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Welcome
We created this free resource to help cinemas and anyone working in film exhibition
think more strategically about their marketing and communications. Throughout,
there are tips and advice from a range of experts in the field, all with a wealth of
knowledge to share. We’ve included lots of links for further reading as well as a useful
resources section at the end. We hope you find it to be a helpful tool for all your
future marketing endeavours. Finally, we’d like to extend a big thank you to all the
contributors to this guide.

Contributors to the guide
The guide was written by the following contributors:
Isra Al Kassi, former Programme & Marketing Manager at Catford Mews in south
London and co-founder of T A P E Collective
Sarah Harvey of Sarah Harvey Publicity
Elinor Hayes, Communications and Programme Officer at Shape Arts
Katie Moffat, Head of Digital at The Audience Agency
Kate Ottway, Marketing & Communications Manager at Independent Cinema Office
Ellen Reay, Marketing Coordinator at Queen’s Film Theatre in Belfast
Katherine Reid, Senior Consultant at Golant Innovation, part of The Audience Agency
Micaela Tuckwell, Executive Director at the Ultimate Picture Palace in Oxford
Sarah Vallance, Membership & Communications Manager at Phoenix in Leicester
Lisa Wolfe, Marketing Manager at Carousel
With special thanks to Claire Stewart, Senior Communications Manager at Watershed
in Bristol for consulting on this guide and to Sarah Rutterford, Operations Officer at the
Independent Cinema Office for proofing.
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Developing
your brand
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First up, Kate Ottway, Marketing & Communications Manager at the
Independent Cinema Office addresses strategy and brand. This section
covers everything from what to consider when creating a strong brand
identity to how to put a marketing campaign together. It’s a good starting
point for any new marketing campaign and will help you reflect on your
current communication plans.

Establish your organisational core aims
Marketing is central to everything your organisation does. Working with other team
members to collectively identify what you are trying to achieve will make your
marketing more focussed and more strategic.
When thinking about your core aims it’s good to identify some short-term and longterm objectives. For example, you might be looking to attract more audiences under
30, and to do so you are trialling a new under 30s ticket offer (see our new Audience
Development Guide). You may want to market your venue as a community hub to
spend time, eat and meet friends in, and so need to shift people’s attitudes of who and
what your space is for.
Start by listing up to five core objectives for the year in priority order. Make sure these
objectives align with the core values of your organisation.
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Identify your core mission statement
Your mission statement should sum up what your organisation does, why it does it
and therefore what your brand stands for. It should be clear, succinct and easy for
people to find on your website.
Clarity and sincerity are really key in ensuring that anyone who comes into contact
with your organisation understands what its core goals and values are. Although your
marketing representative is likely to write and publish your mission statement, it’s
important for all staff to be offered the opportunity to contribute their thoughts. It’s
also good practice to revisit the statement regularly to ensure it stays relevant to
your work.

Strategy
Where to start – how to write a successful marketing campaign?
Whether yours is a new venue or one that’s been open for years, there is one thing
which unites every successful marketing campaign: being clear about your objectives
from the start.
Whether you have one clear aim or several, identifying them at the beginning will
help you be more strategic and therefore more effective with your communications.
Who are you hoping to reach? Are you
trying to change audience behaviour?
Are you looking to educate people,
collaborate with them or get them to
respond to you?

What is your goal? Consider, why
are you doing the things that you
are doing?
Are you trying to reach new audiences?
If so, which ones?

Which audiences will have the most
influence and impact on the outcomes
you’re trying to achieve?

What do you want people to do and how
do you want them to feel?

Planning
Naturally your ideas will evolve, and things may shift throughout a specific campaign or
across a general year-round marketing plan. Creating an evolving working document is
therefore key to organising your thoughts and also for sharing updates quickly across
teams. You may decide to make this an editable document, whereby other teams or
team members can amend and add important updates.
A good tool for doing this is a Google Doc, which works like a Microsoft Word document
but can be edited in real time and accessed by multiple people simultaneously, so you
don’t need to save multiple versions of your working strategy document. If you prefer
working with spreadsheets, there is a similar tool called Google Sheets.
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It’s good practice to create a general marketing strategy document for your
organisation, as well as for each new individual campaign. You may therefore
end up with several documents to refer back to – or perhaps you’ll combine
them into one document, depending on how you prefer to work.
By revisiting your organisational marketing goals bi-annually (or even more
frequently) your objectives will be more focussed in your mind and in turn, allow
your work on individual campaigns to feed into your wider organisational aims.

What to cover in your strategy document
When approaching any marketing strategy, you can use this downloadable template
as a basis for key areas to address. These topics are explored in more detail
throughout this guide.

Review your online audiences
Advancing technologies affect how your audiences interact with you, so it’s good
practice to spend some time analysing your audiences quarterly or bi-annually,
keeping a record of any changes each time.
Start by putting together an ‘audience against channels’ spreadsheet. Here you can
list all your marketing channels (e.g. social media platforms, e-marketing, website
users) and note any available audience demographic data, so that over time you
can spot trends more easily. Audience demographic data can relate to gender,
age, location and language, for example. The type of data available to you will
vary across platforms, and is stored in line with the data protection policy of that
specific platform.
When reviewing this data you may find, for example, that a particular audience
group mostly interacts with you on Instagram – so when you promote a new title or
service targeted at this demographic, you may wish to consider spending most of
your budget there.
There are a number of audience tracking tools available for different channels. For
example, Facebook’s Audience Insights, Facebook Analytics, Instagram Insights and
Google Analytics.
The more information you have about people who engage with your marketing
channels, the more accurate a picture you will have of how they interact with you,
enabling you to target your promotions more effectively.
You can find more detail around digital audience analytics within the digital
marketing section in this guide, see page 19.

Create a structured timeline
Start with the things you can’t change – for example, a fixed event date – and map
out any key deadlines on a timeline. This could be via a calendar, document or a
free planning software product such as Trello. Once you’ve plotted in the basics,
work backwards to add in secondary campaign deadlines. For example, when
should the event be listed online? How long for? Are there any ticket offers you
need to communicate?
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Try to build in more time than you think it will take to allow you to comfortably follow
your plan. That way, if you encounter any unexpected problems, you will have a buffer
zone in which to address them and re-work timings if necessary.

Think long term
When implementing changes within your organisation or undertaking any type of
planning, it’s important to look beyond the initial task or issue at hand. For example,
creating a new website (or making changes to an existing one) can be costly and time
consuming. It is therefore important to consider how all the decisions you make now
could impact your brand in the future.
With digital and design trends changing year on year, you should reflect on whether
a style or technological choice will still appeal in a few years’ time or is too tied to the
current moment. Similarly, when thinking about how you name projects or choose
social media handles – do you see the company continuing to use these names further
down the line? Do they offer scope for expansion? Do they include a date, which may
be difficult to update on future marketing materials?
Communication channels like your website may need to function for a long period
of time in the same format, especially when you’re working with a limited budget, so
investigating future trends and audience behaviours is key. Taking the time to research
and reflect will mean your decisions are more likely to stand the test of time. If you’re
working with a web developer or designer, ensure you ask them how to best future
proof your site. Consider what CMS the site is being built on if you are launching a new
website and whether site maintenance is included in the package – otherwise this may
need to be outsourced with a different company. It’s also good to allocate budget for
any potential further development or maintenance costs, as well as thinking about any
archiving costs if the website is being used for a set period.
This may feel like an enormous task and perhaps a guessing game, and obviously
you can’t predict the future, but questioning your plans can still be helpful. If you for
example decided to make every page on your new website bright pink, do you think
that in five years this will still feel innovative or fresh? Perhaps you do and this is
something key to your brand’s look and feel. However, if you can’t imagine it still feeling
relevant in the future i.e. the colour choice is project specific, reconsider your options.
Remember, when making any big decisions for your brand it’s ok and even good
practice to ask questions – of your team, your audiences, your partners, your trusted
confidants or a focus group.

Internal communications
Remember to communicate your marketing plan internally as well as externally.
It’s important to share updates with your team and encourage the same from others,
so everyone is aware of your current activities and can alert you to any potential
opportunities.
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Prioritising and budgeting
It’s not always possible to do everything you have planned when approaching a new
marketing campaign. Sometimes it’s better to look at doing one or two things well in
terms of applying staff time and budget, as opposed to overstretching your available
resources and not using them in the most effective way.

Spending your budget most effectively
Knowing what the fundamental objectives of your campaign are will help you think
strategically about your budget. It’s useful to prioritise your objectives, perhaps
choosing three to five to focus on. For example, ticket sales will normally sit at the top
of your key commercial objectives. So, early on you should ask yourself what your
marketing channels need to do to engage existing and potentially new audiences to
drive them to buy tickets for an upcoming release or season.
Perhaps with past screenings or events you have seen that the majority of your
ticket sales can be tracked from your online social advertising, your email marketing,
or specific ticket offers. To use your budget effectively it’s advisable to play to your
strengths, allocating most funds to marketing methods that fit with your audience
patterns and have previously shown results (assuming you’re targeting your current
audience). Analyse what works and what doesn’t and interrogate old habits. For
example, don’t feel you have to produce a piece of print for every campaign simply
because historically this has always been done within your organisation – if it’s
not delivering, think about how you can make this bit of your budget work better
for you and your campaign. You may also have a tendency to focus on the type of
marketing which resonates with you personally, but try to think objectively about your
communications and don’t let personal preferences impact your decision making.
As well as repeating past successes, you could also opt to allocate a smaller
proportion of your budget to trialling something new. Is there a type of marketing
activity which might work particularly well for a certain campaign? Is a particular
film’s distributor offering a tie-in which might work well for your venue? It’s always
worth experimenting – perhaps engaging local talent or influencers, utilising a
new advertising stream or producing a piece of bespoke print with clear goals for
distribution and its target audience.
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Evaluation
In order to be strategic in your marketing decisions it is imperative to evaluate your
marketing campaigns and channels. In order to do this successfully, you should
integrate evaluation methods into your marketing plans from the start. Once you
have established metrics or aims for what would make your marketing campaign a
success, assess what data or information you will need at the end of the campaign to
verify them. For example, adding any tracking metrics, creating surveys to be sent to
audiences or thinking about how to collect data accurately in line with data protection
laws. Once you have finished your campaign, the data and evaluation information
collected will allow you to identify how successful you were in meeting your original
aims and KPIs (key performance indicators).
Evaluation processes will be discussed in more detail later on this guide, see page 54
for more information.

images (clockwise from top right):
Lilly Rum via Unsplash
Erik Witsoe via Unsplash
Finn Hackshaw via Unsplash
Simon Flegg via Unsplash
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Brand identity
Creating and developing a strong brand identity
As well as supporting you commercially, creating a strong brand identity will help
you to:
Attract, maintain and develop audiences
Create loyal and motivated teams who are proud to represent your brand
Put limited capacity, budget and resources to best use
Identify interesting opportunities to develop your content marketing
Make what you do bespoke and authentic
The way you present yourself as a brand is your audience’s first impression of you.
Consider the following:
•

Does your brand feel welcoming?

•

Is your brand identity accessible and open to all potential audiences?

•

Are you reaching the people you want via what you say and how you look?

•

Are you careful to be consistent across your communication channels and
ensure your content is accurate, making yours a trusted organisation people
want to interact with?

•

What type of content or other organisations do you associate yourself with?

