F A K E F A M ’ M A R K E T I N G & S O C I A L M E D I A S T R AT E G Y

SOCIAL MEDIA: Follow us @FakeFamMovie

SOCIAL MEDIA: On the front lines of marketing
Because our lead characters in Fake Fam deal with the unfortunate reality that there is no shortage of
destructive relationship advice available on the internet, we see an opportunity to make our movie’s social
media pages a resource that will offer solid, well-grounded perspectives for young adults on how to
appropriately deal with interpersonal struggles - whether those be with a co-worker, parent, sibling, friend, or
signifiant other. In doing so, we hope to create an online community that draws followers well before the film is
released - by offering our target audience a free, valuable resource that they can keep drawing from on a daily
basis.

Possible posts include:
•

Weekly video podcasts that discuss common relational stressors, and how to deal with these in a positive,
relationship-preserving manner.

•

Story-driven sizzle content, such as the audio content found on our website:
https://www.sailfishfeatures.com/banks-llamas-cattle-company

•

Interactive Q&As from our followers.

• Guest visits from trusted resources such as well-reputed counselors, pastors, speakers, and members of our

film’s cast and crew.
• Daily uplifting quotes and re-shares from trusted resources.

SOCIAL MEDIA: On the front lines of marketing

How do we plan to accomplish this?
Certainly such a large social media push will require daily attention. We already have budgeted for a unit
publicist for the duration of production, and we are also considering the benefits of hiring a part-time social
media coordinator throughout preproduction, and again leading up to distribution. In the early stages, we have
the ability to create video content in-house.

We may also utilize:
•

Social media schedulers such as Hootsuite or Later.

• Build followers by inviting guests to speak on our podcast, and encouraging post shares.
• Build followers by reaching into corresponding ministries and inviting interaction.
• Boosting posts.

DISTRIBUTION
Distributors seek films that fit their respective distribution models. Here’s what Fake Fam’ has to offer that we
believe will appeal to distributors as part of a marketing focus:
•

Subject material that supports the creation of additional IP. Fake Fam’ is all about maintaining healthy
interpersonal relationships. We hope to provide online resources - and possibly also print resources - that
genuinely support our audience members in this area of personal growth.

• Great timing.

Social media is currently flooded with personality tests, lists of“10 Ways” to know if a
relationship is toxic, and articles on how to make ones-self heard in a world where it’s ever more difficult to
“stop the scroll”. Young adults have never been hungrier for genuine relationships - and no topic occupies
more of our thoughts and conversations. (i.e. “What does my boss think of me?”; “Is my friend angry after
our last conversation?”; “Will my daughter/son want to spend spring break at home?”; “I’m so upset at [so
and so] that I’m about to give up on him/her.” These åre the types of thoughts and conversations that we
entertain on a daily basis. It’s for this reason that we believe the time is right for a movie like Fake Fam’.

• Great momentum.

By using social media and possibly even creating small group discussion material, we
want to get our audience talking about the issue of relationship health, particularly in the weeks leading up to
Fake Fam’s release.

• Packaging. We recognize the importance of packaging “Fake Fam’” with recognizable names, and we have

a strategy in place to help us bring in the most marketable talent for our project. Our plan is to package in
our director and supporting roles first with talent recognized in faith circles; and then once we are able to
submit a firm offer in writing with solid production dates, we will approach talent who is well-known to a wide
audience base regarding lead roles.

QUADRANT APPEAL

Women > 25

Men > 25

Women < 25

Men < 25

P&A

Our primary goal is to achieve a distribution deal in which at least a portion of our P&A requirements are
covered by our distributor. However, we are also pleased to have early stage P&A conversations open with
companies that specialize in P&A and distribution.
“Fake Fam’” has a 10% contingency fund built into the production budget. Though we know that the
contingency will be available for production use should an unexpected emergency arise on set, our hope is that
this fund will be left untouched throughout production.
Should this best case scenario occur, we will
immediately have a $200K P&A budget available for advertising usage. Depending upon our future distribution
arrangement, this dollar amount either may cover our full P&A raise, or may serve as “first dollars in” to
incentivize future P&A investors.

PAID MARKETING
In addition to the usage of marketing techniques recommended by our distributor, we would like to consider
exploiting paid internet-based marketing outlets such as:
• Paid Instagram Advertising - “Instagram advertising is method of paying to post sponsored content on the

Instagram platform to reach a larger and more targeted audience.” “In March 2017, over 120 million
Instagrammers visited a website, got directions, called, emailed, or direct messaged to learn about a business
based on an Instagram ad. According to Instagram, 60% of people say they discover new products on
the platform, and 75% of Instagrammers take action after being inspired by a post.” - Margot
Whitney, in “The Complete Guide to Advertising on Instagram” at wordstream.com.
• Paid Facebook Advertising - “The Pew Research Center found that between 2015 and 2019, more boomers

(mid 50s to mid 70s) and silents (mid 70s to early 90s) adopted Facebook. Businesses with audiences in those
demographics may get more out of their advertising efforts than in the past. Millennials (mid 20s to late 30s)
and members of Generation X (early 40s to mid 50s) continue to make up a big portion of Facebook users.
Eighty-four percent of millennials use Facebook and 74% of generation Z are on the platform.” - Lindsay
Pietroluongo, in “Facebook Advertising Statistics For 2020 Every Marketer Should Know” at
www.advertisemint.com.
• Paid Youtube Ad Placement - “YouTube has a huge following – indeed it enjoys more than 1.5 million
logged-in monthly users. It is also hard to ignore the fact that the YouTube search engine is second only to
Google when it comes to search use. YouTube ads have an average cost-per-view of $0.010 – $0.030, and
the views that you generate will count towards your overall YouTube viewer count. The average cost of
reaching 100,000 viewers is around $2,000.” - www.influencermarketinghub.com at
https://influencermarketinghub.com/how-much-do-youtube-ads-cost/.

PARTNERS, FRIENDS, and PROMOTERS

We believe in the power of networking, and we are in the process of building relationships with various media
outlets, ministries, and organizations that share our values and our audience base. Among these are:
• The Boundless Show (with Lisa Anderson)
• Treasure Coast Talent Agency
• Liberty University
In addition to networking outside of production, we also hope to strategically fill our cast, crew, and marketing
team with individuals who will become proud promotors of our film and social media movement.

THANK YOU
For more information about how the producers plan to market “Fake Fam’”, please contact Kristen Butler
at contact@sailfishfeatures.com, or (310) 403-7694.

