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Background Information and Our Goal

Billboard is the latest independent film project from writer, producer, and director, Zeke 
Zelker. The film is about a man named Casey Lindeweiler who inherits his father’s radio station, 
WTYT 960,  and realizes  that it’s on the brink of financial collapse. Casey decides to host a radio 
contest to save his father’s business. His plan is to host a billboard sitting contest with four 
members of the community for the chance to win “nine-sixty thousand” dollars. “Unprepared for the 
spotlight, Casey rises to the challenge of running a business as he’s faced with relentless attacks 
from his competition, the local authorities trying to shut him down, the media’s interpretation of his 
contest, and mother nature.”

The American Dream is described as “the belief that anyone, regardless of where they were 
born or what class they were born into, can attain their own version of success in a society where 
upward mobility is possible for everyone. The American Dream is achieved through sacrifice, 
risk-taking, and hard work, rather than by chance” by Investopedia.

Our advertising campaign plans to investigate the American Dream from different 
perspectives in order to connect with our target markets revealing the shared struggles in attaining 
the American Dream. 

Team 1: 2
Source 1 & 2
Taylor Markarian
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A Specific Target Market Is Required:

Team 1: 4
Source 3, 4, 5,  & 6
Taylor Markarian

91% of adults ages 55-64 had a favorable impression of 
“drama” films, making it the 2nd top most favorable movie among 
adults that age, under the genre “adventure.” Women in the US are 
89% likely to enjoy dramas, while only 80% of males enjoy the genre.

The Primary Target Audience is all adults ages 45-65 years old
Both men and women highly enjoy the film genre drama and are likely to see it in the movie theater. 

Target Research and Analysis

When narrowing our primary target market, it was important to 
find out which age group of women would enjoy the genre of 
the film and if we could get them to the theater to see Billboard. 

● Females in the US who are of the ages 55-64 are 42% 
more likely than the rest of the population to watch the 
movie genre “drama”

● Females who were 24% more likely than the rest of 
the population to watch the movie genre “drama” were 
ages 45-54

Men of the similar age group, 45-54 are much more likely to go 
see a drama film in the theater and to stream it from the 
internet than women.
● Men  ages 45-54 are 21% more likely to see a drama in 

theaters. 
● Men ages 45-54 are 23% more likely to stream a drama 

from the internet than women. 

We chose a target market that satisfies 
our most important criteria, of not only 
enjoying the genre, but who would be 

willing to pay to see the film in theaters. 



Can the Primary Target Connect to the Film?

Team 1: 5

Men and Women ages 45-64 feel insecure about their financial security, similar to many of the 
characters found within the Billboard film. 

The Primary Market does not feel “Financially Secure”

Not only is our Primary Target Market 
interested in the genre and is willing to pay 
for it, but we can now confirm they will be 
interested in the overarching themes found 

within the film.

Source 7 & 8
Taylor Markarian

Women are the least likely to feel financially secure.
● Women ages 45-54 were the least  likely to “agree a lot” 

by 35%
● Women ages 45-54 were more likely than the rest of the 

population to “disagree a lot “with the statement by 31%. 
● Women ages 55-64 were more likely than the rest of the 

population to disagree a lot with the statement by 35%.

Women  and men who are ages 45-65 will be able to 
relate to the plot of the film because they don’t feel 

financially secure like many of the characters. 

Men feel similar to women of the same age range, 
if not more financially insecure.

● Men ages 45-54 are 22% less likely than the rest of 
the population to “agree a lot” 

● Men ages 55-64 are 6% less likely to “agree a lot”



Compared to the rest of the population GenX concerns for “having a financially secure retirement” and 
“being financially secure enough to have ample time for leisure purposes” have increased over the years 1991-2017. 
This nuance in concerns among Gen X gives a key insight to how they feel about the security of their finances, 
which is a key component of the American Dream. 

Generation X are worried about their financial security
● “Generation X is the generation more likely to think it lacks 

financial security, with 9% reporting that their financial 
security is bad, compared to 29% of Baby Boomers.” 

Generation X has an “I can do it myself” mindset.
● Generation X grew up as ‘latchkey kids’ where they were left 

at home to fend for themselves.”This is due to the increase 
divorce rates, and more mothers joining the workforce.  they 
continue to fight for financial success  and strive with resilience 
to achieve their American Dream similar to Casey and the 
billboard sitters from the the film. 

         With a large percentage of Generation X experiencing the
 same struggles of financial stress it shows that the
Struggles of the American Dream is shared among these 
individuals and they are not alone. 

Team 1: 6
Source 10
Marinela Torres 

Is the American Dream still Alive?
Despite financial strain, 56% of Generation X (39-54) still believes the American Dream is alive. 