•

Does everyone in your team who posts on your communication channels
maintain brand consistency?

You should be able to confidently answer all these questions when reflecting on
your brand.

image: Delpixart via iStock
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Develop a language and tone of voice
A core part of your brand identity and values is achieved through the language
you use.
Is your tone conversational? More formal? Funny?
How do you balance your tone when promoting different types of projects
and events?
Do you adapt your tone to speak to different audiences on different marketing
channels?
This is all open to debate and up for you and your team to decide. But it’s a big part
of how people perceive you, so think carefully about the tone you want to strike,
and consider how certain words or phrases might be alienating or even offensive to
different people.
It’s also very important to consider how easy your use of language is to understand.
Stay away from jargon or acronyms which may be off-putting or hard to read. Consider
testing your use of language with local focus groups, your audiences or other members
of staff, as well as by using free online tools such as the Hemingway App.
You may also wish to create your own inclusive language guide. As a guide like this
is for everyone in your organisation to use, i.e. not just your marketing manager or
team, all staff should be able to feed into it. Inclusive language avoids the use of certain
expressions or words that might be considered to exclude particular groups of people.
Hackney Council’s is a good example. Accessibility in language is discussed in more
detail later in this guide, see page 11.
To ensure consistency in your use of language, put together style guidelines to share
within your company and with any external companies or freelancers you work
with. This is a set of guidelines referencing tone of voice, grammar and formatting. It’s
important for you or someone in your team to ensure that the style and tone of your
communication channels are consistent across all platforms and that your guidelines
are followed. Consistency for your brand is key in creating clarity, defining terms and
standards, saving time, cementing emotional connection and empowering people.

Visual identity
As well as language, the look and feel of your brand makes up your overall brand
identity. If you are working with a designer to create a new brand look or are
refreshing your current style, make sure you clearly outline what it is you’re trying to
achieve to the designer, showing them examples of similar styles to aid the process.
The choices you make in design can greatly affect the level of engagement with
your brand, and in most cases are a key part of a person’s first impression of your
organisation. So, think carefully about how your design choices will attract people and
feel unique to your brand. Reflect on how your style may be replicated across different
mediums and yet still feel cohesive. The accessibility of the design of your marketing
channels and assets is also crucial – this is discussed in more detail later in this guide,
see page 11.
INDEPENDENT CINEMA OFFICE

9

ONLINE GUIDE
MARKETING FOR INDEPENDENT CINEMAS

To ensure consistency in design, put together brand guidelines which outline logo
usage, colour codes, fonts and image use and just like your style guidelines, share them
within your company and with any external companies or freelancers you work with.
Put checks in place to ensure that brand guidelines are followed across all platforms
and by partner organisations.

Design briefs
When you’re creating new marketing assets, you’ll need to put together a brief for your
designer, giving them this alongside the brand guidelines discussed above. Your design
brief should include:
•

An overview of your organisation and any relevant project details related to the
brief, including reference to feel and tone. Make sure to include relevant links
where possible

•

A description of who the artwork is for i.e. which audiences

•

A description of what assets are required and their specifications: size,
format (i.e. for print or digital use), orientation, single or double sided
(i.e. for printed materials)

•

A timeline with key dates for project deliverables and sign off

•

The fee: you’ll need to decide whether this a flat rate i.e. one fixed fee for the
entire project or chargeable by the time it takes to complete

•

Exact wording or copy to feature in the artwork

•

Any featured logos including partners or funders

•

Any imagery or graphics to be incorporated, labelled with image credits

•

Visual ideas, references and examples of other work you like and feel could
inspire your project

Content briefs
When commissioning new content for your organisation – for example, a blog piece –
you will need to create a content brief for the writer you’re working with, and in some
cases share the style guidelines discussed above. Your content brief should include:
•

An overview of your organisation and any relevant project details related to the
brief. Make sure to include relevant links where possible

•

A description of who the commission is for i.e. which audiences

•

A word count

•

The fee: you’ll need to decide whether this a flat rate i.e. one fixed fee for the entire
piece or payable by word

•

A deadline with time allocated for any copy edits

•

Any other relevant reading or examples for reference
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In this section, we’re delighted to hear from Elinor Hayes, Communications
and Programme Officer at disability-led arts organisation Shape Arts.
Shape Arts works to improve access to culture for disabled people
by providing opportunities for disabled artists, training for cultural
institutions, and through participatory arts and development programmes.
Elinor addresses accessibility and inclusivity in relation to social media,
websites, publicity design and reaching audiences.
As marketers, we have a responsibility to respond to the needs of audiences and to
make sure that we are able to reach and connect with lots of different people in many
different ways.
Accessible marketing is an important goal for cultural organisations, and should be
considered as pivotal as an accessible experience at venues and within programmes.
Remember, if you integrate accessibility into your work from the beginning, it will have
a significant impact on your audience figures.
You can take a look at Shape’s Accessible Arts Marketing Guide for a comprehensive
overview of accessibility features, but there are some fundamentals that will make all
your marketing more accessible.
Firstly, when writing copy, think about the varied needs of your audience and ensure
that – regardless of disability and experience – it can be understood by as many
people as possible.
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Social media
Images accompanying copy should have an image description to assist blind and
partially sighted audiences. Online, this is as easy as writing a short sentence to
outline what’s in the image. Many social media platforms have features allowing you to
do this: increasingly, it’s standard practice to include image descriptions in the body of
your captions and copy, as many people find this more accessible.
This means you need to consider the
content of your images carefully, in
particular if you are planning to use
them to convey information which is
not provided in any accompanying text.
For example, sharing an infographic in
which all the information is presented
as a visual image, and nowhere else, is
inaccessible. You could write an image
description (ID), but IDs are best kept
short and to-the-point, so copying the
text out is never ideal.
Writing image descriptions is easier
than you think. Be literal, keep to
straightforward language, move in
image: ICO Instagram post
a clockwise motion around the core
image rather than picking out details at random, and remember that usually, when the
content is designed to be read at a steady pace, less is more. Excessive description
can stall and overwhelm your audience, so avoid unnecessary detail. Tone and
atmosphere can be conveyed successfully through straightforward explanation.
A website can be built to be accessible but if you upload new images without adding alt
text (a description of the image used by screen readers for blind users), it will instantly
become less so. For more information on how to write alt text and image descriptions
for the visually impaired, see this guide by the Perkins School for the Blind.
The same applies to GIFs and any graphic imagery; without an image description, a
significant proportion of your audience will miss out. Likewise, you should consider
your D/deaf audience: video or audio content should be accompanied by captions,
which can be created using free tools like Kapwing and YouTube or software such
as Final Cut Pro.
Captions on social media are increasingly favoured by hearing audiences, too, as
people engage with content on their phones when sound is not always preferable.
People whose first language is not English may also benefit, as will others with other
needs, such as learning difficulties.
You should also consider the accessibility of your social media hashtags, for example
by capitalising the first letter of each word in order for Screen Readers to read these
out correctly. The RNIB (Royal National Institute of Blind People) have advice on
making your social media posts more accessible.
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If you’re sharing important videos for a campaign or event, it’s best practice to
provide British Sign Language (BSL) interpretation too. You can find interpreters
through agencies like Deaf Umbrella or Language Line or contact individuals
directly. Whichever you choose, make sure to promote the BSL versions with as
much enthusiasm as the ‘standard’ versions; too often, access feels like an add-on,
meaning disabled audiences are deterred from engaging. Integrated access is key to
overcoming this problem.
For useful guidance on creating captions and the benefits they offer audience-driven
organisations, watch these videos produced by StageText.
As well as captioning you should consider making Audio Description (AD) available on
your marketing materials. AD is a description of visual information provided via audio.
This includes describing actions, body language, expressions and movements, making
the video clearer through sound for blind or partially sighted audiences. You can find
more information and a list of services on the VocalEyes website.

Publicity design
Accessible design is a cornerstone of good marketing, so make sure your designer
understands what this means.

Things to avoid include:

Good practice includes:

•

Low contrast between foreground
and background images, or
between text and backdrop, such
as pale pink against red or dark
grey against black.

•

Producing alternative formats
such as large print (the default
is 18pt font, though 16pt is the
minimum), audio versions, and
braille.

•

Extensive use of serif or cursive
fonts. So, opt for fonts like Arial
or Calibri instead of Times New
Roman or Georgia.

•

Contracting designers with
experience in accessible design.

•

Providing digital versions of
important print publicity and,
where possible, Microsoft Word
versions of PDF documents.
Sometimes PDFs are not
compatible with screen readers
so providing multiple options is
important to consider. See this
guide by Adobe on best practice
in PDF accessibility.

•

Italic or underlined text and long
paragraphs. Add emphasis through
bold text where possible and
remember to break up your copy.

•

Use of inappropriate printed
materials (see below) such as
glossy paper, complex folds, and
low paper weights which make
reading written text more difficult.

•

In general, text placed over images
is inadvisable.
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Access in many contexts means conveying clear and uncomplicated information.
Ideally, you should aim for a reading age of grade 8 or lower on the Flesch-Kincaid
scale: which more or less approximates to that of a tabloid newspaper.

Reaching audiences
Getting your materials seen by new audiences can also be tricky. It’s a good idea
to find points of connection: community groups, online spaces and individual
influencers who can connect the dots. For example, many D/deaf communities use
Facebook as a means of sharing opportunities and events. Advertising directly to
them can be an effective way of widening your reach.
Consider what form of publicity is most appropriate. Print materials are still used by
many people, particularly older people and the digitally excluded, and if distributed
in targeted areas, can have a real impact. However, print also presents its own access
issues: glossy finishes can pose a problem to some, as can the inability to enlarge
printed text. Printed materials are also harder to integrate with assistive technology
such as screen readers; so where possible, supplement with digital versions.
All this effort would be for nothing if the actual cinema-going experience was
not accessible in itself. A wider audience may engage with your publicity if it is
accessible, but if you’re promoting an inaccessible event, those people won’t be
coming through your doors. Make sure you clearly signpost accessibility solutions in
your publicity. If you are offering captioned or relaxed screenings, or have facilities
for rest breaks, make sure you tell your audience before they come!
Inclusive Cinema have advice on their website on running Dementia Friendly and
Relaxed Screenings, and the UK Cinema Association has created a guide on running
Autism Friendly Screenings.
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Website
The cinema-going experience extends to a user’s journey throughout your website.
All of the above advice applies to your site, but there are some more technical
aspects you may need to consult your web developer on. The Web Accessibility
Initiative has good guidance on this. Broadly, you should ensure that navigation
to your ‘accessibility’ functions is straightforward, that image descriptions are
coded into the framework where possible for assets such as logos, and that the
overall design is accessible and user-friendly, to at least AA standard (read more
on conformance here). For further information on website accessibility, see Web
Accessibility 101: A Beginner’s Guide. Please also consider BSL translations for your
website, most importantly the access page.

Trigger warnings
There are two important things to consider with regards to trigger warnings – firstly,
access from a physical or medical perspective i.e. things like flashing images or
strobes, which may cause physical reactions. Secondly, and often where people find
it harder to distinguish when trigger warnings are useful, is content related notes.
This can be in relation to the ‘discussion of trauma,’ flagging mentions of suicide,
abuse or violence for example.
Think carefully about adding trigger warnings to any marketing collateral you
produce for your film programme. You can read more on trigger warnings on the
BBC website. The British Board of Film Classification’s (BBFC) searchable website
can be very helpful here, as it details potentially disturbing content in films it has
certificated. For example, see their page for the film Billie, which gives both a brief
overview of troubling content and, when you click on ‘Ratings info’, further details
of individual triggers. If you need further information or context on a particular film,
you could also ask your film programmer or the film’s distributor.

