiOnline eshot distribution by discipline

LSiOnline eshot open rates

Stats quoted, correct as at 30 September 2020
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HTML specification:

Fixed table width 600px. Please supply an html file comprising of both text and images to maximise reach. 

It is best practice to use in-line html coding rather than style sheets., and <divs> should not be used as 
these are not rendered correctly by some email clients.

We advise that you also test the html on several email clients (eg Outlook, Gmail, Apple Mail) for rendering 
compatibility.
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Effective e-marketing

Stats quoted, correct as at 30 September 2020
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HTML specification:

Fixed table width 600px. Please supply an html file comprising of both text and images to maximise reach. 

It is best practice to use in-line html coding rather than style sheets., and <divs> should not be used as 
these are not rendered correctly by some email clients.

We advise that you also test the html on several email clients (eg Outlook, Gmail, Apple Mail) for rendering 
compatibility.
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Effective e-marketing

Figures as of 31 May 2022



THE INDUSTRY’S
FAVOURITE
MAGAZINE

www.abc.org.uk

Everyone wants to get what they pay for. LSi is independently 
verified by ABC, because we want our advertisers to know 
they’re getting the exposure they’ve been promised.

ABC. See it. Believe it. Trust it.

To advertise call +44 (0)1323 524120

P www.lsionline.com

BE WISE
WHEN YOU ADVERTISE

®Discover the 
story of paper
www.lovepaper.org

PAPER LOVES PAPER LOVES PAPER LOVES 

TREESTREESTREES
Source: Forest and Agricultural Organisation of the 

United Nations (FAO), 2005 - 2020.
European Forests: EU27 + Norway, Switzerland and the UK.

European forests, which provide 
wood for making paper, paper 

packaging and many other 
products, have been growing by 
1,500 football pitches every day!
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ADVERTISING ENQUIRIES

Jamie Mould  
jamie.mould@plasa.org 

+44 1323 524 133

Natasha Adams 
natasha.adams@plasa.org 

+44 1323 524 134

ASK US ABOUT PLASA MEMBERSHIP BENEFITS


