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Participatory Marketing

Social Media

With the rise of social networks come new ways to raise interest and build audience for movies. This 
guide offers practical tips for film productions to interact with fans and engage them into the production 
story to ultimately promote the project. 

Starting with a MovieSet "Sitelet" along with web tools like YouTube, Twitter, Facebook, emerging 
filmmakers and established studios alike can launch beneficial promotional campaigns throughout all 
production phases.

Keys 

The key to success of any social media-centric promotional campaign is authentic participation from 
passionate people. Building a relationship with your audience requires more openness about releasing 
video/stills than traditionally seen in the movie business. However, by providing compelling "behind the 
scenes" content, you'll build conversations well in advance of release and capture elusive buzz for 
festivals and opening weekends.

Before rushing into any campaign, it's best to have a long term plan and a basic understanding of best 
practices so you achieve maximum benefit for your efforts. This guide will answer the questions needed 
to get started and avoid pitfalls, plus introduce advanced marketing tactics services for producers with 
online skills and/or who seek experienced assistance.

Benefits

By creating, publishing and promoting during 
production, you'll build a cadre of evangelists for 
your movie. By feeling emotionally  involved in 
the project, fans will be eager to spread the 
content they like to their networks. This is 
especially powerful when the fan is an 
influencer with a movie-centric blog, writes 
social film reviews, or boasts a throng of 
"followers."

As your content is shared, people will begin to 
react and express in all sorts of methods from 
comments to re-Tweets - all these actions build 
the greater conversation about your project. 

Through these interactions, you will identify 
potential audience segments and niche 
markets, and, when most successful, you'll see  
the growth of "fan culture" around your film.

Another key benefit is improved search engine 
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results. Search engines like Google and Yahoo! are a powerful tools for introducing people to your 
content, but it can be very difficult to rise to the top of search engine results - even for your own movie 
title. 

Best results are achieved by: a) frequently publishing popular content; b) building quality inbound links; 
and, c) using relevant vocabulary arranged semantically on the web page. All these factors are addressed 
in this guide.

Results

When your movie is ready for entry to festivals, seeking distributors, or theater/home release, you will 
reap the rewards of your diligent campaign.

If you've effectuated your plan perfectly, the core fans will be there on opening weekend with their pals in 
tow. Additionally, Festivals will get a broader sense of your entry by exploring the "making of" 
documentary content online. 

Plus, movie-goers choosing which film to see at a festival can easily find b-roll, trailers, interviews and 
other content usually reserved for the end-of-life DVD special features. And no doubt distributors seek 
filmmaker partners who are eager to achieve box office success by building advance buzz for release. 

Example: MovieSet was on-set of American Pie Presents: Book of Love (yes, part 7 in the franchise). 
early in the year. The coverage percolated until release drew near when the preparation paid off with 
huge numbers.

More than Numbers

Social media marketing isn't meant to replace your other marketing/advertising channels. This is an 
additional tactic with very specific audience and measurable results (unlike radio/TV/transit ads/
newspaper), and an audience which is growing (also unlike "trad" media).

The end result of a successful social media-centric promotional campaign is a larger, more passionate fan 
base, increased chance of sales success, and a trove of documentary content about your project - all of 
which help make your next movie.
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Preparing Content

Strategy

Publish early
The sooner you begin gathering and publishing content about your film, the more success your 
promotional campaign will achieve. 

Tip: Consider “counting down” the days through production on your sitelet to provide a sense of real-
time urgency by setting your production calendar in the MovieSet Production Tools.

Publish often
During production, aim to produce a steady flow of video, photo and article content to keep the audience 
engaged in your story and enthused to share with friends.

Hereʼs an example of a consistent but manageable content flow beginning in pre-production:

• 3x videos per week  - 2:00~5:00 minutes each edited
• 5+ stills per week - with caption identifying cast, characters and describing action
• 2X feature blog article per week - can wrap up week's activity and reference content 
• 20X anecdotal updates per week via Twitter/FaceBook etc.

Ideas

Imagine what fans of your movie and cast care about, and/or ask them what theyʼd like to see. Plus show 
some of the filmmaking craft to enthusiasts with blog post and video shorts.

