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Marketing a Film

	
	It is important to realise that film as an art form is not purely a creative avenue, it is very much a business orientated field. It is the producer’s job to generate funding and in order to get funding they have to know the market and know how the film will make a profit. The marketing strategy before, during and after production can make or break a film, there has been many cases where the film itself isn’t up to standard, but the marketing side of things has been good enough for the film to be able to generate a profit. To be able to market my own film I have to undertake research into other products in the genre and understand who my target audience is. 
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When it comes to horror marketing strategies, one film stands above the rest “The Blair Witch Project was simply the most inventive, terrifying and successful campaign in film history” Davidson, (2013). Even with their extremely low budget of just $60,000, ‘The Blair Witch Project’ became one of the highest returns on investments in history and I believe this was purely down to their very original way of marketing the film. Rather than doing the ‘norm’ like putting up adverts on billboards, they created a real-world story where people actually believed that a group of teenagers went missing in the woods, they handed out missing person posters, created a website and released little pieces of information before the film’s release to trick people into believing this story to be real. This turned into a viral trend that saw people flock to the cinema to see the ‘real’ found footage of the missing teenagers. Their original idea of marketing a ‘real’ story rather than marketing an upcoming film is what led to the success of this film as it wasn’t anything anybody had witnessed at the time. Although, I don’t believe this sort of marketing strategy would work in this day and age purely down to how easy it is to get information within seconds due everything being online and on social media. Throughout my research, I’ve come to notice that many films within the genre of ‘found footage’ have all have low budgets for a feature, such as ‘Dark Tapes’ (dir. McQuown, Guastini) with their starting budget of $65,000, even with the lack of advertising of their film, their marketing into film festivals was impressive, with 21 nominations, and 17 wins, many in the category for Best Feature, Best Horror and many for their Editing and Sound Design. 

[bookmark: _GoBack]So how would you market a film in this day and age? Well, thanks to social media anybody has the ability to become an overnight viral sensation. Social media has become a key component in modern day marketing strategies due to the incredible reach it can generate. Believe it or not, social media influencers and also ‘memes’ are up there with some of the best ways to market something and become viral, when it becomes viral it gets people taking about your product all over the globe. An extremely successful short documentary was ‘KONY 2012’ first premiered on YouTube in 2012 by Director Jason Russell, co-founder of Invisible Children which led the very popular movement to stop [image: Image result for kony 2012 film poster]Ugandan cult and militia leader, Joseph Kony. The documentary didn’t receive the best feedback after many charities questioned their poor use of ‘charitable’ work and the lack of money going to help the children and was purely made to promote the cause. Director Jason Russell received a flood of negative feedback, but aside from all of the bad press, his short documentary broke internet history, racking up nearly 100 million views in just two days and raising just shy over $5 million in the same time. With celebrities like Rihanna and Bill Gates sharing the video and using the popular hashtag #KONY2012 on their personal social media, gaining the documentary even more attention. Amongst all of the free publicity gained by the hashtag, the charity gained the attention of Oprah Winfrey, who generously donated $2 Million. Alongside all of their celebrity backers, their merchandise sold out, encouraging the idea that Joseph Kony was similar to Osama Bin Laden and Adolf Hitler. 

If I were to take ‘Suicide Whisper’ into the market, firstly I would need to understand my market, this would mean intensive research into film festivals and their previous winners. An easy option would be for me to take it into ‘Screamfest Horror Film Festival’ it’s a film festival based solely on the Horror Genre. Looking at the last 5 years of winners of other named Film Festivals, such as IndieFest, which awarded ‘Dark Tapes’ Best Feature in 2016, or Wolf House (dir. Cosention, Houlihan) which won best short at Buffalo Dreams Fantastic Film Festival in 2015, there are multiple avenues that are well suited for ‘Suicide Whisper’.

Social Media is extremely powerful in this day and age, understanding how to collect the right hashtags, and target the correct influencers is key. When marketing a film, social media has become the go to platform for the majority of films, purely down to the fact that it can be a very cheap form of advertisement while also giving you the best reach. This can greatly cut the budget down and help other areas of the film improve. 

As of current years, found footage films haven’t been as successful as they were in previous years, so to bring it back into the market would be a challenge. This is why understanding how to market a film to the current target audience is very important for any short or feature film. As there was no budget for the short ‘Suicide Whisper’, first I would start to create a social media presence for the film, across all platforms to give the biggest reach possible. As for release, platforms like YouTube and Vimeo have become the forefront for indie productions not backed by a huge studio, due to the ease of access and the daily traffic that occurs on these types of sites. These sites normally work off a like and dislike rating system, the more likes your get the easier it will be to gain attention in the online world. The rating system is a great way for the filmmakers to get quick and easy feedback straight away on the product they have released. 

Throughout making films and my time throughout this project, I’ve come to understand how important successfully marketing a film is in order to get a successful film. A key part of this is to know your audience and to know your market before you can consider putting your film out there in the world. It has also shown me that doing the ‘norm’ isn’t really going to make the film stand out at all, new fresh ideas are needed to create a big impact on the audience. 
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