Want to learn more?
Access is about more than ‘disability’ as it is commonly understood. Learn about the
Social Model of Disability to better understand your audience’s needs and to remove
their barriers to engagement. If you want to learn more about accessibility in your
organisation, we deliver Disability Equality Training and Access Audits. Email your
enquiry to training@shapearts.org.uk.
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Pre-visit and in venue
We’ve learnt about making your marketing collateral and digital
channels more accessible, and in the next section we hear from Lisa
Wolfe, Marketing Manager at Carousel. Carousel is a learning disability led
organisation working at a strategic level in the arts, media and education
sectors to support the equality of opportunity for learning disabled people
in the creative industries. Lisa will discuss what to consider before people
come to your venue – creating a visual story in advance is a great way of
opening up your venue and making it feel like a welcoming and safe space
to visit.

image: Walkthrough video courtesy of Carousel

image: Penny Pepper walkthrough video courtesy
of Carousel

We like to think about access and accessibility as an ongoing relationship with an
audience. It shouldn’t be a tick-box exercise. It should be something that is sustainable
and becomes part of everyday life.
When welcoming learning disabled and autistic people to your venue, it’s important to
be really clear about what they can expect in the physical space.
•

Have you thought about the signage and wording around your venue?

•

Is it clear where the refreshments, box office, screens and toilets are?

•

How are the noise levels?

•

What is access like for those with mobility issues?

•

What is the approach to the venue like? Does it have multiple entrances?

•

What about parking or drop-off points?

There’s a lot for people to think about, so try and make this as simple as possible. If you
can, provide information in an accessible, easily readable format. For more advice on
making your documents accessible, see Easy Read UK’s website or Change People’s
guide to producing easy to read documents.
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image: Secret Shopper courtesy of Carousel

We work with a learning disabled and Autistic media team to consult with venues and
produce video walkthroughs. A walkthrough is planned with the venue, then presented,
filmed and edited by our team. This results in a 5-10 minute video which can be hosted
on your website and condensed into shorter versions for social media.
These videos will ease any worries people might have about visiting your venue,
enabling them to anticipate its physical layout and how they can move about it with
confidence. It can also introduce viewers to key members of staff who can support
them in person when they arrive. You can view an example walkthrough video of BFI
Southbank here.
We run ‘secret shopper’ visits, supporting learning disabled and Autistic cinema-goers
to visit a venue and give constructive feedback at every stage, from website and ticket
booking through to taking your seat in the auditorium.
Building a relationship with your community will usually involve a fair bit of time and
attention. It’s important that your whole team is on board, and you shouldn’t feel under
pressure to get everything right the first time. An access audit can be really helpful with
this. This could be a building based audit, looking at the customer journey from arrival to
departure or a full audit of how you operate, how you market and your policies,
for example.
The audit should include the community you intend to support. Firstly, because their
input is invaluable and secondly, as they can then become advocates for your venue
within their own networks. Ensure you share their feedback with your wider team, and
consider how you can sustain and grow these relationships.
We offer training and consultation for venues, as well as a touring programme of brilliant
short films. Get in touch to see how we can support your access provision. For further
reading on accessibility in venues, see this brief Access Guide by We Are Unlimited.
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Digital marketing is one of the largest topics we will cover in this guide. In
this section, we hear from Katie Moffat, Head of Digital at The Audience
Agency – a mission led charity whose purpose is to enable cultural
organisations to use national data to increase their relevance, reach and
resilience. Katie will give you best practice tips for your website, social
media channels, email marketing and online advertising. The digital
world has become increasingly important in marketing, so there are also
lots of external links for further reading.

Website
An organisation’s website is one of its most valuable communication and business
assets and as such, should be given significant resources and attention to ensure it
performs effectively. On the vast majority of websites, most users want to undertake
a few key tasks – for example, find out what’s on, book a ticket or check opening
times – and priority should be given to making it as easy as possible to do so.
A website’s design and navigation should be user-centred. To ensure your current
website achieves this, it’s a good idea to undertake some usability testing to assess
whether your website is simple to use and if it is easy for visitors to find what they
want. This will help you understand exactly how your users behave, what they want
from your organisation and how best to serve their needs. Usability testing doesn’t
have to be expensive or complicated; see this useful guide from UserZoom for an
introduction to low cost options. You may also be interested in purchasing Don’t
Make Me Think by Steve Krug, which contains lots of practical, jargon-free advice.
It is also vital that your website is optimised for mobile and tablets. You can check
how your current website performs on mobile with this mobile-friendly test tool.
Google also assesses a specific set of factors that it considers to be important in a
website’s overall user experience, called Core Web Vitals, which test elements such
as how fast a page loads. The outcome of these tests can impact search rankings.
Tools like Google Analytics can help you to understand whether your website is
performing well and will give you useful information such as how users got to the
website, whether they are using a desktop computer or mobile device, what pages
and content they look at and how long they spend on the website. To use Google
Analytics effectively, make sure you have control of your account and that this isn’t
managed externally.
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To get the most out of Google Analytics, there are some additional configurations you
will want to make to it, such as integrating it with your ticketing system and setting up
event tracking, which will allow you to see how people are interacting with content
on your site. You can use this information to learn what types of content (e.g. images,
video) are most popular on your site. In addition to Google Analytics, tools such
as Hotjar or Crazyegg can give you further insights into how people use your site,
including typical user journeys and whether there are parts of the site where people
tend to get stuck or leave. You can also create custom URLs (web links) to identify
which activity refers the most traffic to your website, see more information from
Google here on collecting campaign data with custom URLs.
For cinemas it can be a good idea to incorporate rich snippets into your website. These
are additional data tags (code in a specific format) that help search engines better
understand what is on the page. The search engine is then able to display more detail
about what is on the page, for example film screening times.
It is vital that your website adheres to accessibility standards so that all visitors can
use it. Ensuring your website is accessible is an ongoing task and it is important to
have clear internal procedures to ensure that everyone responsible for updating
the website is aware of accessibility best practice. For more information see the
accessibility and inclusivity section of this guide on page 11.
A website is a key component of brand identity and affects how audiences perceive
your organisation, so it’s crucial that the content on your website is high quality and
that there is a consistent tone of voice used throughout. Most websites use a content
management system (CMS) that makes it easy to update content. Examples of popular
open source CMS systems are WordPress and Drupal. Here is a useful guide from
CommonPlaces about the pros and cons of different CMS systems. Generally, it is
easier to embed trailers and other video content from YouTube rather than host it
directly on your website.
Search engine optimisation (often referred to as SEO) refers to the aim of getting your
website high up in the search rankings for relevant search keywords, in the hope of
increasing the quantity and quality of visits to your website. Relevant keywords may
be the name of your organisation itself as well as more general phrases, for example
‘what’s on for families in [your town or city].’
To maximise SEO, you may need to review the content on your website, perhaps:
•

Adding and/or updating content

•

Adjusting the titles on pages

•

Making sure your website’s URLs are logical and clear

•

Trying to increase the number of high quality websites that link back to yours

•

Modifying code (you should speak to your web developer about this)
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It is important to ensure that your website is regularly updated with fresh and relevant
content. For cinemas, this is usually easily achieved by the addition of information
about new films. Be aware that images can also help with SEO (images appear on
Google search results, and are increasingly a key route by which users arrive on a
website). For this reason, you should make sure that all images on your website are
correctly named and described when uploaded (this is also good for accessibility). See
the accessibility and inclusivity section of this guide for more information on image
descriptions on page 13.
Any links from other websites to yours are good for improving search rankings. The
more links you have from high quality websites, the better. For example, if a large,
respected media organisation writes about your cinema on their website and links
back to your site, this will be of benefit to your SEO. For this reason, public relations
activity (which results in articles being written about your organisation, with
associated links back) can be an effective way to build up ‘backlinks’.
There are some helpful beginner SEO resources available here by Moz.

image: Edho Pratama via Unsplash

Email marketing
Email newsletters are one of the most important digital marketing tools at your disposal.
Unlike social media platforms, email is not subject to algorithms that control what users
see and email marketing is consistently shown to be one of the most effective ways
to drive conversions (such as ticket sales). It is important to remember though that
many people receive a lot of emails and therefore, to be effective you need to focus on
creating a newsletter that is genuinely interesting, informative, and engaging. Ideally
your newsletter should have an appealing design. Most email newsletter software
provides a range of templates that you can adapt to match your brand.
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There are many different platforms you can use to create email newsletters; popular
ones include Mailchimp and Campaign Monitor. Which one you choose will depend
on a number of different aspects such as whether you need it to integrate with other
systems, the volume of emails you send, cost and required functionality; for example,
the ability to segment subscribers based on different criteria. Segmenting subscribers
can be a good way to make sure you are sending people content they’re more likely to
be interested in. Campaign Monitor has a useful guide to segmentation.
As well as keeping existing subscribers engaged, you should also have a plan for how
you will grow subscribers to your list. If your content is consistently good, people will
be more likely to forward your emails to friends or colleagues and you will increase
subscribers that way. However, you should also look at other methods to increase
sign-ups. These can include having a pop-up on your website (a small window which
automatically appears and encourages people to sign-up), linking to your email signup from your other digital channels (e.g. your social media accounts) and/or offering
subscriber benefits such as discounts or exclusive competitions and giveaways.
To continuously improve the effectiveness of your email newsletters, you should use
A/B testing. A/B testing helps you to understand what is most effective in terms of
encouraging opens or clicks. In an A/B test you set up two variations of one newsletter
and send them to a small percentage of your total subscribers. Half of the test group is
sent version A, while the other half gets version B. The result, measured by the most
opens or clicks, determines the winning version. This is then sent to the remaining
subscribers.
Your email marketing platform will have in built metrics for you to analyse your
campaigns. To measure the effectiveness of your email newsletters, track the
following metrics:

Click through rate

Subscriber growth
Is your subscriber list growing?

What percentage of people clicked
a link in your email?

Open rate

Conversions

What percentage of people open
the email?

How many people ‘converted’ e.g.
bought a ticket (or other goal) as a
result of the email being sent out?

You can find a list of email marketing benchmarks for different industries at Mailchimp.
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Social media
Social media platforms are now one of the main digital marketing channels. However,
it is harder than it looks to use social media effectively. Firstly, social media operates
within a specific context that is different to other digital channels. When someone is
looking at your website, they are thinking about your organisation, but when they are
on social media they are looking at a mix of content from their own personal social
‘bubble’, including posts from friends or groups that they are part of. When a post from
your page pops up in their news feed, it therefore has to immediately be relevant to
the user or they will scroll past it.
Secondly, most social media platforms use algorithms to determine what content
gets shown to its users. These algorithms assess a number of factors, including how
popular previous content posted by the account has been, the nature of the content,
its timeliness and its perceived relevance to the audience. If posts from a cinema’s
Facebook page get low engagement, its subsequent posts will receive low ‘reach’ (the
measure of how many users are shown a post). Reach is the term used to monitor how
many people saw your post and engagement is how many people liked, commented,
shared or clicked on it.
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Generally, to be successful, organic (i.e. non-paid) social media content should do at
least one of the following things:
Make us laugh
Make us feel something
Surprise us or teach us something new
Connect to our identity or a shared community
Draw us into a story
Be beautiful or eye-catching (particularly on Instagram)
If it does none of these, it will likely receive low reach and engagement.
If you can, to get the most out of social media it is a good idea to support your organic
posts with some paid adverts. It is usually much more effective to do a targeted ad for a
specific audience that delivers a specific message, particularly if you are trying to sell
tickets to an event.
There are some tools that can make it easier to schedule content and manage your
social media accounts. For Twitter, try Tweetdeck or Hootsuite and for Facebook and
Instagram, you can use Facebook’s new Business Suite tool.
To evaluate the impact of your social media activity it can be useful to look at a few
different metrics for each platform. Broadly these can put into four categories and
tracked over time:

Growth

Engagement rate

Are you getting new followers to
your accounts?