• Be a fly on the wall at pre-production meetings
• Tag along to photograph location scouting trips or casting calls
• Video blogs from shopping with props department and/or set decoration crew
• Interviews with cinematographers, lighting, and AD about visual look
• Interviews with cast members including a mix of veteran actors and up-and-comers

• Featurettes with writer &/or director about story telling techniques, influences, inspirations
• Breakdown of setting up cameras, blocking, run through, rehearsal, of a scene
• Interviews with producers, editors, actors discussing what happens after wrap 

Content Types

Before exploring how to optimize for search and launch a promotional campaign, letʼs next look at the four 
key types of assets youʼll prepare for sharing with your audience: Videos, Stills, Blog articles and 
News.
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Video

Both casual, unedited video blogs and polished featurettes are highly desired by movie fans and are great 
for archival documentation and special features. For best results, find unusual stories and unlikely 
characters which will spark imaginations and encourage fans to share with their networks rather than just 
talking heads or non-contextual b-roll.

Tip: Set up a space on set where cast/crew can sit down for a comfortable 5 minute conversation 
when they have time between shots - this will help capture compelling content without hindering 
production plus give s consistent look to the your collection.

Note: Video title should include actorʼs name and movie title plus add a description with other actors 
and characters - powerful for search engines and easy to do via MovieSet Production Tools.

Of course, creating video clips for social promotion is rather different than shooting for the movie you are 
making. To create the clips with the best chance of getting passed around, here are a few tips:

• Review the shooting schedule - find days with action scenes, stunts, chases or climatic 
incidents rather than dialogue-heavy days

• Choose a theme - center your stories around a unified topic for a sense of forward progress 
through the production phases (see appendices for examples)

• Involve the crew - find the characters behind the lights who have insight to share - some crew 
love sharing tips of the trade

• Fill the frame - online video is more engaging with a tight shots and well recorded sound
• Keep it rolling - lots of the behind the scenes content which fans find interesting is “regular 

routine life” for film crews
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Stills

Fans love photos from movies. Standard promotional stills are good but candid behind-the-scenes shots 
of cast and crew at work and conceptual art are fantastic. We donʼt mean paparazzi shots, but rather 
shots which reveal the atmosphere and day-to-day life on set. 

Donʼt just rely on your EPK stills photographer. If possible, dig deep and see what photos the props, 
locations or sound teams are gathering (without revealing too much). 

Example: The director of the recent 
Twilight movie, posted snapshots 
from location trips, recording studios 
and life on set to the delight of fans.

http://twitter.com/Twilight/status/
4816349117

“At sound mixing stage... introducing 
the werewolves. Trying to get the 
perfect bass rumble. “

Tip: Be sure to label images with a specific title and a detailed description including actors, character 
and movie name -  this is handy for fans people and great for search engines (more on this later).

Tip: Get extra attention by cross-posting your photos in photo community Flickr.com. Be sure to add 
tags and a link to your Sitelet in the pictureʼs description.
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Blog Articles

Think of the blog as a mixed-media production journal or scrapbook. Blog articles use text narrative to 
provide story context to stills and videos and are also the main attractor of search traffic.

Well written blog posts are great 
for building culture around your 
film, and by using specific 
vocabulary, you will rise up the 
search engine rankings for fanʼs 
seeking content like yours.

You donʼt have to feel like you 
are writing the next great novel 
each time, rather think if your 
blog as notes to your fans - 
current and future. Once youʼve 
published your anecdotes and 
musings for a few weeks, youʼll may be surprised at the reaction and reflection.

Tips: 
• Break it up - Use block quotes for long quotations  and subheadings to organize long stories 
• Specific headlines - Write descriptive titles including peopleʼs name - a spicy adjective helps too

• Tags, youʼre it - Include names of actors, including misspelling, plus film jargon like actor, 
director, genre, theme, adjectives, related projects - but only applicable terms, donʼt fabricate.
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News and LInks 

Different from blog posts, the “News” section is designed to share summaries from articles about your 
project from outside media sources. 

Using MovieSet, you can add an 
excerpt from the article and easily 
link directly back to the original 
source.

By adding news items, youʼll 
assemble a dossier of info about 
your film for archival and 
promotional purposes - plus doing 
so provides more relevant content 
for search engines to index.

