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 Project Definition
 Project Analysis
 Definition of the target group
 Positioning
 Conclusions and Recommendations
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 What is the Logline?
 What is the genre of the movie?
 What is the short summary of the story?
 What type of script is available?
 Who is the author?
 What is the emotional main theme?
 What is the basic plot?

Vorführender
Präsentationsnotizen
A priority of a marketing strategy is to provide a short description of the synopsis, staff/cast, status, planning and financing of the movie which helps to get a quick overview and is crucial for a better orientation of the project. 
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 What kind of message does the title 
transmit/deliver?

 Who is envisaged for important positions like 
direction, camera, production, and who is 
already committed?

 Who is envisaged for important roles and who 
has already signed a commitment?

 Is there already an agreement with financing-, 
coproduction- or other partners?

Vorführender
Präsentationsnotizen
For the determination of the genre and accordingly the assessment of the content of the project, it is also possible to revert to an external lectorship. The lectorship gives information and first projections to the emotional main theme and to market affinity of the project. 
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 What is the market share of movies in the targeted 
territory in total? 

 What is the share of movies which compete in the 
same segment of a project?

 How does the national and international market 
situation look alike in regard to the concerning 
project?

 What kind of comparable examples exist for the 
respective project?

Vorführender
Präsentationsnotizen
Data from primary research, as for example surveys conducted especially for the project, analysis of the market and competitors, and data from secondary research as the survey by the national filmboards for example, Market-Media studies, Data from the trend and future research and releases of film marketing provide the basis for such a project analysis.
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 What is the profile of the produces in regards to 
the respective project? Does he have experiences 
with the genre, staff, cast, co-producers etc.?

Short summary
 SWOT (Strenght-Weakness-Opportunities-Risks) 

analysis in respect to the results from the market 
evaluation

Vorführender
Präsentationsnotizen
Data from primary research, as for example surveys conducted especially for the project, analysis of the market and competitors, and data from secondary research as the survey by the FFA, Market-Media studies, Data from the trend and future research and releases of film marketing provide the basis for such a project analysis.
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 To which group of society does the target group 
belong in respect to the SWOT analysis?

 What are the significant characteristics of the 
main target group related to preferences, age, 
sex and social environment?

 What kind of other groups could be approached 
by the main target group as multiplier?

Vorführender
Präsentationsnotizen
Basically, the target group is determined quantitatively, meaning in relation to its percentaged share of the population. Respectively, socio-demographic aspects are distinguished as for example the age, education, income and psychographic aspects as social belonging, leisure and consumption spending. The definition of a target group is important in order to address the theme to the media, leisure and consumption preferences of the audience and to raise their attention towards the movie. The results of such an analysis have a great value in the phase of project development not only for the producer but above all for potential partners as support for decision making.
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 How large is the percentual share of the 
identified group in relation to the total 
population?

 What is the number of expected spectators?

Short summary: 
 What is the main target group’s profile?



© PRIMEHOUSE  GmbH, Berlin, 2010

 What is the outstanding characteristic of the 
project to be accentuated?

 What does the movie offer to the target group?
 Why is the movie of special interest to the 

target group?

Vorführender
Präsentationsnotizen
It is not only the content, cast or staff but especially the special interest of certain groups in the topic or the message, which determine the successful marketing and positioning of a movie. In order to raise interest of the target group already before the release, general public attention for the movie needs to be raised. This is only realized, if a main or leading theme is communicated strategically, so the respective target group can identify it easily. In this regard, the title of the movie plays an important role.
As distributors have stated, 20% of the potential spectators decide only when arriving in the theatres which movie to choose, according to posters and titles. Hence, the title should evoke an idea of the movie’s theme. Positioning can be regarded as a modified definition of the project with the incorporation of the results from the market analysis and the defined target group. The aim of good positioning is to adjust weaknesses and to avoid as much risk as possible. The strengths should be employed optimally, in order to increase positive chances. In particular cases, the results from Modules II and III (Market analyses and definition of target group) can lead to a new positioning of the projects or even to a polishing of the script. 
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 Are there parts of the project definition, which 
need to be modified?

Short Summary:
 What is the message for the target group?
 By whom/what is this message communicated?

Vorführender
Präsentationsnotizen
It is not only the content, cast or staff but especially the special interest of certain groups in the topic or the message, which determine the successful marketing and positioning of a movie. In order to raise interest of the target group already before the release, general public attention for the movie needs to be raised. This is only realized, if a main or leading theme is communicated strategically, so the respective target group can identify it easily. In this regard, the title of the movie plays an important role.
As distributors have stated, 20% of the potential spectators decide only when arriving in the theatres which movie to choose, according to posters and titles. Hence, the title should evoke an idea of the movie’s theme. Positioning can be regarded as a modified definition of the project with the incorporation of the results from the market analysis and the defined target group. The aim of good positioning is to adjust weaknesses and to avoid as much risk as possible. The strengths should be employed optimally, in order to increase positive chances. In particular cases, the results from Modules II and III (Market analyses and definition of target group) can lead to a new positioning of the projects or even to a polishing of the script. 
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 What is the market share of movies in the 
targeted market(s)?

 What is the share of the movies which can be 
identified as belonging to the same segment?

 What is the profile of the target group?
 What is the number of expected spectators?

Vorführender
Präsentationsnotizen
This module summarizes the different messages of the previous Modules and formulates the main ideas for the project marketing. It concerns especially the interpretation of the results which were determined in respect to successful presentations to potential partners. Hence, it is crucial to have a realistic and positive prognosis of the project. 
In order to win financiers, co-producers, sponsoring, and cooperation partners, a marketing concept needs to be developed, which determines who is working directly or indirectly with the specific theme of the movie. 
These can be foundations, associations, collectives, media, private entrepreneurs and others. 
The aim of cooperation is to establish a connection between a medium, enterprise respectively, and the movie or/and attitude towards life of the target group by support, cooperation of sponsoring. Hence a mutually beneficial marketing effect must be guaranteed: the medium, enterprise respectively, can address its target group and the target group’s attention to the movie is enhanced by activities supported by the cooperation partner.
Respectively, possibilities for Cross-promotion should be explored. Cross-promotions of the possibility of alternative financing and should be planned already in the phase of script development, so the partner can be involved sensibly in respect to the content. Cross promotions exist with media partnerships or partnerships with enterprises or in combination of the two. 
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 How is the positioning to be defined in relation 
to its market chances?

 What is the potential of insights by market 
analysis and positioning for the gain of 
marketing, licensing and financing partners?

Vorführender
Präsentationsnotizen
This module summarizes the different messages of the previous Modules and formulates the main ideas for the project marketing. It concerns especially the interpretation of the results which were determined in respect to successful presentations to potential partners. Hence, it is crucial to have a realistic and positive prognosis of the project. 
In order to win financiers, co-producers, sponsoring, and cooperation partners, a marketing concept needs to be developed, which determines who is working directly or indirectly with the specific theme of the movie. 
These can be foundations, associations, collectives, media, private entrepreneurs and others. 
The aim of cooperation is to establish a connection between a medium, enterprise respectively, and the movie or/and attitude towards life of the target group by support, cooperation of sponsoring. Hence a mutually beneficial marketing effect must be guaranteed: the medium, enterprise respectively, can address its target group and the target group’s attention to the movie is enhanced by activities supported by the cooperation partner.
Respectively, possibilities for Cross-promotion should be explored. Cross-promotions of the possibility of alternative financing and should be planned already in the phase of script development, so the partner can be involved sensibly in respect to the content. Cross promotions exist with media partnerships or partnerships with enterprises or in combination of the two. 
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