Generation X strives to better than their parents
● 54% of Generation X believes that “doing better that your parents” 

is a significant part of the American Dream. 
● “only a third of Generation X has more wealth than their parents  had  

at their age… Additionally they are not as concerned about upward 
mobility as they are with being able to pay the bills at the end of the 
month.” About 56% report ‘living paycheck to paycheck,’ compared 
to 46% of Baby Boomers

Connection to movie:
Their resilience to achieve their goal and surpass their parents achievements is what 
drives them to fight for their American Dream. Similarly in Billboard the movie, 
Casey’s drive to live up to his father’s legacy and keep the radio station alive is 
driven by this same resilience and attitude. Casey’ struggle to pay the radio station 
bills and the employees relying on the success of the station for a paycheck shows 
the unifying struggle to make a living. 



Source 12
Jonna Hagglund Team 1: 7

One of the main plots of the movie Billboard touches on 
people’s various perceptions on what the “American Dream” entails. 
The movie displays characters who are desperate to be handed their 
version of the definition by entering a competition that sounds easier 
and faster than actually earning the money themselves. This is similar 
to the attitudes many had when they were promised and handed easy 
mortgage-loans to own their dream house in America back in the 
beginning of the 2000s. Taking the Great Recession into account is 
important for our research as we are planning to show the movie to an 
American audience. 

Looking at data from a journal article written by Laurie S. Goodman and 
Christopher Mayer, titled “Homeownership and the American Dream”, it 
states that the biggest group of homeowners in the year 2005 were 
from ages of 35 up until retirement

It seems apparent that our target market have either been directly 
affected by the financial crisis or was emotionally affected by the state 
of their country at the time. The story of the movie is therefore a 
relatable event for many who go to see the movie.

The rate of change in homeownership 
in the United States from the year 
2005 to 2015 dropped by -5.2%

Homeownership Rates:
Age: 2005: 2015: Decrease:
15-24 23.9% 10.8% -13.1%
25-34 49.2% 34.5% -14.7&
35-44 65.7% 56.4% -9.3%
45-54 76.7% 67.3% -9.4%
55-64 81.1% 74.8% -6.3%
65-74 82.8% 78.9% -3.9%

Effects of the Great Recession leave Gen-Xers scrambling for their 
American Dream 



We have Identified a Secondary Target:

Team 1: 8

We chose women ages 18-34 as our secondary market 
because though the are interested in and can connect to 
the film, they are less likely to purchase movie theater 
tickets.

Our Secondary Target Market is Women ages 18-34
Our Secondary Market is highly interested in the film genre “drama” and can connect to the plot.

Target Research and Analysis

We found a secondary target market 
that satisfies our two important aspects 
of criteria, being interested in the genre 

and the connecting to the plot.

● Women ages 18-24 are 30% more likely than the 
rest of the population to enjoy drama films 

● Women ages 25-34 are 34% more likely to enjoy 
drama films. 

Women ages 18-34 highly disagree to feeling financially secure.
● Women ages 18-24 are 19%  more likely to “disagree a lot “
● Women ages 25-34 are 8% more likely to “disagree a lot “

Women ages 18-34 will be able to relate to the 
financial concerns within the film and their 
desire to be financially stable.

Source 3 , 7, & 9
Taylor Markarian



The American Dream of Owning a Home is Still Alive Among Millennials

Multiple factors and disruptors have left Millennials struggling to 
become homeowners. 

● “...millennial generation may be experiencing greater disruption 
because they have the highest rate of unemployment, a 
tighter credit market, and larger student loans debts…” 

● When credit driven housing boom resulted in the Great Recession, 
“lenders tightened mortgage standards making difficult 
for millenials to obtain credit to buy a home given their 
weaker financial standing.” 

Connection to movie:

In Billboard the movie the same struggles millenials are facing mirror the 
economic conditions in which the movie was set.  In the 1980s there 
were high interest rates, high unemployment, as high as 12%, as 
well as the desire to own a house is very prominent. 

9
Source 14 and 22
Marinela Torres 

Millennials prioritize homeownership 

● 75% of Millennials report owning a home as a 
long term goal and 60% have plans to buy a 
home in the future. 

● Moreover, 85% of millennials still believe that 
owning (a home) makes more sense than 
renting according to Fannie Mae National 
Housing Survey.

Connection to movie:

This connects to the Billboard the movie due to the 
desperation of the Billboard sitters to enter the contest 
in hopes to own a mobile home.