Tip: Set up a Google Alert to inform you every time specific 
keywords (i.e. your movie name, key cast/crew names, genre or 
festivals of note) are mentioned anywhere on the web.

Tip: Include photos in your news item to encourage engagement and provide some color - just 
ensure you have the rights to use.

Links

Links are like a vote of approval of another site 
and help establish “authority” on a particular topic. 
Point fans to other resources about your movie 
like IMDB, Wikipedia, studio site, production 
company site, distributors site, castʼs personal 
blogs... itʼs up to you.

Tip: Acknowledge bloggers who promote your 
movie with a link back from links page, or in a 
blog post - builds enthusiasm to evangelize.
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Search Optimizing

The different types of content you can publish on your MovieSet sitelet can create a rich, mixed media 
experience for your audience. But once your stills, videos and blog articles are created and uploaded, itʼs 
wise to describe your content carefully for maximum “findability.”

Search Engine Optimization

There is a powerful difference between simply posting content and optimizing content for search engines. 
To consistently appear on the 1st page, itʼs key to understand a bit about how web search works. {Think 
of your own search habits ... How often do you click results on page 2 of search results?) 

Google juice

When speaking about web search 
engines these days, we are mostly 
talking about the biggest player, 
Google. 

Google use a secret algorithm called 
PageRank to choose the content 
with the most authority to appear at 
the top of the SERP (Search Engine 
Results Page). The higher your PR 
#, the stronger your siteʼs 
authority - but this is only part of 
the equation.

Tip: Check the Google PR of any 
site at: http://www.prchecker.info/

While the exact details of the Google 
secret sauce arenʼt exactly known, 
we do know they are always tinkering, adjusting and changing the formula as people game the system 
and “made for ads” pages drift to the top by manipulating the system.

SEO Recipe

Studying the nuances of rising up the search ladder has spawned an industry of “SEO specialists” asking 
for a slice of your marketing budget - everything they will tell you will likely fit into one of these 3 
categories which contribute to appearing high in SERPs:

1. Content - Compelling, attractive accurately described content
2. Links - Links in from other sites - particularly sites with higher authority
3. Code - Semantically displayed content - meaning using proper, clean HTML mark-up
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Name Everything

Google doesnʼt see your siteʼs lovely design (especially Flash-centric sites). Instead the indexing spiders 
collect the words contained in your source code file and evaluate the words based on how they are 
presented. 

Good news: Most quality blogs do all this code stuff automatically, you just have to choose your 
words carefully. Also, Google provides all sorts of tools to help you improve the quality of your site for 
search results. See: http://www.google.com/webmasters/checklist/ & http://www.google.com/support/
webmasters/

Examples

The words appearing in your pageʼs <title> tag and header tags <H1> H2> etc. are seen as the most 
important words on the page as are the words used in the URL (web address).

Link anchors (the clickable text), link 
titles (a descriptive name of the linkʼs 
destination) are also very important. 
Rather than “click here” use an 
actorʼs name or other specific term. 

Image titles, captions and alt names 
are valuable for fans seeking photos - 
be sure to include these attributes.
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Building Vocabulary

Now that you know the importance of choosing specific keywords to promote your film, you need to know 
how to gather your vocabulary. 

For best results, the most searched-for words should appear in the aforementioned title and heading  
tags. Other words can or should be used in your text body, link anchors and tags. Every word should be 
chosen artfully. 

Note: Tags are like a collection of keywords to 
describe your content but are generally clickable 
to allow easy discovery of related content which 
shares that tag.

Example: Include common misspellings in your 
tag list to capture additional search traffic: i.e. 
the actress Andie MacDowellʼs first and last 
names are frequently misspelled but each 
misspelling create a new traffic funnel.

Use: Explore terms with http://www.google.com/
sktool/ and/or Google Keyword Adwords tool 
which allows you to create Pay-per-click ad 
campaigns.

Spotting Trends

When a topic is newsworthy, the searches increase as many people search for words associated with the 
story. By monitoring relevant keywords, you can publish content on that topic while it is trending.