What proportion of people are
engaging with that content?

Reach

Conversion

How many people are seeing
your content?

What proportion of the social media
audience are buying a ticket as a
result of your posts?

You can read more on social media metrics in this guide by Sprout Social. For further
reading on evaluating online activity, please see the Audience Agency’s guide.
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Online advertising
This includes all forms of paid advertising on the internet, including Google Ads,
advertising on social media or ‘display’ ads – advertising on other websites or apps
via banners and other combinations of text, images, and video.
Google Ads (search ads) are displayed alongside the ‘organic’ search results when
someone searches for certain keywords on Google. They are used to try and get
users to click through to a website. These types of ads charge on a per click basis
and are often referred to as pay-per-click or PPC. Advertisers bid to have their
advert shown when certain words are searched for. Whether or not your advert is
shown depends on a number of factors including keyword relevance (how relevant
Google believes your advert is to the keyword), the quality and relevance of your
landing page and your overall advertiser ‘Quality Score’ (this is developed over
time and is based on the quality and relevance of your adverts).
If your cinema is not for profit you may be eligible for Google Grants, a programme
through which Google funds charities with in-kind advertising up to the value of
$10,000 USD a month.
Social media advertising can be very effective as a method to encourage people
to attend events or sell tickets or products. Each social media platform has its own
advertising platform with slightly different features and functionality. Facebook and
Instagram advertising in particular have many options for targeting different types
of customers. For more detail see these guides by Hootsuite for advertising on
Facebook and Twitter, and this guide by buffer for Instagram advertising.
The term ‘display advertising’ refers to adverts that appear on the pages of
other websites, particularly media websites. As internet users become more
sophisticated in their use of the web, many people ignore display ads or even go
so far as to install software that blocks them from being shown. For this reason,
they tend to attract less clicks than some of the other forms of online advertising.
However, if you have popular local or regional websites in your area, you may want
to test the effectiveness of running ads on those sites. Larger display advertising
campaigns are usually outsourced to an agency and require a greater financial
investment for effective delivery.

image: Elio Santos via Unsplash
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Content creation
As well as thinking strategically about which channels you’re using and how to effectively evaluate
your marketing – it’s important to consider what sort of content you are creating and how this is
relevant to and engaging your audiences. In the next section, we hear from Ellen Reay, Marketing
Coordinator at Queen’s Film Theatre (QFT), a unique cultural venue in Belfast. Ellen will discuss in
more detail what we mean by the word content and how to make it engaging and meaningful for
your audiences.
What is content creation?

Why is content creation important?

Very simply, content creation is making additional
written, visual, audio, audio-visual or interactive
content to support your brand and/or programme.

It is no longer enough to put your programme on your
website and post it to Facebook. Your audience has
so many options when it comes to entertainment and
culture – unique content is vital to stand out in a sea of
stills, trailers and GIFs.

Written or recorded content can be digital in the
form of blogs, podcasts, reviews, interviews, or hard
copy and available in-venue as programme notes or
zines. Visual content in your venue could be bespoke
posters. The digital possibilities are nearly endless
– stills, infographics, illustrations. Video content is
growing ever more important – from trailers to vox
pops to video essays to recorded Q&As. This can
become interactive on social media, perhaps using
social stories or challenging your audience to a quiz.
You should think of content creation as a way to tell
the story of who you are as an organisation and what
you do. It also encourages your audience to tell their
own stories about their relationship with you.

Beyond standing out, it gives you an opportunity to
show off the qualities that make your organisation
special, and encourages a stronger relationship with
your customers.
It’s particularly important when resources are scarce
and you rely on organic social media marketing. You
might think it costs too much to produce your own
content, but you can do a lot with a few good ideas and
limited resources.

images (from left to right): We are QFT Laura Craig, Varda QFT door gif, KeanuCon Zine courtesy of Matchbox Cineclub
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What do you need to consider when creating content?
Does it reflect your brand?
There’s some great information about branding in this guide, see page 1. It’s always my
starting point when thinking about creating new content.
Remember, your content must reflect your brand – its visual identity, tone, and your
organisational goals. For example, it’s crucial for QFT that our content represents our
independence, knowledge and a sense of community.
For us, whether the campaign is solely for brand, or for another purpose, the campaign
must fulfil at least one of these needs:
•

It marks us out as different

•

It shares film knowledge to deepen audience engagement with our programme
or our organisational goals

•

It shows we are not just a cinema, but also a community

Using your own brand, you can create a similar list to help focus your content ideas.

What is its purpose?
Content marketing has multiple uses, so it’s important to know what your goals are
when devising a content marketing plan. At QFT, our content campaigns generally have
one of these purposes:

Sales

Information

Eye-catching images and videos speak
directly to your audience about your
programme. Sales content doesn’t
just need to be from a distributor’s
marketing pack. Use vox pops and
branded imagery to personalise your
sales campaigns.

It’s unlikely that your entire audience
wants to receive information in the
same way. Some will opt for an in-depth
blog over an infographic or video.
As long as your message is clear and
consistent you can roll out informative
content in a variety of formats.

Added value

Audience engagement

Content creation can offer
opportunities for deeper engagement
with your programme. This is where
longer form blogs, zines or podcasts
really shine. For inspiration, here is an
example blog from the Barbican, an
example Zine from MatchBox Cine and
an example podcast by Picturehouse.
Content creation like this often provides
opportunities to work with freelancers
in your area and support the wider
exhibition sector.

Content marketing encourages your
audience to share their own stories. If
you make content, you’ll find it easier
to engage your audience in creating
their own user-generated content. This
can be giving them the opportunity
to tell their own stories about their
relationship with your cinema, or with
film in general.
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Who is it for?
After you’ve identified the overall purpose for your content, you should work out
exactly who you’re targeting. Are you talking to your audience as a whole? To your
members? To your younger audiences? To a specific group of bookers?
This will help you determine the format and release of your content.

What format should you use? On which platform?
There are no hard and fast rules to this. Testing different content out will show you what
content your audience finds engaging and where they engage.
It is worth noting general trends, such as young audiences’ preference for Instagram;
a move towards video content generally; and that written content should always be
supported by something visual.
It’s also important to learn what dimensions work best on your preferred platforms, to
make sure your content is best presented. Sprout Social has produced a handy guide
here. Other useful software for editing your content include:
•

Apps for captioning videos by MixCaptions

•

Image editing with Canva

•

Splitting images for Instagram with Photosplit

•

GIPHY app for creating GIFs

How should you release it?
So, you’ve created something special, how do you give it its best shot?
Have a plan. This is not to say everything needs to be planned weeks or months in
advance – cinemas rarely have that luxury – but thinking carefully about when and
how frequently to share your content allows you to be responsive to trends while
maintaining a consistent presence.
Analytics are your friend, whether you’re using Google Analytics, social analytics or
your email marketing system. Look over past campaigns – what worked? What didn’t?
Dig in to when your audience is most likely to engage, and balance this with when you
will be able to return that engagement promptly. If your content offers opportunity for
dialogue, there’s little point in scheduling it for a time when you won’t be able
to respond.

Is it accessible?
It’s important not to forget access when creating content. Remember to add alternative
descriptions to images and captions to videos. See the accessibility and inclusivity
section in this guide on page 11 for more information.

Follow lots of arts organisations on social media
I love seeing what other organisations are doing – particularly the big ones with
lots of money. There are often ways to adapt these ideas to suit your resources and
your brand.
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(bottom right and top left)

We’ve covered a lot of topics in previous sections, from brand to
accessibility and digital marketing. To complement everything discussed
so far, in this section we’ll be looking more closely at what to consider in
terms of marketing at your venue itself, where physical signage and print
come into play. To discuss this further, we’ll hear from Isra Al Kassi, former
Programme & Marketing Manager at Catford Mews cinema in south London
and co-founder of T A P E Collective, which champions the forgotten couldbe cult films of the festival circuit and programmes of women of colour
both behind and in front of the camera. Isra was responsible for marketing
the Catford Mews launch and its first year of operation, and here lends her
expertise on effective signposting and print marketing.
All the work that goes into running an independent cinema, including perfecting its
branding and programming, is at risk of getting lost if there is no clear call to action or
communication to make sure basic support for attendance is in place.

Getting to your venue
My previous cinema marketing job was at the Ritzy Cinema. With its grand, Grade II
listed building right by Windrush Square, the Ritzy is a Brixton (and London)
institution and its being unknown or unseen wasn’t a concern. Conversely, setting up
Catford Mews, an entirely new cinema, offered a new challenge where visibility was
a serious issue.
While the Ritzy is well established and had opened over 100 years previously, Catford
Mews was the first cinema in Catford in over a decade and was built in the Catford
Centre (a small shopping centre) which isn’t visible from the high street. If you’re not an
institution yet, use landmarks around you to make it clear to people exactly where you
are. We have found that saying ‘under the black cat’ (famously, there is a giant fibreglass
cat over the entrance to the Catford Centre) is a good indication of location. We include
it in our printed adverts, train station adverts and listings alongside the address.
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If you’re in a similarly hard to find location, try to make the appropriate map changes
on Google Maps and in the meantime, mitigate the problem by including clear, simple
directions or a map on your website and in your cinema brochures or listings.

Signage
While having a large sign outside screaming CINEMA works, make sure the theme
is reinforced throughout your venue. Think of the ‘small’ things that signal you’re a
cinema. For example:
•

Classic concessions display: pick n mix, popcorn

•

Readograph (a backlit sign on which are placed moveable letters)

•

Quad posters throughout (a specific poster dimension used in film marketing)

•

Film listings: one big display and perhaps a printed option for customers to
take away

•

Peg boards for special promotions

•

A-boards for posters or wayfinding
When it comes to signage it’s important to invest
in permanent signs. We were very lucky to have
been able to preserve the original Catford Mews
sign from when it was an indoor market in the
early noughties, and added hanging signage
and branded barriers to complete the signage
at the front.
To complement your permanent signage,
think about options for temporary signage. For
example white chalkboards which are neat and
offer the opportunity to get creative and to make
changes (i.e. mistakes!) or a digital LCD screen
or readograph lettering.