Millennials  believe that owning a home is a key part of the American Dream 

Similarities in the struggles on millennials and 
characters in the movie show that they are not 

alone in the the fight for homeownership



Source 37
Jonna Hagglund Team 1: 10

Effects of the Great Recession on Millennials

“Young adults, ages 18 to 34, are most likely to 
feel the dream is unattainable, with 63% saying 
it's impossible. This age group has suffered in 
the wake of the Great Recession, finding it hard 
to get good jobs.

Younger Americans are a cause of great concern. 
Many respondents said they are worried about 
the next generation's ability to prosper.

“College costs are rising faster than inflation and 
student loan debt is exploding.”CNNMoney's American Dream Poll comes from telephone 

interviews with 1,003 adult Americans, conducted by ORC 
International from May 29 to June 1, 2014.



Team 1: 11
Source  43, 44. 64
Christina Huynh

More Secondary target info on American Dream

With the costs of tuition and 
borrowing on the rise, the average 
student debt of our secondary 
target market (18-34) is $32,900. 

As a result of the student debt in 
combination with the lack of 
affordable housing, the percentage 
of 24-35 year olds living at home 
with their mom has steadily 
increased to almost 25%. 



Nearly 6 out of 10 People Believe in the American Dream

In 2018, Bank of West conducted a study on 1,014 people who 
were between the ages of 21 and 70, and  were asked to 
describe how they feel about the American Dream. 

Based on their responses, 58% of the people surveyed 
believed either the American Dream was still attainable 
today or they believe they have already achieved it. The 
study further breaks it down by generation. The resulting 
percentages of Millennials, Generation X, and Baby Boomers, 
57%, 57%, and 62% respectively, were relatively the same as 
the composite percentage of 58%. 

Based on these findings and due to the fact that 
approximately 6 out of 10 people can relate to the American 
Dream, the data supports that the primary and secondary 
target market can connect with the portrayal of the American 
Dream in the plot line.

Source 11
Christina Huynh Team 1: 12



The American Dream Definition differs among Millennials, 
Gen-Xers, and Baby Boomers

13
Source 13, 25
Taylor Markarian
Christina Huynh

Team 1: 13

The majority of Millennials, Gen-Xers, and 
Baby Boomers still believe in the 

American Dream. 

The definition of the American Dream, includes 
owning a home, being debt free, and retiring 
comfortably according to all three generations. 

However, each market weighs these aspects a little 
differently. Our primary target market, baby boomers 
and Gen-Xers, place a heavier emphasis on retiring 
comfortably more so than millennials. 

Our secondary target market, millennials, is the only 
group to stress pursuing their passion in the 
American Dream. Doing something that you love is 
important to our younger market.  Each market is represented through the characters in the film and our 

targets will be able to connect with their personal stories. 

Millennials Gen-Xers Baby Boomers
Ages 23-38 Ages 39-54 Ages 55-73

Places a higher 
emphasis on 
pursuing a 

passion, above 
owning a home, 
being debt free, 

and retiring 
comfortably. 

Concerned with 
owning a home 
and being debt 

free, before 
retiring 

comfortably.

Greatest concern 
is to retire 

comfortably. Stil 
places emphasis 

on owning a 
home and being 

debt free.



Primary Target is likely to see Billboard in theaters while 
the Secondary is more likely to stream webisodes

14
Source 15, 16, 17, 6, 24 
Taylor Markarian 
Rebekka Kempler
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Is the Internet a Primary Source?
The internet is a primary source of entertainment for millenials, 
our secondary target market. Females ages 18-24 are more 
likely to agree by 113% and females ages 25-34 are 26% 
more likely to agree that the internet is a primary source 
of entertainment. The webisodes for Billboard are only 
accessible on the internet, primarily on Vimeo. We want the 
consumers to purchase the webisodes online and it’s important 
that the target already uses the internet for entertainment. 

Will they stream a drama film?

Men ages 45-54 are 23% more likely to stream a drama film 
from the internet than the rest of the population.  Men ages 
45-54 are included in our primary target because they are 
the group who will most likely stream the webisodes 
from the internet

According to the Motion Picture Association of America of 2014, 
““the share of tickets sold to 40-49 and 50-59 year olds were 
at all time highs since 2011.” Movies such as Woman in Gold 
and The Second-Best Exotic Marigold Hotel have made it clear 
that the older generations are the most powerful and reliable 
audience for independent movies. 

Will they purchase a movie ticket?

How do they stream videos online?