Tip: Find out which actor in your movie is trending and why. Use: http://www.google.com/trends or 
http://www.google.com/insights/.
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Promotion Tactics

Outreach

Once the videos, photo, articles and news are live on your sitelet, accurately described with relevant 
vocabulary, itʼs time to let people know and invite them to engage. With myriad web tools and social 
networks, knowing where to start can be a bit intimidating - remember, the important thing is to be 
showing up and communicating authentically (not through a PR agency, ghost writer or intern).
 
For starters: 

Micro update - Set up Twitter and Facebook 
accounts to provide micro-updates - will reserve 
your brand name and provide “back channel” info

Build links - Add links to your MovieSet Sitelet from 
IMDB, Wikipedia, studio page, Facebook page, etc. 
This will direct your fans to your clearinghouse of 
content

Submit socially - Contribute interesting articles, 
pics or videos to Digg, Stumble Upon, Delicious for the public to review, rate, share

Once you are set-up at the common web communities, you can begin tracking keywords in real-time - you 
can respond, gauge public opinion and find out the motivations and desires of your audience. Also many 
actors use Twitter to talk to their fanbase. Harnessing that channel can build early buzz. 

Example: Use social media dashboard HootSuite to create columns to monitor commentary about 
actors, movie name, and other topics relevant to your production.
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Conversation

Once youʼve got the basics going, dive deeper into the conversation to attract more attention and 
enthusiasm to your movie. The conversation is amplified when spread over multiple networks and web 
presences so go where your fans hangout. Here are a few more tactics to try:

1. Encourage friends to become “Fans” of the movie

2. Comment on blog posts discussing the movie (ref: http://untitledunlicensed.blogspot.com/)

3. Create video blogs answering fan questions
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Competitions and Contests

Once youʼve identified and outreached to your audience, turn up the engagement with unique promotions 
with compelling prizes like a role in your next film, an on-set experience, signed callsheets or scripts, 
props and swag, or deluxe viewing parties. Incude runner-up prizes with t-shirts, DVDs, or other realted 
items 

Ideas should build your movieʼs culture and reflect the time period, fashion, aesthetics and story of your 
film. 

Consider:

1. Video competitions

2. Photo contests (i.e. lookalikes)

3. Quote contests

4. Music contest for soundtrack

Tip: Acknowledge participants and encourage them to promote their involvement with badges, 
widgets, status updates, etc. They be excited to be part of your project in a small way.
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Campaign Planning

Activities

Running a social promotional campaign is like hosting a party with less cleanup (hopefully). To be a good 
host, you should provide a comfortable environment, interesting topics to discuss and make sure 
everyone gets acknowledged.

With this in mind, any campaignʼs tasks can be sorted into one of three categories:

1. Building the story - doing something interesting then creating content (video, images, articles) to 
share around the web (optimized content from your movie)

2. Inviting to participate - spending time forming relationships and letting people know about your 
story's content and why they should care (detailed in Promotion Tactics)

3. Measuring engagement - tracking all the touch points like comments, Twitters, fans, comments, 
blog posts, bookmarks,friends - analyze, repeat (keep reading)

Objectives

Like any successful endeavor, your promotional campaign will be more enjoyable to execute with more 
success with some planning.

Start with analyzing objectives so you know what to measure- each projectʼs focus varies somewhat, but, 
in general your production promotional campaign is designed to:

1. Create awareness with potential audience to build excitement about the film
2. Generate interest from festivals and distributors by engaging audience
3. Create archive of documentary material to tell the film's back-story

Assembling

To gather stories from several perspectives and voices, find an inter-disciplinary team of creators to 
participate. First off, recruit your on-set EPK videographer or still photographer to contribute. Then ask 
cast and crew whoʼs already blogging/ Twittering (lots of people in the entertainment business are!). 
Finally, outreach to crew to see if who loves telling stories and has a notion to document the production 
without interfering with their core duties.

Tip: Purchase a couple of HD video camera (less than $200) for casual video blogging by cast/crew - 
let them have fun with it and youʼll get some gems.

Consider a brief recruiting/planning meeting. Along with the Producer, invite the Production Coordinator, 
Asst. Director, EPK video/photographer. Assign someone to coordinate the campaign (possibly a Unit 
Publicist?) and learn the MovieSet Production Tools.

