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Intro 
 Verve Pictures were looking for a social media agency to handle the strategy for 

the release of the film, and in particular one key idea, which would drive the 
social media strategy. The target audience were heavy social media users and 
the film lent itself well to creative ideas and an unorthodox distribution campaign. 
Adopting a Mavens Marketing Strategy, they looked to draw upon mavens and 
influencers/tastemakers to create a two way stream of information via digital 
social networks. The campaign focused on encouraging to transform themselves 
and ‘show off’, in keeping with the spirit of the film. The core message/immersive 
element of ‘Showing Off’ was driven by the Transform Yourself app. 
 

 For the overall campaign, the audience was a fragmented one, however, and not 
necessarily made up of traditional cinema goers.  Key elements of the film 
included:  art, music, fashion, film, comedy, LGBT, drag, club scene, folk, theatre, 
performance entertainment, and Verve looked to build a Mavens Marketing 
Network in these area. With the innovative distribution strategy at the heart, it 
was hoped the end result would be a widespread, excited and engaged audience 
of people who enjoy modern art, alternative lifestyles, and the eccentricities of 
British humour. 
 



Release Strategy 
 
Overall campaign 
 Our social media campaign will tie in with more traditional forms of 

advertising and publicity, with spend on print advertising in national and 
local newspapers, and magazines, and features on the film sought in 
the press. For the previews screenings, cinema go-oers will be 
encouraged to dress up, with prizes as an incentive, and cinemas will 
be given a number of marketing materials to help publicise and promote 
the event, such as postcards, e-flyers, logos, balloons as well as 
posters and trailer. Cinemas will also be put in competition with a prize 
for the venue which hosts the best preview screening. All venues 
showing the film after the previews will be given posters and trailer as 
usual. 

 
 The social media campaign will focus on  
     driving consumers to the cinema to see  
     the film. 

 



Release Strategy contd. 
 
The Facebook App 
 The  app,  to  be  called  ‘Show  Off’,  will  be  hosted  on  The  British  Guide  To  Showing  

Off Facebook page. 
 The  ‘Show  Off’  app  will  provide  users  with  the  opportunity  of  editing  photos  (their  

or  their  friends’  Facebook  photos  or  an  upload)  using  a  toolkit.    Toolkit  to  include  
costumes and accessories from the Alternative Miss World (AMW) shows plus 
other relevant imagery.  An Open Source format will allow Users to add their own 
imagery to the toolkit (following moderation). 

 In a separate function, users will be able to add their own imagery into 
predetermined areas of existing AMW imagery, utilising photo layering 
functionality.    Users’  imagery  will  sit  under  existing  imagery  and  be  movable  and  
scalable as desired.  

 Upon upload users will get the option to download a Happy Club certificate, 
thereby  becoming  members  of  Andrew  Logan’s  ‘Happy  Club’. 

 Al user generated content (UGC) will be shareable via Facebook, Twitter, 
Google+ and the Send function. 

 All  UGC  will  appear  within  the  App’s  gallery.    The  gallery   
       will be  filtered  by  ‘Latest’,  ‘Popular’,  ‘My  Creations,   
       ‘Friends  and  I’. 

 



Release Strategy contd. 
 
Seeding and Publicity strategy 
 All content to be seeded out through all social media outlets on a timeframe managed by 

Essence. To raise awareness of the app and social media campaign, we will be using media 
spend for Facebook advertising. All print advertising will feature the web address of the 
Facebook page, and all online publicity will aim to be tagged with a link to the campaign. All 
our social media functions will be linked to help form the community. 
 

Additional social media strategy 
Channels of engagement: 
 Facebook – This will be the hub of the community, leveraging the many native tools via 

which content can be shared rapidly and effectively with the fanbase. The interactive page 
will  include  key  information  on  the  film,  links  to  cinemas  playing  the  film,  and  a  ‘Show  Off’  
App. 

 Website – Updating the site at domain britishguidetoshowingoff.com, Essence will build a 
website  using  promotional  imagery  attached  to  the  film.    The  site  will  host  the  film’s  trailer,  a  
live Twitter feed and external links to social assets and theatrical venues playing the film.  All 
efforts  will  be  made  to  optimise  the  site’s  SEO. 

 Twitter – tweets to have #ShowingOff hashtag, fans questions to be answered at a pre-
arranged Andrew Logan Twitter Tea Party.   