Netflix is the most popular “paid” streaming service 
among Americans. 79% of respondents in a Statista study use 
Netflix as a streaming service. However, the Americans spend 
the most amount of time streaming content on YouTube, 
spending and average of 534 minutes each month. Since 
Vimeo is where we would like consumers to purchase the 
webisodes from, we have to convince them to use a different 
provider.

http://www.boxofficemojo.com/movies/?id=womaningold.htm
http://www.boxofficemojo.com/movies/?id=bestexotic2.htm


15
Source 20, 21, 23
Rebekka Krempler

Purchase Decision Process:

Recognition

Post-Purchase

EvaluationInformation Search

Purchase

The consumer realized 
the need or want to see 

a movie. 

The consumer looks for films that 
are currently showing in theaters 

near them. This can include looking 
at movie trailers and/or reading 

reviews.

The consumer weighs the 
different movies shown and the 

available screenings. This 
process could be influences by 

the opinions of possible 
accompanying people.

The consumer decides to purchase 
a ticket to Billboard. The majority 

of customers (51%) buy their ticket 
in advance, either online or at the 

theatre.

The customer evaluate whether or 
not the movie was worth the ticket 
price and time spent at the theatre. 

This process can include word of 
mouth recommendation or online 

review writing.

Evaluation Criteria
Key factors influencing movie 
attendance decision making 

include
word of mouth communication, TV 

advertisement, genre, movie 
review, and more. 

We want our targets to buy tickets to see the film in the theater and then pay to stream the Webisodes.



Not Every Target Market is Perfect

16
Source 3, 16
Taylor Markarian Team 1: 16

Is our Target interested in the platform Billboard is hosted on?

Females ages 45-54 are 17% less likely and females 55-64 
are 41% less likely to “agree a lot” that the internet is a 
primary source of entertainment. The makeup of our 
primary target market is not as tech savvy as our secondary 
target market.

Our primary target market does not use the 
internet as a primary source for entertainment.

Additionally, Females ages 55-64 are 46% less likely to stream 
drama content from the internet, making them the  age group 
that is least likely to stream from the internet. We found that 
these consumers are 61% more likely to pay for on-demand 
videos, just not from the internet.

The primary target market is not confident in 
paying for things online.

Our Primary Target Market does not 
typically use the internet for accessing 

video content. We need to find the best 
way to expose them to our content.

Our secondary market does use the internet as their 
primary source of entertainment 

Females ages 18-24 are 113% more likely to “agree a lot” that the 
internet is a primary source of internet, while females ages 25-34 
are 26% more likely to “agree a lot”. The secondary market will be 
who we target through our advertising on social media.

In addition, though our secondary target market is interested and 
likely to stream from the internet, they are the least likely to pay for 
on-demand-videos. 



Brand Advantages and Disadvantages
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Source 16, 17, & 19
Christina Huynh, Taylor Markarian, 
Katrina Alonso
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Zeke Zelker has created a unique cine-experience surrounding his 
film, allowing for accessible content on all platforms and also 
allows various types of people to relate to his content. Furthermore, 
the American Dream is a theme that relates to all demographics. 
The film’s cast also includes actors of various backgrounds; 
including recognizable actors like Heather Matarazzo and Eric 
Roberts.

Billboard is also being distributed by Paladin, an independent 
distributor whose brand is tied to films like “Disgrace” (2009) 
starring John Malkovich and “Loss of a Teardrop Diamond” (2009) 
starring Chris Evans and Bryce Dallas Howard. This can be 
leveraged in marketing materials to drum up some star power.

The webisodes are accessible through Vimeo, a platform that lacks 
popularity throughout all demographics. Netflix is by far the most popular 
video streaming service in the US.  Vimeo is not as popular as other 
streaming services, and people who already pay for other streaming services 
like Netflix or Hulu are not likely to change streaming services and paying 
for another one. Consumers will have a difficult time deciding to pay for 
webisodes that are not included in their already purchased monthly services. 

Currently, the film lacks an internet presence. There aren’t any critic 
reviews or a Rotten Tomatoes score, and there’s not much buzz about it 
on social media. For the secondary target market, the internet is a primary 
source of entertainment . Without a strong internet presence, consumers 
will not be able to find Billboard online and will not be interested.  
Furthermore, there is another film called “Three Billboards Outside Ebbing, 
Missouri” that populates most results. When consumers search our product, 
we want our film to populate first.

What do consumers love and what is concerning about Billboard

Advantages Disadvantages



Key Competition
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Source 15, 17 & 18
Taylor Markarian, Katrina 
Alonso, Jonna Hagglund

Team 1: 18

Our main competition are mainstream 
streaming services such as Netflix, Amazon, 
YouTube, and Hulu. Of those who use 
streaming services, people are more 
inclined to use Netflix, Amazon Prime, 
YouTube, and Hulu. Other independent 
films and film festivals serve as competitors 
as well. In addition, Billboard will be 
competing against other Drama films that will 
be in theatres during its opening weekend, 
which include: The Best of Enemies, The 
Chaperone, The Haunting of Sharon 
Tate, Storm Boy, Peterloo, The Public, 
and Teen Spirit.

