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Much like the main paranormal Wales component, the film I produced for this module is aimed at a category of “Teens/singles/couples” which is described by the Independent Cinema Office as being in the age groups of anyone above the age of 16 but below the age of 25. (Independent Cinema Office, 2019) The reason my film was produced to target this age group and specific demographic is because the themes of the film (Desire and attention) which are shown clearly through the source material of “The Seagull” by Anton Chekhov (Chekhov, 1896) are much more relatable to younger audiences.

One of the most effective ways to target a film of this genre to a younger audience is through the use of YouTube and other video sharing platforms online. With the rise of these platforms in the past decade, it is not only easier but also more effective to have a creator work online so that people can easily access it without having to track down a physical copy of the work. The use of online video platforms is also useful as it is a much cheaper and more effective way of promoting the product, with the use of social media platforms such as Facebook and Twitter being able to help spread the word about the product to a larger number of audience members all without costing the film maker as much as conventional advertising such as print media and billboards

One of the most famous examples of this type of small budget advertising being successful is The Blair Witch Project (Myrick, 1999) which was released in 1999 and earned $248,639,099 worldwide gross off a small budget of around $60,000 (IMDB, 2019) This was mostly down to the advertising strategy of the film as it was not advertised in a conventional sense, rather it was advertised and fully presented to the audience as being a real documentary made from found footage as opposed to the fictional production it was. This helped to create a lot of intrigue in the film and made a lot of people wonder if it was in fact real or fictional, further driving people to go and see it. This was all achieved without the use of a massive, multimillion-dollar advertising campaign as would be normal for such a financially successful film. For comparison, another addition to the Blair Witch franchise was made in 2016 simply called Blair Witch (Wingard, 2016) which was made with a much more inflated budget of an estimated $5,000,000 and had a more traditional campaign of advertising to the audience without the pretence of the production being real, yet even with the higher budget and the Blair Witch name to bank on the film only made $45,173,154 in worldwide gross, making it much less of a financial success than the original 1999 film (IMDB, 2019) Although this is a popular and tested way of advertising films on a smaller budget there is also the drawback that the film might go unnoticed due to not being advertised with posters and television coverage to keep it fresh in the audience mind when it eventually does release. This is a problem that can also hinder higher budget films with a lot of money being spent on an advertising campaign to build a lot of intrigue with an audience but that audience not necessarily going to watch the film when it is released. A few examples of films with a high budget and professional advertising campaign that did not turn numbers in the box office include 47 Ronin (Rinsch, 2013) which lost around 24 million dollars at the box office despite having a large name in Keanu Reeves attached to it and Batman v Superman: Dawn of Justice (Snyder, 2016) which did make a profit from its budget but had a very high drop off in its second week, dropping 69% from week 1 in what was one of the biggest drop offs for such a high profile film (Lang, 2019)
Despite being a very popular way for films to be advertised and shown off to a wider audience, success can still be found through conventional advertising techniques even when aimed at a younger audience such as the 16-25-year-old demographic. One big recent example of this is the film Joker (Philips, 2019) which was targeted to the same audience demographic and still managed to be one of the most financially popular films of all time, recently becoming the first film to reach 1 billion dollars at the box office while having an R rating (BBC, 2019) This is all despite a large scale and very conventual advertising campaign with a lot of anticipation and hype being built around the film before a trailer was even released. Much like the 2016 Blair Witch, this film also had an established franchise to rely on with DC being one of the 2 major comic book movie franchises word wide along with Marvel. Another popular way for higher budget films to make more money at the box office is to include a high profile name either in the cast or crew in order to get the audience to watch and to build more interest. This has been proven to work multiple times with films such as Cowboys & Aliens (Favreau, 2011) and The Mummy (Kurtzman, 2017) both being panned by critics and audiences yet turning a profit, even a small profit, due to the big names attached to them bringing people in to see them
[bookmark: _GoBack]When looking at these two different ways that films can be distributed it becomes very clear that the most effective way to market a film on a low stage is to go for a low budget and social media approach such as The Blair Witch Project did in 1999 as it can help to create a lot of buzz and anticipation for the film without the need for a large scale budget and the need to spend a lot of time and extra resources making sure the advertisements are seen by many people. On the other side if a small budget independent film can get a big name attached to it, that is also more likely to make it popular and get people to want to watch it, such was the case with Whiplash (Chazelle, 2013) as the short film was seen by many people due in part to JK Simmons being in it, with its popularity ultimately leading to it being made into a feature film in 2014