Clear wayfinding is key, especially if you’re
offering different things in your space. Catford
Mews has a coffee shop, food court, bar, and a
three-screen cinema. Wayfinding is crucial for
image: Catford Mews by Taran Wilkhu
us to make sure that it’s not only those curious
by nature who explore past the coffee shop into the bar and cinema, but that it’s clear
even from the entrance to the building that there’s more going on.
Really look at the space you have, walk through it a few times and identify the areas
where people congregate, or where more clarity is needed. Do you need an A4/A3
frame on the back of every bathroom stall door or are your event and season posters
better displayed elsewhere? Remember to be considerate for height differences and
accessibility. Will everyone be able to see the sign above the door? If not, where can
you put it so everyone can see it?
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In-venue
Make sure your social media promotion is consistent with the promotion in the
venue. If a customer has seen your offering online, think about where you confirm
the offer on site. It should be readily visible and available as soon as customers come
into the space.
Think about how you can incorporate your brand into everything you do, and
consider investing in custom products where appropriate. When we collaborate
on an event, we make sure our partners use our logo; we also customise our
membership cards, drink promotions and video promotions.
Remember that you can take advantage of messaging on receipts. Your ticketing
system most likely allows for customising of tickets or receipts. Update a message
every week, and change it up from time to time so it gives your customers an
opportunity to find out about new deals or ticket releases.
Get creative: instead of throwing away film posters when out
of date, or keeping a messy archive, is there a way to keep them
in the space and reuse them? We had some bare pillars in our
food court, and decided to utilise the pillars to display our out
of date film posters. This both created a vibrant environment
and gave a nod to the cinema screens down the hall.

Digital
Don’t underestimate free services such as Google Business;
being the master of your own Google Business page is hugely
beneficial. Be active and don’t rely on Google collating
information about your cinema and its information. Make sure
your events and schedules are listed early enough for Google
to pick them up, that they are displayed correctly and don’t
ignore the SEO prompts on your website when you post an
event. For more information on SEO, see the Digital Marketing
section of this guide on page 19.

image: Catford Mews by Isra Al Kassi

Google Business also gives you the option to upload images, and the majority of the
time, the photos you carefully curate yourself of your concessions, offerings and
cinema screens are more helpful than a customer’s post or a press generated post
about your business.
Make sure your opening times are updated on your website, Facebook page and
Google. As cinema operators we may take it for granted that our sites open 30
minutes to one hour before the first screening, but make sure this is clear to your
visitors and customers who are comfortable in your space and will assume you have
consistent opening hours.
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Print
I’d like to think that by now, people are more aware of the environmental impact of
our day-to-day lives and of the changes we as consumers and independent cinemas
can make. When we launched Catford Mews we committed to being a sustainable
business, which re-used seats and other material in its development, and to continue
with that commitment during our operations. In addition to being plastic-free, we
thought we could be a paper-free business with minimal in-house printing. However,
we soon learned that printed materials were crucial for specific audience groups
in our community and that not everyone is online or comfortable with getting their
information digitally. We decided therefore to offer print to address the needs of
certain audience groups, but vowed to do so sustainably and responsibly.

Key factors to consider when print marketing responsibly:
•

Don’t believe in company minimum print orders. Instead, look into getting a
contract for an in-house printer which can meet your needs of quality and
managing quantities.

•

There are ethical companies out there which offer refurbished printers, recycled
paper and eco-friendly ink, so do your research and think carefully about who
you work with.

•

Don’t get into the habit of mindlessly printing hundreds of flyers in one go; instead,
make sure your team shares your passion for not being wasteful and start to get
into a routine of only printing when you’ve run out, as opposed to having a pile to
recycle.

•

Make sure that everyone knows how to print double-sided.

•

Make sure at least one person in the team has design skills and invest in a template
for things like the cinema programme, menu or membership information. Offer
basic training to the rest of the cinema team so that if a mistake is seen or a small
update needs to be made, they can do it on the spot. An external designer can be
used for more complex designs, branding and special seasons.

•

Make sure your flyers are sized to fit into standard frames so you don’t need to
worry about cutting – we’ve found that folding A4 into A5 works great for our
listings and gives enough space for other promotions.

•

With on point branding and clear messaging you don’t need more space, and
people will feel more comfortable grabbing it to go.

•

Remember, flyers aren’t only for customers who come into your venue, they’re also
for you to take out and distribute elsewhere. If part of your marketing is outreach,
make sure you always take printed materials to community or networking events,
and establish a list of five to ten key neighbouring venues who are happy to keep a
number of your flyers or posters on display.
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•

Every three months we invest in a maildrop service in the area. It’s a great way to
have it coincide with clear seasonal promotions. Summers are slow periods for
independent cinemas, so make an extra push about cocktails or ice cream and brag
about your air conditioning. For Christmas we reached 15,000 households with
a flyer informing them of our curated cinema events and special offers; we also
included a voucher for free popcorn which was a great way to monitor the impact
of the maildrop based on how many came in to claim it.

•

Include your membership offers and food promotions in the listings so it doubles
up as a promotional flyer, and you don’t need to create more, separate materials.

For more tips on thinking sustainably about print see Culture Calling’s blog piece.

Advertising
When it comes to printed adverts the question of who you are trying to attract needs
to be addressed. While it’s tempting to pay for a quarter or half page, think what
impression it will leave on the reader. A prominent full page will inevitably make a
bigger impact and often doesn’t cost much more.
Catford Mews is very much a community cinema, chiefly serving those in the
immediate area, and our first priority is to put printed adverts in local newspapers.
Of course if you’re part of a bigger chain or are looking for a more regional / national
exposure and recognition, you could consider putting adverts in national or wider
regional papers instead.
In terms of your digital options, remember to utilise your cinema screens by creating
DCP adverts on upcoming promotions or seasons, playing them before your other
pre-film ads. You may also consider an outdoor awareness raising campaign using
billboards or digital 6 sheets. These are usually run by larger agencies such as Clear
Channel or JC Decaux and require a much higher level of investment.
A paid-for advert is not complete without a follow-up feature, a sponsored post
without genuine social media engagement, signage without further communication,
and it’s important to think of the above as elements which come in different sizes and
variations but which need to be combined and to work together to create the right
marketing approach for your cinema and venue.

image: Catford Mews by Taran Wilkhu
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Membership and loyalty schemes
As a venue, you may also also be thinking about introducing a new
membership or loyalty offer, or expanding on an existing one. Here, Sarah
Vallance, Membership & Communications Manager at Phoenix in Leicester
offers some helpful tips on different types of schemes and other factors
you could consider.
A membership or loyalty scheme is a useful customer retention tool that encourages
people to visit your venue more often and spend more each time they come.
People feel valued when their loyalty is recognised. This contributes to a positive
customer experience, which is likely to result in more return business and higher
levels of word-of-mouth recommendations.
A membership or loyalty scheme also gives you the ability to boost ticket purchases
at quieter times through incentives such as “double points”, and helps to foster deeper
engagement amongst your most loyal customers. Plus, if you charge a membership fee
it generates additional revenue for your organisation.

image: Phoenix Cinema website promotion
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There are three main types of membership scheme:
A basic ‘stamp card’ loyalty scheme, where a customer gets a ‘stamp’ for
each ticket purchase, and when their ‘stamp card’ is full they earn a free
ticket. This can be via a physical card that is stamped at box office, or an app.
PROS: If you opt for a physical card it’s very cheap to run and doesn’t require any tech
infrastructure – this approach is used by lots of small businesses for that very reason.
CONS: Using a ‘stamp card’ means you don’t collect any customer data, and customers
have to purchase in person to get their stamp. Using an app gives you access to customer
data, but it’s expensive to develop.
EXAMPLES: Coffee shops and cafés

A points-based loyalty scheme, where customers earn points on their
purchases which can then be redeemed for free tickets etc. This sort of
scheme operates through your box office system.
PROS: Customer data is collected. Can be used for online ticket purchases as well as at the
box office. Points can also be redeemed online.
CONS: Can be expensive to set up, though most box office systems do have basic loyalty
scheme functionality built in.
EXAMPLES: Glasgow Film Theatre; Savoy cinema, Corby; Queens Film Theatre, Belfast

An annual membership offering a range of discounts and benefits, with a
yearly membership fee.
This will operate through your box office system and is focused on maximising
engagement with your most loyal customers, around 10-20% of your entire customerbase. It’s important when devising the scheme to ensure that there’s a balance between
the benefits for your customers and those to your organisation – it’s no good giving away
more than you’ll make on the scheme!
PROS: Revenue generation from membership fees. You can tailor the benefits for different
customer groups. You’ll get to know your members well.
CONS: Need to invest sufficient time and resources to deliver a quality member
experience and ensure good retention rates. If you don’t offer direct debit, renewals
admin can be very time consuming.
EXAMPLES: Broadway, Nottingham; Phoenix, Leicester; UK Jewish Film
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When you’re trying to spread the word about your campaigns, partnerships
can be a great outlet to explore. In this section, Kate Ottway, Marketing
& Communications Manager at the Independent Cinema Office takes
us through different types of partnership – from contra agreements to
sponsorships – and everything you need to consider when setting one up.

Developing partnerships
Contra agreements
A contra agreement is defined as an exchange of services or goods between two
organisations without the exchange of money. If you’re trying to think creatively about
what it is your organisation could benefit from, it can be useful to consider contra
options.

Consider your assets
Firstly, identify the assets you have which could be used in a contra agreement, for
example:
•

Website space

•

Competition giveaways such as ticket prizes

•

Newsletter mentions

•

Social media posts

•

Advertising space in a programme

•

Physical space in a venue

•

Digital screens

If you feel that this type of benefit exchange could be applicable, think about what key
benefits you would be offering to the other brand and what you would expect in return.
Think carefully about the value of what you’re offering, for example, researching what
equivalent advertising space may be worth.
Once you’ve defined what your venue has to offer, make it known that you are open to
collaboration and partnerships. This could be via a listing on your website, mentions on
social media and/or a leaflet. Then, when in conversation with a potential partner, you
can discuss your benefits in depth and create a bespoke contra agreement.
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What kind of organisations could you approach?
A simple contra agreement could be in place with, for example, your local university.
Here, you could offer to give university students ticket offers for a limited period
in exchange for advertising on their channels; perhaps via social media, a student
newsletter or printed posters on campus. Alternatively, is there a local blog or news
outlet which would consider sharing your tailored content, perhaps in exchange
for displaying their leaflets at your venue or promoting their subscription offer on
your website?
You may also wish to align yourself with another venue or organisation in your area,
for example, a local theatre. Could you work out an agreement by which you can target
other arts-loving audiences in your area which may not previously have attended (or
regularly attended) your cinema? Or, a local hospitality brand might be looking to offer
a new product or food item to your audiences. Could you define a mutual partnership
whereby you have access to each other’s marketing channels to define a campaign?
The possibilities are endless – think about businesses and organisations local to your
venue and what potential there is. There will be circumstances where brands aren’t
open to this type of deal and will expect money in exchange for any promotional
opportunities. However, you may be surprised what return you get by simply asking a
few local companies. Be confident in asking the question and ready to demonstrate the
worth of your organisation.
However, make sure you’re realistic about how much time activating this agreement
will take, and whether this may outweigh its potential benefit to your organisation.
Partnerships should add value, not create more work for little return.

image via Unsplash
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Sponsorship
Sponsorship can be a strong source of revenue for exhibitors as well as creating new
opportunities for exposure and publicity.
The key thing to remember when considering engaging sponsors is that doing
so can be time consuming. Once a contract and an exchange of goods has been
promised, ensuring the successful delivery of sponsorship benefits and meeting the
expectations of that brand may take longer than you first imagined.
If you do feel that it’s worth exploring, start by doing your research. Think about who
you could approach and how the sponsorship deal would add value to your audiences.
Partnerships which are well informed and carefully thought out offer the most
meaningful exchange. Only once you have done your research should you consider
approaching a potential sponsor and putting together a proposal for them.
When you are ready to do so, a good place to start is once again by analysing what key
elements or assets you have to offer your target brand or organisation.
•

Is it access to your website users?