What Platforms are Consumers Viewing Content On?



Creative Strategy Brief

19 Marinela Torres 
Taylor Makarian

Team 1: 19

Key Insight
While the definition of the “American Dream” varies among 
Millennials, Gen X-ers, and Baby Boomers, all definitions include: 
home ownership, not being in debt, and retiring comfortably. While 
both Millennials and Gen X-ers believe owning a home is an integral 
part of the American Dream, Millennials stress pursuing their 
passion and Gen X-ers emphasize retiring comfortably. Both our 
primary and our secondary target markets share the struggles for 
financial success through the opportunity that the American Dream 
represents. 

Message
Everyone wants to achieve the American Dream. There will always 
be a struggle, but it’s easier not to struggle alone. 

Positioning Statement
Billboard is the only film currently in cinemas about the shared 
struggles to achieve the American Dream, a concept that everyone 
can relate to in unique ways. 

Reason to Believe the Message
● The plot of the movie revolves around the different versions of the 

American Dream. 
○ Casey’s dream to live up to his father’s legacy 
○ Billboard sitter’s dream to own a home and money
○ Radio station workers dream for a stable job

● Though they all have personal dreams, their ultimate goal and 
struggles show camaraderie in the shared experiences. 

Tone
Rebellious and quirky.

Personality
Quirky, dramatic, and rebellious

Organizing Idea
We intend to show clips and ads of various individuals among our target 
market looking into a mirror with their reflection being an image of what they 
envisioned their American Dream would be, showing the unified struggle of the 
pursuit of the American Dream.

Tagline
The American Dream: A Shared Struggle



Media Objectives
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Sources 27
Taylor Markarian Team 1: 20

Through our American Dream campaign, we plan to generate awareness through the use of 
social media, create inbound traffic through paid social media advertising, maximize 

engagement through a social media contest, and encourage the audience to buy through 
multiple outlets of owned, paid, and earned media.

Through Owned, Paid, and Earned Media, Billboard the Movie can Succeed

Loyalty

Create a fan base 
that connects to 

the film on an 
emotional level 
and demands 
more content

Awareness

Drive awareness 
to the primary 
and secondary 

target about the 
film

Optimization

Reach our target 
audience through 
multiple mediums 

on social media

Engagement

Engage with our 
target through 

the use of social 
media about their 
American Dream



Brainstorming an Advertising Campaign
Moodboard

21
Jonna Hagglund
Christina Huynh

We gathered inspiration in pictures and 
illustrations to create a moodboard for 
our campaign. In our campaign, we will 
create social media advertising that fits 
our organizing idea



Advertising Campaign cont.

22
Jonna Hagglund

The American Dream: A Shared Struggle

Draft for idea including tagline:

With our organizational idea in mind:
“We intend to show clips and ads of 
various individuals among our target 
market looking into a mirror with their 
reflection being an image of what they 
envisioned their American Dream would 
be. “

We will present our first draft of our 
campaign with our moodboard as well 
as the mock-up displayed to the left. 



Owned Media
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Owned Media
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Facebook: 1 post per week in March, increase to 2 posts a week starting in May, 3 starting 
in June

● Video posts are 10% more effective on Facebook
● In order to increase an organic reach on Facebook, we need users to engage with 

our content through likes, shares, and comments. 

Instagram:  1 post per week in March, increase to 2 posts a week starting in May, 3 
starting in June, and 1 story update per day to encourage brand engagement

● Image posts overtake video posts by more than 30% in terms of engagements
● Total impressions and reach for Instagram posts are 20% higher than on Facebook
● We will utilize the “live” feature on Instagram to further engage our audience. By 

going “live with a friend”, we can expand our reach to our actors’ fan base.

Twitter: 1 tweet per day to encourage user discussion
● A great way to share our content 
● Twitter is an outlet for real time recommendations from consumer-to-consumer 

and we need to be apart of the conversation

We plan to build a relationship with our 
social media users. In order to do so, we 
must continue to engage with our users on 
a daily basis, creating conversations with 
them. 

Post Quality not Quantity. 

We plan on using Hootsuite to manage our 
social media content and follow the 
conversation regarding Billboard. In order to 
create an organic reach, we need to be 
constantly engaging and creating 
conversation with our consumers to keep 
Billboard relevant.

Utilizing Our Social Media Feeds For an Effective Campaign



Billboard Website

25 Marinela Torres 
Taylor Makarian
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There will be a feed on the Home 
page with real time updates 
regarding where consumers can 
find theaters and showtimes, 
and a link to how consumers can 
purchase tickets. 

