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Creativity has always been at the core of
Cirque’s business plan, too. The strength of the
Cirque du Soleil brand has allowed it to become a
content provider — in the broadest possible sense
of the term — as the producer of
television series and the distributor
of high-end merchandising and
exclusive licensed products.  

RECENT DEVELOPMENTS 
In the past three years, the multi-
media division at Cirque du Soleil
has come into its own. In 2003, 
the reality series “Cirque du Soleil
Fire Within” received a Primetime
Emmy Award for Outstanding Non-
Fiction Program. 

Cirque has founded its own in-
house music label, Cirque du Soleil Musique™,
not only to produce show-related records, but also
to showcase emerging talent. 

In 2003, Cirque du Soleil defied expectations
once more by introducing ANOTHER SIDE OF
CIRQUE DU SOLEIL™ with the launch of Zuman-
ity, a sexy and provocative new show for adults. 

In 2004, Cirque du Soleil premiered yet
another thrilling resident production on the 
Las Vegas strip — a show named KÀ at MGM
Grand that has pioneered a new, more theatrical
direction both for Cirque du Soleil and for Las 
Vegas entertainment. 

In January 2006, Cirque
launched DELIRIUM, a new
kind of show that show-
cases the music of Cirque
du Soleil remixed and
reinterpreted for a
multimedia produc-
tion that is touring
major arenas in
North America. 

In 2006, Cirque
du Soleil partnered
with Apple Corps
Ltd. and The Mirage
to present an un-
precedented live the-
atre production that 
evokes the musical and
cultural legacy of The
Beatles™. This show marks the
first time The Beatles’ company

❍ The average age of Cirque du Soleil
employees is 35.

❍ More than 25 languages are spoken among
Cirque artists and employees, who hail from
over 40 countries.

❍ Cirque was rated Quebec’s most admired
company in 2003 and has been in the top
ten since its inception.

❍ For its 20th anniversary, employees from
the International Headquarters in Montreal
set the world record for the greatest number
of stilt-walkers (544) in the same place at
the same time, an achievement noted in
“Guinness World Records 2006.”

❍ The pool in the “O” show holds more than
1.5 million gallons of water.

❍ Cirque du Soleil touring shows need a
180,000-square-foot site.

❍ Each year, Cirque’s costume workshop uses
more than 20 kilometres of fabric.

❍ Cirque du Soleil headquarters feature a train-
ing studio large enough to house a big top.

❍ More than 300,000 meals are served by tour
kitchens every year.

❍ Each tour has its own fully equipped school
for the children on tour.

❍ One percent of Cirque’s revenues is dedicated
to social action and community programs.

THINGS YOU DIDN’T KNOW ABOUT
CIRQUE DU SOLEIL
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has agreed to a major artistic partnership in a 
joint venture. 

Cirque du Soleil hasn’t let the Internet
revolution pass it by. In 2002, its Web site,
cirquedusoleil.com, picked up four Gold
Awards at Canada’s Digital Marketing Awards. 

PROMOTION 
Cirque promotes its shows with a varied marketing
mix of print, television, radio, public relations and
outdoor media. Cirque
selects media partners
in each of its markets to
minimize costs, create long-
term relationships with local players and develop
promotions adapted to the local community. 

In recent years, Cirque has taken advantage 
of Web-based advertising and now reaches highly
motivated customers through its online Cirque
Club. In addition to receiving regular updates on
Cirque activities, more than a million Cirque Club

members worldwide have access
to advance tickets, and in North
America, Club members account
for between 20 and 30 percent
of touring show tickets sold. 

Since its earliest days,
Cirque du Soleil has built 
sponsorship alliances with
industry leaders such as IBM,
BMW, Audi, American Express,
Canon, Vodafone, Celebrity
Cruises, Epson, Porsche and
Toyota. Sponsors leverage
their relationship through

advertising campaigns and hospitality programs,
which in return increase Cirque’s brand recogni-
tion in areas outside the reach of its in-house
marketing activities.

BRAND VALUES 
Cirque du Soleil is a complex and emotion-laden
brand — one that touches audiences’ hearts and
imaginations. The Cirque du Soleil name prom-
ises a carefully crafted product and the highest
levels of entertainment. 

Some come to Cirque for an intensely personal
experience, while others come for the best in live

entertainment, but for all, every Cirque
show is an explosive sensory event

that encourages the spectator
to look within. Cirque 

du Soleil shows address
human nature at its best,

championing togeth-
erness, acceptance
and physical strength
and beauty. 

Creativity is also
at the heart of the
organization’s over-
all business plan.

There is no room
for compromise at

Cirque du Soleil when it
comes to artistic expres-

sion or to strong business
development. Maintaining the

delicate balance between these
principles is a continuous process.
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