•

Is it advertising space in your printed programme?

•

Do you have physical space in your venue which could be used?

•

Could the brand be credited with their logo as a funder on your website, in your
email marketing, in press releases or in print?

•

Could you display branded holding slides before screenings in your cinema?

•

Could you promote the sponsor on your social media channels?

•

What about offering tickets or invitations to special screenings or events?

Try to define these assets and their potential monetary value. In order to make
educated decisions on value, research what similar brands or organisations are doing.
Companies which run sponsorship packages usually offer a media or sponsorship
pack, with details of pricing, on their website or on request.
Think about how the successful delivery of the project and its benefits to sponsors
will be measured (using for example web analytics, box office data, social media
metrics and media coverage). Materials used for publicity such as photographs and
video footage, quotes or anecdotes are also useful to document. The impact of the
sponsorship can then be presented in a branded evaluation document using the
information mentioned above and the outcomes shared at a debrief meeting.
For more information on how to approach a sponsorship deal you can enrol in
the ICO’s Developing Your Film Festival online course and learn from Toronto
International Film Festival’s former Vice President of Partnerships, Jennifer Frees.
Although Jennifer is discussing film festival sponsorship, a lot of the same principles
are relevant to venues. The course costs £50 for full access and covers many
additional topics including strategic planning, audience development and press from
international expert speakers.
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Fundraising
Arts organisations are in a good position to raise funds from their audiences
as their existing audience often has a strong emotional connection to what
they do, which is central to any successful fundraising effort. In addition,
their bread and butter is the creation of enticing creative programmes, an
in-depth knowledge of audience preferences (from film tastes to manner
of booking), and a host of tried and tested ways of telling people about
your work to get them through the door. However, fundraising from your
customers isn’t the only option when it comes to arts fundraising and in this
section Micaela Tuckwell, Executive Director at the Ultimate Picture Palace in
Oxford will cover the other types of fundraising available, key considerations
before embarking on them and where to find out more.

image: The Ultimate Picture Palace by Ian Wallman

Let’s start at the very beginning.
Fundraising, like marketing, is best when it isn’t done in a vacuum. Whilst your
organisation might not have an appointed fundraiser – and even if it does – it is
important to remember that all fundraising activities should be rooted in your
organisation’s ethos and mission, as well as wider development, marketing and
audience engagement goals.
This will not only help create a compelling case for why this money needs to be raised
now, but also ensure that you make the most out of the many opportunities running a
high profile fundraiser can bring. This can include deepened commitment from regular
audiences, expanded brand awareness and new audiences, and a greater sense of
ownership from your staff, volunteers and partners.
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To develop the right fundraising strategy – whether it involves a public appeal, trust or
National Lottery fundraising, sponsorships or mix of these – for your organisation, you
will need to:

Identify a realistic goal amount, why you need it and when you need it by.
Start by considering what you are raising the money for – is it for emergency funding
to keep the lights on after a difficult period or to pay for a specific project or event?
Thinking about what will change for your organisation or audiences as a result
of raising the money is often a helpful first step in identifying precisely why this
fundraising effort is important and for whom. In turn, this can guide your fundraising
strategy, as there may be specific grant streams to support this type of work, or you
may identify a need to redefine your funding priorities overall.
When setting a goal amount it’s easy to fall into the trap of not setting your sights
high enough, and to be directed by what you think you can raise rather than by what
you need. To avoid this, take the time to speak to your colleagues who have direct
knowledge of what the funds will be used for so that you can plan and communicate
with confidence. Especially important is ensuring that all of the costs for a project
have been factored in, including full cost recovery (the % of overhead costs your
project will require) or contingency. For more information on full cost recovery, see
this document by Culturehive.

Take stock of who on your team (and beyond) can play a part in a
fundraising effort, and what resources you have.
Different types of fundraising require different skill sets and resources. Where public
appeals require impactful marketing assets, sustained social media, promotional
activity and PR, securing sponsorship deals for your festival may require you to invest
time in networking to build relationships with compatible businesses. On the other
hand, success with trust fundraising requires a confident written communicator and
researcher who knows their work (business plan, impacts and vision) in depth.
You might think that organisations with small teams are at a disadvantage, but it’s
important to remember that people such as volunteers – from friends groups to board
members – as well as patrons, artists-in-residence and even previous donors can be
some of your best advocates depending on what kind of fundraising you do. So, a good
starting point is to consider the skills of your team and wider stakeholders, including
your front of house staff, before deciding on which type of fundraising to embark upon.

Establish who your prospective donors are and what you already know
about them.
Key to any successful fundraising is knowing your audience and making the case. Start
by examining what you already know about your organisation’s pool of prospective
donors by reviewing, for example, customer segments, members, previous donors
or social media followers in terms of numbers, frequency, type of engagement, and
preferences (in terms of online or in-person ticket buying). This will help you build a
picture of how this target audience for fundraising (be they regular audience members
or a particular age/interest group) might react to a certain fundraising activity. You
may have another audience in the shape of a grant giving organisation.
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Each of these groups might wish to give in different ways and may need to be
approached differently, necessitating different strands to your fundraising activity.
When you are looking to raise funds from individuals, it’s important to understand
how and why people give. There are a number of good resources available that map
the kinds of audiences that engage with the culture sector. These resources will
give you food for thought on how to think about your audiences and turn them into
potential donors:
•

Make the case for art and culture and a report on evolving philanthropy postCOVID-19 by Arts Council England

•

A guide to fundraising and trends in fundraising post COVID-19 by the Chartered
Institute of Fundraising

•

A guide to fundraising legally and responsibly by HMRC

•

Resource, support and peer networking for early career fundraisers from cultural
organisations by Young Arts Fundraisers

•

Information on conferences, webinars and training by Fundraising Everywhere

•

Professional fundraisers on their fundraising fails by Pizza for Losers
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Arts fundraising – an overview:

Public
appeals

Where to find it

Great for funding

Benefits

Drawbacks

One-off campaigns
using tools such as
Crowdfunder

A big range – from
general overhead costs
to specific projects like
new cinema seats

Can offer a quick
turnaround if cash flow is
an issue

Resource heavy, often with
low returns

Can raise local profile and
build support

On-going donation
scheme

Opportunity to be playful
and capture public
imagination

Trust /
Lottery
fundraising

Statutory
fundraising

Private charitable trusts
via an application
National Lottery grants
from Arts Council
England, Heritage
Lottery Fund, Big Lottery
etc

Government funders
for example UK
government, Scottish
Executive, Welsh
Assembly

Projects and programmes Straightforward to
manage
with clearly identified
charitable outcomes.
This can include staff
Provide a good return
positions.
on investment / are low
investment
Good opportunities to
build a relationship with a
funder with opportunities
for multi-year grants
Non-project specific
costs like overheads,
staffing and
management.

Large amounts are often
available
Useful for core funding

Depending on which platform
you use there can be different
charges
With reward-based
Crowdfunders, careful
planning is required to avoid
over stocking
Largely not available to noncharities
Can be highly competitive
Considered ‘restricted’
funding and will come with
limitations including reporting,
formal acknowledgement,
arrangements and evaluation

Previous track record required
Emphasis on reporting and
evaluation often a challenge
for smaller organisations

Often multi-year
Considered ‘restricted’ funding
and will come with limitations

Corporate
sponsorship

Local or national
business giving

Festivals and events with
proven audience and
reach.

Corporate fundraising can Often is more transactional
than other fundraising so
be really effective if you
overcommitting is a risk
are prepared to consider
non-financial investment
High return on
investment with
opportunities for multiyear commitments with
the right sponsor
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Arts fundraising – top tips:
Public appeals

Trust / Lottery
fundraising

•

Before launching take time to tidy up your lists / CRM (customer relationship
management) database ensuring that you are GDPR compliant

•

Don’t forget about non-digital audiences — be ready for cheques and cash
donations

•

Take advantage of the Gift Aid Small Donation scheme (if you are a charity)
which allows you to claim gift aid on donations under £20 without supplying
donors details

•

For non-charities/VAT registered, check with your accountant about VAT
rules for donations versus donations which have a reward attached (such as
merchandise) and take this cost into account at the planning stage

•

To find suitable funds use directories like Funds Online and review annual
reports of similar organisations by looking on the Charity Commission page

•

Carefully read grant guidelines and always discuss your organisations
suitability for making an application with the grant first

Statutory fundraising •

Corporate
sponsorship

To find suitable funds carry out desk research of public body websites (.gov)
and also make a connection with your council’s cultural or tourism team to
explore the options available to you

•

Successful awards from public bodies often go to organisations that apply
in partnership which showcase a strong commitment and awareness of the
needs of a local community, so speak to partner cultural organisations or
festivals to see if you could jointly apply

•

Use existing contacts, this is an area where board members should be
actively developing their existing contacts

•

Consider carefully whether the audiences of your cinema or festival would
be happy for you to be supported by this business. Take the time to develop
an ethical sponsorship policy to manage risk and reputational damage

•

Be careful when committing to acknowledgements and logos on assets,
ensuring that if you are committing to publicise a sponsor’s business that it is
fair in terms of arrangements with other funders
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Achieving press coverage is something all arts organisations strive to do
as it can greatly enhance the exposure of your venue, festival or special
events. But it can be a difficult process and understanding how to build
effective relationships with the press is key. This section was written in
collaboration by Kate Ottway, Marketing and Communications Manager at
the Independent Cinema Office and Sarah Harvey of Sarah Harvey Publicity.
We’re delighted to gain insights from Sarah, who set up her agency in 1997
and specialises in publicity for independent films and documentaries, film
and cross-arts festivals and events, and interactive projects.

Working with the press
Having a good awareness of and working relationship with the press – both local and
when possible, national – can amplify your marketing and promotion.
Typical media outlets, online or in print, include:
•

Local radio and TV

•

Local newspapers

•

Podcasts

•

Cultural publications

•

Student publications

•

Special interest publications

Your aim is to generate free editorial content (rather than paid for). With more and
more avenues for people to promote content – including social media, blogs, websites
and print – as well as heightened competition and reduced resources within media
organisations, the lines between editorial and marketing are increasingly blurred; so it’s
a good idea to think about editorial and promotional opportunities at the same time.
A good way to meet and get to know local journalists is to attend openings and cultural
events in your area and actively introduce yourself when you’re there. If you’re aware
that a new journalist has started working for a local media outlet, send them a friendly
email and invite them to your venue for a cup of tea, coffee or beer. Most journalists
actively use Twitter – this is generally the best way to keep track of who’s doing what
and where their interests lie.
You could also look to invite local press to events or offer complimentary tickets where
appropriate and if possible, meet and greet them when they arrive.
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To attract the interest of a journalist or influencer, you’ll need to think carefully about
what you’re promoting, to whom and via which outlet, and why that person might be
particularly interested in your story. Identifying news stories which could interest the
press, such as a new launch, local project or the involvement of a well-known figure is
the first step.
Some outlets will want to receive news stories as exclusives, whereby they are the
first to talk about it. This is usually more the case for national media than local, but
if you want a story to appear in a particular publication, it’s best to give the relevant
journalist a heads-up email or phone call before you send out the press release widely
to all your contacts. If the journalist is away, try a colleague. Remember that with radio
and TV, you will be dealing with a show’s producers rather than its presenters, so it’s
important you know who they are.
It’s also important to understand lead times – some journalists will be able to respond
to something that’s happening this weekend or next, but others will need more lead
time and forward planning.
Crucially, be efficient and attentive when a journalist gets back in touch with you. Do
not let a request languish in your inbox for a day or two. If journalists know they can
rely on you for image requests, screening links, interview requests, they’ll come back
to you again.

image: ICO Spring Screening Days by Chris Payne
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How to structure a press release
Generally, a press release will include the following:
•

The date and embargo information if relevant (meaning press cannot make their
stories live until the date and time stated).