Information on how consumers 
can see our film will be incredibly 
clear and simple to find. Our 
goal is not only spark interest, but 
to get consumers to purchase 
movie tickets to our film. 

Social Media will Guide Consumers to the Billboard Movie website.

Key information will 
be easily accessible

The Home page will also include a 
release schedule, displaying 
when and where the film is 
premiering in NYC, Philly, and 
Lehigh Valley. When consumers 
visit our site, the information 
needed to get them to the theater 
must be showcased first and 
foremost.

The Press page will include 
testimonials and links to both 
reviews and interviews from the 
press and bloggers. The consumer is 
interested in what others are saying 
about our film and why they should 
purchase tickets.

The Contact page will be more 
specific to who consumers can reach 
out to for more information 
regarding the film.

There will be a link that allows 
consumers to subscribe to our email 
list.



Email Marketing
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Sources: 32,  39, 53
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On our website, consumers will have the ability to 
subscribe to our email list. A subscription to our 
email list will include a bi-monthly newsletter 
discussing updates regarding the film, webisodes, 
premieres, releases, trailers, and updates about 
Zeke. 

Email is one of the best and most cost-efficient 
marketing channels for reaching a broad audience 
of consumers who already show an interest in 
company’s products or services. In the US alone, 
more than 85% of adults use their email, 
furthermore  email reaches 79% of the people you 
send it to. 

The advantages of email marketing are that it is 
low cost, easy to personalize and automate, has 
powerful tracking, and has proven to increase 
sales. Additionally, email marketing has an average 
ROI of 3800%. 

Providing Up and Coming Information to an Interested Fan Base



WTYT 960 App
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Sources: 56 & 57
Marinela Torres Team 1: 27

Introducing the WTYT 960 music 
streaming app. Through this app, we 
will able to reach lean forward listeners 
who are focused on discovering music 
and actively listening to individual 
artists. 

● One third of Americans used 
their phones to stream music

● Young adults (18-24) listened 
to internet radio more than 
terrestrial. 

● “In the US, 89 million people 
listen to online radio each 
month, and 57 million each 
week, according to Arbitron 
and Edison Research, a number 
that’s doubled every five years 
since 2001.”

● 70% of Pandora’s listening is 
via smartphones and vehicles 
which use smartphones. 

Features on this app will 
resemble the top leading music 
streaming platform: Spotify

Features include::
● Videos
● Trending 
● Statistics/Reports
● Sharing 
● Push notifications
● Profile product 

recommendations 
● Notifications
● Invite Friends
● Favorites
● Email Login
● Download option 
● Comments
● Audio Library
● Audio and music 
● Analytics 
● Playlists
● Email lists 

We will be targeting lean forward listeners through the the WTYT 960 music streaming app



Cause-Related Marketing
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Sources: 58 & 59
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Taylor Makarian
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● “Marketplace polls, such as the recently released Nielsen survey 
(2014), have reported that more than half of all respondents 
worldwide (55%) have stated that they would be willing to reward 
companies that give back to society by paying more for their 
goods and services…” 

● 73% of US consumers have participated in at least one cause related 
marketing campaign 

● 50% of consumers agreed that they would feel more positively 
towards a company, brand, product or service in the future if they 
were involved in a cause related marketing program 

● 48% showed an actual behavior change in behavior,reporting they 
switched brands, increase usage, or tried or enquired about new 
products

● 68% of consumers are still calling for more companies to be involved 
in cause related marketing programs. 

We can help our target market fulfill their dream of owning a home through a partnership with Mercy Housing 

Achieving the American Dream for many within our target markets, has proven to be 
homeownership. In a time when owning a home did not seem possible, we can appeal to their 

shared struggle through a partnership with Mercy Housing. 

● Mercy Housing is  a national affordable housing organization 
providing homes & services to families, seniors, & individuals 
with disabilities who would otherwise be homeless.

● They have served over 152,000 people by developing, 
preserving, and/ or financing more that 48,200 homes. 

We plan to donate 10% of our movie ticket sales to Mercy Housing 
to help fund their projects in creating affordable housing for lower 
income families, seniors, and persons with disabilities

● With a partnership with Mercy Housing, we can help families to 
achieve their dream of owning a home. 

● We can inspire those  in our target market who empathize 
with the struggle of owning a home to take action and support 
Mercy Housing through our movie. 
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A Six Second Trailer for Billboard
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Our 6 second trailer will be included as part of our paid and owned 
media objectives. Through paid advertising on our social media 
accounts, we will be driving traffic to our website. The ads will run 
from March through July, increasing interest before the premiere 
and will continue through the theater run of the film.