 Flickr – host photo community featuring images from Alternative Miss World shows and the 
app. 

 YouTube – build page, used to share the trailer and other associated video content. 
 All outlets will be fully and constantly monitored by Essence so they can respond and build a 

community. This will be done with input from the filmmakers and Verve Pictures. 
 
 



Partners 
 

 Essence were our chosen partner to handle our strategy. We had 
a total of 4 social media agencies pitch to us, and Essence had 
the best central idea, and the best methods of running the overall 
campaign. 

 



Costs/release budget 
 

 Build of app and social media pages/platforms 
£28,772.00 
 
 Advertising/production   
£4,949.00 
 
 Leaflets/flyers     
£1,619.00 
 
 Q&A costs      
£1,471.20 
 
 Digital/access costs    
£550.00 

 



Implementing the campaign 
 
Summary of activity 
 Build social communities on Facebook, Twitter, YouTube, Flickr 
 Build a Facebook canvas App – ‘Show  Off!’ 
 Refresh the existing British Guide to Showing Off (BGTSO) website 
 Design a basic YouTube channel 
 Contact pertinent blogs/communities to drive awareness of the Show Off! App 
 
Timeline 
 Social media strategy managed by Essence ran from 3rd October 2011 to 27th November 

2011, and was managed before and since by the filmmakers, in conjunction with Verve 
Pictures. 

 
 Prior to the start of the campaign, Essence produced a timeline with clear timeframes of what 

content should be released when, and what were the key parts of information to push and 
prioritise at which point. 

 
 The campaign was started 6 weeks prior to the London release date and 8 weeks prior to the 

nationwide release date, which was the window of time recommended by Essence and 
worked well in terms of engaging people through the social media strategy. 
 



Implementing the campaign contd. 
 
Unexpected problems encountered 
 Slight delay of 2-3 days due to problems with the 

functionality of the app on launch. 
 Delay in getting functionality amended throughout 

the campaign by Essence. 



Implementing the campaign contd. 
 
Most challenging aspect 
 Marrying expectations of filmmakers against what 

social media agency were able to offer within 
timeframe and financial circumstances. 
 



Evaluation 
Quantitative data 
 4 main social media outlets – Facebook, Twitter, YouTube and Flickr. 

 



Evaluation contd. 



Evaluation contd. 



Evaluation contd. 



Evaluation contd. 
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Evaluation contd. 
 
Overall performance of release 
 Box office / 2,322 admissions / £15,693 total gross 
 
What  worked/what  didn’t 
 Good  numbers  of  ‘likes’  from  Facebook  fans 
 Harnessed  film’s  main  protagonists  and  supporters  to  work  for  the  campaign  

and the release but failed to turn out in numbers for the theatrical release. 
 Low amount of app users and found users were put off by having to register 

details with Facebook. 
 Difficulty in turning social media audience into a cinema-going audience. 
 Reluctance of audience to engage with Flickr 
 
Effect on release 
 Allowed us to connect with audience but no noticeable effect on success at 

box office. 
 

Worth the expenditure? 
 No noticeable monetary gain for the film. 

 



Conclusions 
Learnt: 
 Social Media is an effective tool for promotion but is one part of a 

promotion campaign and can not be relied upon solely. 
 
 More prior knowledge is needed from audience to engage in social 

media activities – very difficult to generate interest on social media from 
scratch. 

 
 Users are put off by having to register details on Facebook. 
 
 Can’t  expect  it  to  go  viral  without  a  bigger  budget  on  online  advertising  

alongside. 
 
 App was topical, funny and clever, but showed lack of interest on 

Facebook of engaging beyond basic information/interest. Advertising 
and information worked well, but attempting to go beyond this to create 
something even bigger was met with apathy. 

 
 Clear target audience but one that was only willing to engage in the film 

to a certain extent. 



Conclusions 
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Would repeat  
 The effort to broaden audience by using Social Media despite 

difficulty in turning social media audience into cinema-going 
audience. 

 
Would do differently  
 Allocate funds and information differently with the social media 

sphere. 
 
Legacy  
 Database of fans was created which was utilised for the DVD 

release. 
 Almost impossible to use database for another release however, 

without a clear cross-over audience, and even then very difficult 
to move fans from one page to another on Facebook. 

 
 