•

A striking header image with credit.

•

A short, eye-catching headline including a key figure or fact.

•

Bullet-points with two to three lines of top-line information, i.e. the most important
thing you’re trying to convey with the release.

•

The what, where and when repeated in the first line of the body text. (Often
journalists will cut and paste a press release to use editorially, but not necessarily
the titles, so it’s important to repeat key information in the text itself.)

•

The why, or explanatory copy with a bit more detail on what has been highlighted
above, in the first two paragraphs.

•

A clear call to action and explanation as to how people can get involved or find
out more. This usually includes a website link. It’s important that a press release
is issued in tandem with marketing activity and tickets going on sale. Your social
media campaign should coincide with your press release announcement.

•

One to two short quotes from people involved with the announcement, perhaps
someone at your organisation, a key partner or person discussed in the release.
The quote shouldn’t repeat facts and stats. But broaden the “why” and perhaps
highlight the cultural or local importance of your announcement.

•

Information on who to contact including an email address and telephone number.

•

A link to download images, logos, clips – you could host these files in a Google Drive
folder for ease. Make sure to label images with their credits.

•

Boilerplate, which means a short paragraph or bullet points about your organisation
and any partners you have mentioned within the release, including website and
social media links where relevant.

•

You may also need to include a key credit line for the project i.e. if funders are
involved. Organisations usually explain how and where this funding credit should
appear within the release, so check with any partners or funders in advance. You
may find that they also require sign off on the release.

Remember:
Keep sentences short, and don’t use industry language – it’s important to use everyday
words rather than insider jargon. Don’t be too clever with the thesaurus!
Journalists are not really interested in your individual opinion. You need to convey
a sense of enthusiasm that is professional, not personal, without using too many
adjectives or exclamation marks.
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If you are announcing the appearance of a celebrity, you will need to liaise with
their agent or PR representative to agree wording and how many interviews they
will do. You will most likely have to approve outlets with their representative.
If they agree to only one interview, you need to make sure you place it with the
most effective outlet for your event, and one that works for them.
Lastly, you cannot press release an idea, only confirmed information. You could
say ‘attended by (tbc)’ but you shouldn’t announce a list of film titles which are on
a wish list but not yet confirmed. Remember it’s very difficult to correct a mistake
– and journalists need to know they can trust your information as accurate.
It’s good practice to keep a press release template on file, ready for you to update
when you want to make a new announcement. You can use this downloadable
template as a basis.

Approaching and maintaining good
relationships with the press
It’s always worth researching journalists or influencers in your local area. You
could look to create two press lists, one regional and one national, with additional
ones by theme – journalists who write about environmental issues, for example.
Remember to keep your press lists up to date; make sure when you remove a
journalist, that you research and add their replacement. Again, Twitter is very
useful for this.

image: The Climate Reality Project via Unsplash
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Regarding GDPR, in theory you don’t need permission from journalists to add their
names to your lists because there’s a genuine business to business reason. However,
if you’re aware that a new journalist is writing, it’s good practice to introduce yourself
and ask if they’re happy to be included on your list for future information.
Once you’ve created your press list(s), when you have news to share (or project
updates you feel are newsworthy), it’s worth sending your regional list an email with
information on how to find out more. You will find that lots of people won’t necessarily
respond, but by reaching out you are getting yourself on the radar of people who may
not be aware of your work, or perhaps are, but haven’t written a story about you yet.
Press releases should be sent to a wider list, with tailored emails to your key targets.
Don’t be tempted to send your release solely to these key targets – you might think
you have identified the only journalists who will be interested, but often someone
unexpected will pick up on a story, so it’s always worth issuing a release more widely.
Think too about regularity and timing. It’s bad practice to send out two or three
announcements in one week – best to plan ahead and spread them out. It’s good to
be regular though, so journalists know roughly when to expect to hear from you –
perhaps monthly, to coincide with other regular marketing activity.

image: Startaê Team via Unsplash
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Sensitive or crises comms
When working with journalists, remember they are looking for a story, not a friend
and that you are fostering a professional relationship in the first instance.
So, be very careful when you’re chatting with journalists. Do not give them ‘off the
record’ information about your organisation that might be sensitive – your priority is
first and foremost to protect the reputation of your organisation. When a journalist
makes a request or asks a question that could impact this, you must assess whether
it’s in the best interest of your employer to facilitate the request.
If you’re dealing with a sensitive programme, you might need to prepare an internal
Q&A document which anticipates difficult questions with pre-prepared answers
that are signed off by your relevant managers. If it’s a very sensitive issue, you
should agree internally who will respond to press enquiries and communicate that
protocol to the whole team.

Working with a press consultant
If you are able to do so and would find it helpful to work with a freelance consultant
or perhaps hire an internal PR Manager, having a dedicated PR person in place to
manage relationships with the press and offer their expertise is extremely useful.
It can take a long time to cultivate relationships with journalists or influencers and
having someone focussed and experienced in this field can be very beneficial in
terms of achieving coverage for your organisation.
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We’ve highlighted the importance of evaluation and collecting data
throughout this guide. In this last section, Katherine Reid, Senior
Consultant at Golant Innovation, part of The Audience Agency will
explore the topic in more depth, with a particular focus on physical
data evaluation methods and how they relate to GDPR (General Data
Protection Regulation).
Evaluation is the art of assessing how well you have achieved your goals around
a particular project, perhaps a programme or another body of work. For cultural
organisations, evaluation is essential for understanding and building on your
successes, and identifying key areas for future improvement. The more information
you collect, the better placed you are to improve your future marketing and connect
with more audiences, more effectively across evidence driven campaigns.
Evaluation is also a powerful tool to communicate the worth of your work to others,
giving you information you can use to demonstrate your value in funding applications.
In addition, funders usually require you to undertake independent evaluation as a
condition of their support.
As evaluation usually involves collecting and processing personal data, we will briefly
cover GDPR as it relates to evaluation later in this section. However, please note that
this is not a full treatment of all of the complexities of GDPR.

Getting started
At the start of your project, make sure you clearly define what you want to achieve
with it, and how you will measure your progress. With cultural projects, we often want
to achieve something more than a simple increase in numbers, as the wider goal of our
work is to impact people’s lives. This is where the concepts of outputs, outcomes and
impacts become useful.

Roughly:
Generally, you will need multiple outputs to achieve an outcome and multiple
outcomes to achieve an impact.
An OUTPUT is a thing
produced by, or
done as part of, your
activity; e.g. 100 films
shown or 1,000 tickets
sold.

An OUTCOME is what
happens as a result
of those outputs: e.g.
1,000 people attend
screenings and have a
good time.
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An IMPACT is a wider
effect of the specific
outcomes; e.g. people
think the area around
the cinema is a good
place to live, develop
an increased interest in
film.
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For all outputs, outcomes and impacts, you will need to identify measures and other
evidence that will show whether, and how, they have happened (although this is
usually easier for outputs, and hardest for impacts). An example measure is the
number of people visiting your cinema.
Start with the impact you want to have (which should reflect your organisation’s
overall purpose and mission) and work out what outcomes and outputs you will need
to achieve it. Next, identify the measures and evidence you will use to evaluate them.
This is the beginning of your evaluation framework.

Measures, data collection and frequency
Classic types of measures include:
•

A count e.g. number of visitors

•

A response (often on a survey) e.g. “10% of respondents said they would
recommend this cinema to a friend”

•

The measure of a change e.g. before attending this screening, three out of ten
people knew about the two-for-one beverage offer compared to ten out of ten
after the screening; sales in January this year rose to XXX compared to sales in
January last year, etc.

The more specific you are about what you are measuring, the easier it will be. Where
possible, it’s a good idea to use measures that someone else has already designed and
tested.
Some examples are:
•

The Audience Agency’s ‘Audience Finder’ survey

•

Office for National Statistics questions

•

Average transaction size (Total value of sales per time period/number of
transactions – e.g. £100 in a day/20 sales = £5 average transaction size)

•

Number of tickets sold

•

Number of emails opened (This needs to be tracked by your email service
provider, e.g. Mailchimp, dotdigital)

•

The advantage of using standard measures is that you can compare your results
to those of other organisations with a baseline. A baseline is an established
comparison point, usually the average of a group of organisations’ results.
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When deciding on measures, consider:
•

How often will you collect data on this measure? E.g. will you post a daily Twitter
poll or circulate an annual survey? Software options for web surveys include
Survey Monkey, Smart Survey and Typeform; and for simpler surveys, Google
Forms or Microsoft Forms.

•

Is there an existing way to measure this data and if so, could you adopt it? E.g.
standard psychological questionnaires. For more information on how to put a
questionnaire together see Typeform’s ‘Survey Questions 101: Question Types,
Examples, and Tips’.

•

What information do you already collect that you could use? E.g. staff headcounts
or sign-in sheets for a session, financial information, box office data, etc.

•

What resources will you need to collect the data? E.g. fieldworkers at your event,
paper or web event evaluation surveys, stickers for people to use to vote on
whether they enjoyed your event or not.

The Audience Agency website has more general guidance on data collection, such
as this page offering standard guidance on audience survey methodologies (and this
guide to safe data collection while COVID-19 remains a concern).
One thing to watch out for when collecting data is sampling bias. This occurs when the
way you collect data means you hear from only a small portion of your audience that
does not represent the whole (e.g. perhaps you send out web surveys via email, so do
not gather data from a large group of less web literate customers who purchase tickets
in person and/or aren’t on your email list).
This will result in limited data which may not give you the whole picture and can lead
to poor decision making. So, think carefully about your collection methods to ensure
they will give you data from a broad, representative group of respondents and are not
exclusionary in any way.
Read this helpful Smart Survey blog for tips on avoiding sample bias. The Audience
Agency’s survey methodologies web page and their good practice for sampling guide
offer other helpful pointers.
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Analysis and sharing
Collecting the data should be the beginning of the journey rather than the end – it’s
what you do with it that matters.

Some places to start:
1.

Begin by checking over your data and becoming familiar with it. Get a general
sense of the data set and see if anything jumps out. Keep an eye out for any
anomalous responses as these may be outliers or errors e.g. if you normally sell
1,000 tickets per month, a sales figure of 100,000 in one month warrants double
checking.

2.

Structure your data and place it in a table. The structure you use will normally
echo your evaluation framework.

3.

Look for themes in the responses. Sometimes it’s helpful to count how often you
see a particular response, e.g. ‘12 people mentioned how friendly the staff were’.

4.

Try turning your tables into graphs. This makes it easier to identify patterns, e.g.
a spike in shop sales in December. It also helps you share what you’ve found with
other people.