The trailer will be pushed as a 6 second advertisement on both 
Instagram and Facebook, on both the feeds and stories. The 
captions on the feed will include the date for the premiere and a “Bitly 
Link” to the website. The stories will have a “swipe up” feature for 
more information.

By advertising on Instagram and Facebook, we are strategically 
pushing our content and expanding our reach in a highly targeted 
manner. Facebook Advertising will target those only within our target 
market (age, gender, geographic location, level of interest). 

Each advertisement will include a way to access our social media 
accounts, visit a way to our website, and provide clear information on 
when and where to see our film.

CPC is an affordable option to push our 
advertisements. Not only do we expand our 
reach but we can easily measure engagement. 
With CPC, we only pay for the advertisement 
when individuals engage with our content; we 
are able to get our ads in front of audience 
members freely and only pay for the ads when 
they engage and visit our site or social media 
accounts.

Cost of CPC:
● The more targeted, the more costly the 

advertisement
● CPC offers free reach
● Facebook 

○ Avg CPC of all industries - $1.72
● Instagram

○ Avg CPC of Q1 2018 - $1.41

Paid Ads on our Owned Media will Result in Higher Engagement

Budget
Facebook and 
Instagram will each 
have a budget of 
$240K for a rollout 
over 5 months

March: $26,000
April: $26,000
May: $60,000
June:  $80,000
July: $48,000
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A Six Second Trailer for Billboard
Paid Ads on our Owned Media will Result in Higher Engagement
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About 24% of our primary 
target market chose “At the 
cinema” as their most 
preferred method of finding 
out about movies to watch, so 
we chose to spend for trailers 
to appeal to this audience.

The trailer will play in theatres 
starting 4 weeks prior to the 
premiere to build up 
anticipation for the film.

Theater Trailers TV Ads Newspaper Ads

About 39% of our primary 
target market chose TV as 
their most preferred method 
of finding out about movies to 
watch, so we chose to spend 
for TV spots to appeal to this 
audience.

30 second spots will run as ads 
three times a week on local 
television channels in 3 cities.

According to Research for 
Good, our primary target 
market is most receptive to 
ads about movies when they 
are presented via traditional 
media—77% of our audience 
noted that they paid most 
attention to print ads. As such, 
we will roll out ads in print 
newspapers that serve 
strategically determined cities.



Budget for Paid Ads
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Television Print Trailer
The ad will be displayed 
on the front page banner 
of each weekly issue for 4 
weeks prior to the 
premiere of the film in 3 
city newspapers; The 
Morning Call, NY Daily 
News, and Philly Daily 
News. 

$6,021.20 total

15 second trailer spot in 12 
theaters (3 cities) for a 4 
week period (starting in 
Week 2 of June and 
ending in Week 1 of July), 
with each 15-second-long, 
4-week spot costing 
$2000

$24,000 total

Sources: 48, 50, 51, 52
Christina Huynh
Katrina Alonso

Our 30-second TV 
spots will run three 
times a week on 6 local 
channels (2 in each of 
our 3 cities) for 4 
weeks.

Each 30-sec. Spot costs 
$1,500

$108,000 total



30 Second Storyboard
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Press Event
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We will host a press event including a pre-screening of 
the movie “Billboard” in Allentown:

- Press will have the opportunity to interview both 
the director Mr. Zelker as well as the entire cast. 

- This will generate press around the movie 
before its opening. 

- Additionally, we will be able to create content 
for our owned media, our social media platforms 
as well as website. 

- Moreover, we will invite smaller politicians and 
independent film bloggers, such as 
indieactivity.com, studentfilmmakers.com. 

- The winners of the sweepstakes contest will 
receive an invitation for themselves and one 
guest.

The peak of the event will be Mr. Zelker giving 
a 10-15 min talk about his personal 
struggles to fulfill his own version of the 
American Dream. 

Self-hosted events are the “ideal venue […] in 
promoting your film through social media posts, 
reviews, ratings, and word of mouth”  and we will also 
be able to tie in our earned media with our overall 
message through the talk of Zeke Zelker. 
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      Earning The Critics Reviews
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Why are reviews important?

Studies have shown that reviews have 
major impact on the consumer thought 
process. Different sources of the review 
will have a different level of influence, but 
overall, they are of high importance to any 
movie.  

Our previously mentioned press events 
will generate a good amount of reviews 
which will help compel audiences to watch 
the movie Billboard. 

How to get a Rotten Tomatoes Score? 

There are two scores on the website, the 
first one is called an Audience Score which 
displays the percentage of the audience 
that rates the movie a 3.5 or above. This is 
can earned by having a large group of 
movie-goers rate the film.