Experience has shown that gaining approvals from agents, publicists, managers, etc. are often a cause of 
campaign delays as this can appear as "extra work" rather than building an actorʼs personal brand.
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With this in mind, it is imperative that talent understands the nature of the production content you are 
shooting on set and production acquires needed permission (including blanket approval on footage) and  
production assists in setting up interviews and access as needed. Doing so will raise the quality and 
timeliness of your promotional content.

Tip: Starting the documentation early in the production process builds familiarity with these new 
marketing tactics. Consider introducing the campaign at the cast read-through.

Measuring

Based on the objectives of your campaign, 
rather than relying on unique visits as a sole 
key performance indicator, measure 
engagement by tracking conversations, 
comments, linkbacks, faves, re-Tweets, links, 
fans, etc. All of these are indicators of 
community engagement and fan interest.

Plus track search results to see progress up 
the charts. Ideally, you should be near the top 
for terms related to your movie. To accomplish 
this, remember publish early and often.

Advanced Tip: Set-up a "listening 
dashboard" to aggregate RSS feeds to 
track comments, forums, images, videos 
plus news, blogs and any other reference at a glance - like an aggregated view of aforementioned 
Google Alerts and Hootsuite Twitter reports.

Measuring engagement will augment analytic reports 
which show entrance keywords, navigation paths, 
popular content, referral sites and other useful 
statistical data for tuning your campaign.

By examining site analytics, youʼll get an exact 
diagnosis on whatʼs working and build a blueprint for 
future campaigns.
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More Help

Free or Cheap

MovieSet Sitelets are available at no cost and the tactics and tools mentioned in this guide are all free or 
cheap. Once familiar with the tools, you can concentrate on providing interesting content to promote your 
movie.

Expert Help

Seem like a lot to do? MovieSetʼs squad of experienced social media practitioners are available for hire to 
promote your movie. 

With the Silver package, MovieSet feature your content, keep your Sitelet up to date, spark conversations 
and track news from around the web.

The Gold package turns it up another notch with submissions to social sites, research, reports and 
consultation. Seeking the deluxe? MovieSetʼs Platinum A La Carte services include planning contests and 
sweepstakes, live streaming events, and on-set EPK filming - all for a custom rate.

Ready to Go?

Sign up for a MovieSet Sitelet to begin your social promotion campaign, this includes: 

•    Production set-up and audience identification
•    Video player and unlimited storage
•    Stills gallery with titles, descriptions
•    Production blog with RSS
•    News archive & related links
•    Web-based content management w/ approvals

To get started with MovieSetʼs social marketing services - and to learn more promotional tips - visit: 
http://corporate.movieset.com/services
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Resources

Toolbox

• Twitter - micro update service where followers read real-time messages of 140 characters or less 
and has become a journalistic tool - http://twitter.com

• Facebook - originally a college-only social network, this closed community has more users than 
most countries - http://facebook.com

• MySpace - pre-cursor to Facebook, this casual social platform is home to thousands of bands 
and movies - http://myspace.com

• YouTube - a revolutionary video sharing site gave everyone the chance to share themselves 
online - now owned by Google - http://youtube.com 

• Flickr - a photo sharing site which popularizing many key “web 2.0” features like tagging, sharing 
and commenting - now owned by Yahoo! - http://flickr.com

• IMDB - venerable Internet Movie Database, this enormous trove of movie info grows by fan and 
industry contributions - http://imdb.com

• Wikipedia - the peopleʼs encyclopedia, contributed to by anyone, curated by a passionate 
community - http://wikipedia.org

• Hootsuite - a social dashboard tool which allows simultaneous updates across many channels 
including Twitter, Facebook, Wordpress, Linkedin - http://hootsuite.com

• Netvibes - a tool for creating a custom view of RSS feeds tracked from all manner of sites - 
useful for an overview of mentions - http://netvibes.com

Glossary

• Google Alerts
• Google Juice
• Web 2.0
• Social media
• Social networking
• SEO/SEM
• Blogs, Vlogs, Podcasts
• Web apps
• RSS
• Blogs
• Video-blogs
• Podcasts

Credits
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at Zhonka.net, RaincityStudios.com and Happyfrog.ca, Dave joined MovieSet.com to connect movie fans and 
filmmakers by using social media campaigns to deliver unique, behind the scenes coverage of films in production.
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