Sharing and telling the story of what happened is an important part of evaluation.
Combining different types of information (ideally both qualitative data, which is data
that describes qualities or characteristics, e.g. complaints or comments about service
or cleanliness, and quantitative data, which is data that defines a specific quantity,
amount or range, e.g. 100 tickets sold) can help tell the story more effectively and give
a broader picture.
Think about how to format the information you share. Graphs and infographics are
excellent tools, usually making findings both easier to understand and more visually
impactful. Infographics are particularly useful for telling stories to your audience. Most
popular survey software options offer tools to create graphs and infographics from
your data.
Pulling out individual quotes and using them to illustrate the themes of your graphs or
infographics is a great way to help people connect with your story. Before doing this,
make sure you have the appropriate permissions to use your respondents’ personal
data in this way. Typically anonymous quotes do not need extra permissions if you
have stated that information may be used in marketing materials.
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Personal data and evaluation
If your evaluation includes personal data (i.e. information about an ‘identifiable, living
person’), you need to consider the data protection implications of your evaluation.
This may be covered by GDPR, or PECR (Privacy and Electronic Communications
Regulations) for online, digital and mobile data. Bear these key principles in mind:
1.

Lawfulness, fairness and transparency

2.

Purpose limitation – you should specify and be clear about what personal data
you are collecting and how it will be used

3.

Data minimisation – you should collect enough data to achieve your goals but no
more

4.

Accuracy

5.

Integrity and confidentiality – the data should be kept safe

6.

Accountability – the data controller, normally yourself, is responsible for
demonstrating compliance with these principles

If you are collecting personal data, be clear about the lawful basis on which you are
holding and processing it (e.g. by consent or because you have a ‘legitimate interest’).
Ensure that the data is shared only with those who need to access it, and is only kept
for as long as you need it.
In most cases, data can be anonymised without it reducing the effectiveness of your
evaluation – in this case, it ceases to be considered personal data. Similarly, summary
information (e.g. overall reporting) is not personal data and is therefore not covered
by data protection legislation.
Do note, however, that photographs can count as personal data and people should
be informed in advance if you intend to take and use them, as well as having the
opportunity to opt out.
INDEPENDENT CINEMA OFFICE

59

Useful Resources

image: maksicfoto via iStock

ONLINE GUIDE
MARKETING FOR INDEPENDENT CINEMAS

Useful resources
For further detail on the topics covered in this guide, please see the links below.

Accessibility
Accessible Arts Marketing Guide by
Shape Arts

How to write image descriptions on social
media by social media examiner

A brief access guide by We Are Unlimited

Website

How to write alt text and image
descriptions for the visually impaired by
Perkins School for the Blind eLearning

Web Accessibility 101 by Essential
Accessibility

Inclusive language guide by Hackney
Council

Web Accessibility Initiative (WAI)

Information on trigger warnings by the
BBC

Email marketing

Readability checks by Hemingway

Email accessibility by Chamaileon

Typography tips by Practical Typography

Social media
Making your social media accessible by
the RNIB (Royal National Institute of Blind
People)
Planning accessible social media
campaigns by Government
Communication Service

Screenings
A guide to Autism Friendly screenings by
the UK Cinema Association

Captions, subtitles, BSL and Audio
description
Add captions to your video content with
Kapwing
Guidance on creating captions by
StageText
Add subtitles and closed captions with
YouTube
Audio Description services by Vocaleyes

A guide to Dementia Friendly screenings
by Inclusive Cinema

Subtitling, BSL and Audio Description
services by Inclusive Cinema

Advice on running Relaxed screenings by
Inclusive Cinema

Find a BSL interpreter with Deaf Umbrella
or Language Line

Language and text

Associations

Advice on making your documents
accessible by Easy Read UK

Arts Marketing Association

A guide to producing easy to read
documents by Change People
Best practices for accessible pdfs by
Adobe
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Digital marketing

Email marketing

Digital Culture Network Knowledge Hub

Audience segmentation by Campaign
Monitor

Digital Marketing Toolkit by Target
Internet
Data Driven Marketing online course by
Independent Cinema Office

Email marketing benchmarks by
Mailchimp

Social media

Digital marketing courses on FutureLearn Social media algorithms by the Digital
Marketing Institute
Digital marketing online training at
Social media metrics by Sprout Social
Google Digital Garage

Website

Guide on social media sizes by Sprout
Social

Choosing a CMS by Common Places
Interactive

Facebook advertising by Hootsuite

Mobile-friendly test for website
optimisation checks

Managing online groups and communities
by Facebook

Google marketing tools

Twitter advertising by Hootsuite

Google Analytics for absolute beginners
by Digital Culture Network

Instagram advertising by Buffer

Google Analytics Academy
Google Analytics event tracking by
Hallam
Google Trends

Splitting images for Instagram with
Photosplit
Guide to live streaming on YouTube
GIPHY app for creating GIFs
Image editing with Canva

A guide to SEO by Moz

Online advertising

Core web vitals by Backlinko

Google Ads by HubSpot

Rich snippets by Unamo

Google Grants

User-centred design by Experience UX
Usability testing by Uzerzoom

Evaluation
Using evidence to evaluate online activity
by The Audience Agency

Captions and subtitles
Apps for captioning videos by Mixcord

E-newsletters

Add subtitles to videos online with
Substital

Cultural Digital Newsletter by Chris Unitt
Digital Snapshot Newsletter by Katie
Moffat
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Glossary

A, AA, AAA standard: The level of
accessibility your brand meets, with
AAA being the highest.

British Sign Language: Sign language
is a visual means of communicating
using gestures, facial expression, and
body language. Sign language is used
mainly by people who are Deaf or have
hearing impairments. In Britain, the most
common form of sign language is British
Sign Language (BSL).

A/B testing: A way of testing your email
marketing campaigns to achieve better
results.

Captions: Text superimposed on a video
to communicate dialogue to the hearingimpaired.

A4/A3 frame: Standard-sized frames for
displaying posters.

Chalkboards: A black board on a wall or
in a frame, written on with chalk. Can be
used as signage.

A-board (advertising board): Sometimes
referred to as a sandwich board, this
is a piece of signage with an A-shaped
frame.

Algorithms: A set of mathematical
instructions or rules that, especially
if given to a computer, will help to
calculate an answer to a problem.
Algorithms are used by social media
platforms to sort posts in a user’s feed
based on relevancy instead of time.
Audience segmentation: The division of
audience data into smaller segments
based on set criteria, e.g. location,
to improve targeting in marketing
campaigns.
Audio description: A spoken description
of what can be seen on a screen,
stage, or image, for people with visual
impairments.
Backlink: An incoming hyperlink from
one web page to another website.
Boilerplate: A written summary of an
organisation found at the end of a press
release.
Brand guidelines: A set of guidelines
instructing how to communicate your
brand.
Brand identity: A set of ideas and
features that a company wants people to
connect in their minds with its products
or brand.

Content Management System (CMS): A
software application that allows users to
build and manage a website.
Content marketing: A strategic marketing
approach focused on creating and
distributing valuable, relevant, and
consistent content to attract and retain a
clearly defined audience – and, ultimately,
drive profitable customer action.
Contra agreement: An exchange of goods
or services between two organisations
without the exchange of money.
Conversions: The process of getting a
customer who visits a website or sees
an advertisement (for example) to buy a
product.
Data sampling: A statistical analysis
technique used to select, manipulate and
analyse a representative subset of data
points to identify patterns and trends in
the larger data set being examined.
Data tag: A keyword or term assigned
to a piece of information to organise
information more efficiently.
Display advertising: Banner adverts that
appear in specifically designated areas of
a website or social media platform.
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Engagement: In social media; how many
people liked, commented, shared or
clicked on a post.

Google Maps: a web-based service that
provides detailed information about
geographical regions and sites around the
world.

Flesch-Kincaid scale: A readability formula
which assesses the approximate reading Image description: A short sentence to
outline what’s in an image (for example on
grade level of a text.
social media or on websites) to assist blind
Future proof: To design something –
and partially sighted audiences.
software, for example – so that it can
Inclusive language: Language that avoids
still be used in the future, even when
the use of certain expressions or words
technology changes:
that exclude particular groups of people.
Focus group: A group of people brought
together to discuss what they think about Keyword: A word that you type into a
search engine.
a particular product, advertisement, or
subject, as part of a company’s market
KPI (key performance indicator): A way of
research.
measuring a company’s progress towards
GDPR (General Data Protection Regulation): its goals.
A legal act of the European Union
intended to protect people’s personal data. Maildrop service: An organisation used to
disseminate printed marketing materials
to your local community.
GIF (Graphic Interchange Format): A type
of computer file that contains a still or
Mission statement: A short written
moving image.
description of an organisation’s values and
Google Ads: An online advertising tool that aims.
businesses use to promote their products
and services on Google Search, YouTube, Pay-per-click (PPC): An online advertising
model in which advertisers pay each time
and other sites across the web.
a user clicks on one of their online ads.
Google Analytics: Free software that
PECR (Privacy and Electronic
provides information on website
performance and allows users to analyse Communications Regulations): Sit
alongside the Data Protection Act and
website data.
the GDPR. They give people specific
Google Business: A free tool for businesses privacy rights in relation to electronic
and organisations to manage their online communications.
presence across Google, including Search
Peg boards: A flexible sign on which you
and Maps.
can place moveable letters to spell out
Google Drive: A way to store files securely messages.
and open or edit them from any device.
Quad posters: The most common UK film
poster format (30 x 40 inches or 76.2 x
Google Grants: A programme through
which Google funds charities with in-kind 101.6cm).
advertising up to the value of $10,000 USD
Qualitative data: Data that describes
a month.
qualities or characteristics, e.g. complaints
or comments about service or cleanliness.
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Quantitative data: Data that defines a
specific quantity, amount or range, e.g.
100 tickets sold.
Reach: In social media, the measure of
how many users are shown a post.
Readograph: A backlit sign on which
you can place moveable letters to spell
out messages.
Rich snippets: Additional data tags that
help search engines better understand
what is on the page.
Search advertising: Also known as paid
search advertising, Google advertising,
and search engine marketing. A
marketing technique that places online
advertisements in search engine
results.
Search Engine Optimisation (SEO): The
process of improving your website
to increase its visibility for relevant
searches.
Screen readers: Technology that
helps people with visual impairments
to access and interact with digital
content, like websites or applications,
via audio or touch.
Style guidelines: A set of guidelines
referencing tone of voice, grammar
and formatting.

Sponsorship agreement: A contract
between an organisation and a sponsor.
Subscribers: Someone who subscribes to a
product, service, or organisation.
Subtitles: Words added to the bottom of a
video clip, film or TV show to explain what
is being said, typically used for foreign
language translation.
Overhead: Refers to the ongoing costs to
operate a business but excludes the direct
costs associated with creating a product
or service.
URL (uniform resource locator): A website
address.
Usability testing: To assess whether your
website is simple to use and if it is easy for
visitors to find what they want.
User-centred design: Design that
prioritises the user experience.
Vox pops: Informal interviews with people
to get their opinions, usually taken in
public places, for example at events.
Website pop-up: Small windows that ‘pop
up’ over the top of web pages in your
internet browser to promote a marketing
message.
Zine: A small, independently produced
magazine or booklet on a particular
subject.

Links to other guides
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