The second score is the Tomatometer 
which is ratings from approved 
Tomatometer Critics. To earn this score, 
we would need more newspapers and 
magazines write reviews and give the 
movie good ratings



Sweepstakes Campaign
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According to an article in the Journal of Marketing 
Research, “there is considerable anecdotal evidence 
suggesting that managers consider sweepstakes an 
effective tool in generating sales.”

A Facebook and Instagram contest will ask people 
to submit a picture, video, or caption of how they 
struggle or struggled to achieve their version of 
the American Dream. 
Out of all submissions, there will be a random 
selection of three winners, all of which will be 
invited to join Mr. Zelker with a plus one at a 
pre-screening of the movie and attend the talk 
back post screening with the press. 

Why will it be successful?
- People love to win prizes that they cannot buy 

in a store. They will be able to meet the cast 
and the director which is a once-in-a-lifetime 
opportunity. 

- “Recent research on WOM has suggested that 
social earned media could have a greater 
impact on customer actions that both paid and 
traditional earned media.”

Why Facebook?
“Older Americans are the fastest
growing group to use the social media 
platform”, according to the AARP.

#ShareYourStruggle
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Facebook: Instagram: Twitter:
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Itemized Budget for Paid, Earned, and Owned Media Campaigns
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41
Sources: 28, 40, 41, 60
Taylor Makarian Team 1: 41

Social Media Profit and ROI

Investment in Facebook and Instagram: $480,000
● CPC - We are planning to engage at least:

○ FB: $240,000 / $1.72 = 139,534 individuals
○ Insta: $240,000 / $1.41 = 170,212 individuals
○ Total Reach: 309,746

Avg cost of Movie ticket: 
● NYC: $14.38
● Philly: $9.65
● Allentown: $11.69
● Overall Average: $11.90

● Price of a ticket: $11.90
● Amount of tickets sold: 309,746
● Revenue: $11.90*309,746 = $3,685,986
● Investment: $480,000
● Profit: $3,205,986

$480,000 / (11.90/2) = 80,672 tickets need to be sold to Breakeven

15% ROI: $480,000*.15 = $72,000

$552,000 / (11.90/2) = 92,773 tickets need to be sold to generate a 15% ROI

How Profitable Are Our Tactics?
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How Profitable Are Our Tactics?

Sources: 51, 63, 64
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Print Media Profit and ROI
Investment in Newspaper ads:: $6,021.20

● The Morning Call
○ Daily Reach: 276,191

● NY Daily News
○ Daily Reach: 1,386,000

● Philly Daily News
○ Daily Reach: 113,000 

Avg cost of Movie ticket: 
● NYC: $14.38
● Philly: $9.65
● Allentown: $11.69
● Overall Average: $11.90

Price of Ticket: $11.90
Average Reach/Amount of Tickets Sold: 591,730
Revenue: $11.90*591,730 = $7,041,587
Investment: $6021.20
Profit: $7,035,565.8

$6,021.20/(11.90/2) = 1012 tickets are needed to 
Breakeven

15% ROI = $6,021.20 * .15 = $903.18

$6,924.38/(11.90/2) = 1164 tickets are needed for 
a 15% ROI



Post premiere, 
the campaign 

focus will shift to 
promoting the 

Webisodes.

What Do We Recommend Post Premiere?

43

Emails will be collected when consumers purchase their tickets both online and in person, so that we can 
push the webisodes on them post movie viewing. The Webisode push will come after consumers view the 
movie. Individuals need to be exposed to the fictional characters and their storylines in order to create an 
interest in the characters’ lives before witnessing the “gaps” that take place between scenes in the film. The 
connection to the fictional characters stems from the audience members’ own personal experiences. 
Instead of filling in the “gaps” between scenes on their own, the webisodes offer an insight to further 
develop the connection.  

Sources: 36, 49
Taylor Makarian, Christina 
Huynh, Rebekka Krempler

Push the Webisodes After a Connection is Established with the Characters

Moving forward, the Webisodes 
will be promoted through the 

continued use of the now 
established social media outlets. 
After seeing the film, Individuals 

will have an emotional connection 
to the characters and will be 

searching for additional content 
immediately.

Owned EarnedPaid

The next step will involve the 
Webisodes being promoted 
through retargeting ads on 

Facebook. The retargeting list will 
include consumers who bought 

tickets online, visited the Billboard 
website, or visited the WTYT 

website. 

After the official release of the 
movie, the earned media will 

come in the forms of reviews and 
earned social media posts. The 
efforts will lie in trying to get a 

good score on Rotten Tomatoes, 
for which specific critiques are 

required. 
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