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Introduction 
The aim of this document is to offer guidance, insight and suggestions to help strengthen your 
marketing moving forward.  
 
As a cinema, we know your target audience varies and it can be challenging to communicate to 
all the people you want to, in the right way, through the right channels. We also know that many 
of you are time poor, trying to wear lots of different hats all at once. These suggestions should 
offer you some support, key areas to focus on and some industry insight. 
 
The document will cover: 
 
PR 

• Types of media 

• How to write a press release 

• Media relations 

 

Social media 

• Twitter 

• Facebook 

• Instagram 

 

Email marketing 

• Objectives 

• Considerations 

• Template 

• Images 

• Content 

• Calls to actions 

• Links 

• Footer 
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PR 
Types of media 
For local cinemas, where you need to talk directly with the people in your local area, local 
papers, local radio stations and local magazines will be the best types of traditional media to 
target. This does not discount the value of social media and influencer outreach but this 
document will cover that later.  
 
While print readership of regional newspapers is in decline there is still a valuable audience that 
does rely on the weekly paper for their news and information. Depending what your target 
demographic is, you shouldn’t discount the power of local papers.  
 
Although more and more people are moving online to look at cinema listings, promoting special 
screenings, exclusive events and any offers are good content for these types of media. If you’re 
undergoing renovation or fundraising for something specific, local media will be interested from 
a business perspective, looking at how people are investing in the local area.  
 
The best way to share your news with the local media is to write a press release, offering key 
information, opportunities for interview and some pictures to bring the story to life! 
 

How to write a press release 
The best way to inform the media about your news or event is via a press release. A well-written 
release about a decent piece of news stands a good chance of gaining a journalist’s attention. 
 
Style & Content 
 
There are two golden rules: 
 

1. Keep It Short & Simple (KISS) 
 

2. The five Ws 
 

o What   is happening? 
o Why   is it happening? 
o Who   is doing it? 
o Where                is it? 
o When  is it? 

 
Your first paragraph must make the news editor sit up and take note - otherwise your press 
release will hit the bin within seconds.   
 
Editors also cut from the bottom up, so all the important information (i.e: the five Ws) should be 
at the top.  
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Sentences should be short and snappy. As a guideline, aim for a maximum of 25 words per 
sentence. Keep descriptive words to an absolute minimum – press releases are not the place 
for flowery prose!  Try to avoid complex sentence structures and language.  For example, use 
took part instead of participated. We’d also recommend writing in the active voice so your 
readers and in the first instance, a journalist will be engaged with your story. 
 
While it’s tempting to include lots of descriptive language and make the tone of voice personal, 
remember that journalists only ever want the facts and figures. It’s their job to carve the story 
out of the release and make it their own! 
 
Add interest with an appropriate quote from a relevant person, preferably the organiser, special 
guest or person in charge.  It should be written in this format: 
 
Victoria Archer, Senior Account Manager at Cobb PR, said: “A quote can really help bring your 
release to life.” 
 
Length – aim for one side of A4 or the equivalent.  Be as economical with words as possible.  
 
Other information to include 
 
Date of issue 
Always, always date your release!  This should be the date you issue it.  Journalists get literally 
hundreds of releases every day and will not waste time looking at one that could be a week, 
month or even a year old.   
 
Contact number 
Ensure the journalist has every opportunity of getting hold of you. Include your office number 
and any mobile number. If there's a second person who can deal with media enquiries, so much 
the better. The difference between your release being used and ending in the bin could be as 
simple as nobody answering the phone or responding to an email.  
 
Note to News Editors  
This is for important background information that you don’t necessarily want to put in the main 
release.  For example: 
 
Photo opportunity - You may want to invite the paper to come and take a picture at an event.  
You should include details of when and where it is and what they will be photographing. 
 
If you’re submitting a photo alongside the release you want this to be eye-catching, clear and 
available in portrait or landscape for the editor. There’s nothing worse than seeing a horizontal 
picture with five people suited and booted in a line. Try and tell the story with the picture, and 
include any branding in the background as appropriate. 
 
Interview opportunity - If you have somebody available for interview, include their details at the 
bottom of your release.  Local radio stations will be far more likely to run your story if they can 
interview somebody about it. 
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Sending your release 
 
Email    
You can get an email address by phoning up the paper or radio station and asking for an 
address for the news desk or newsroom (broadcast) or simply asking who you should send 
editorial to. If you can find out who writes the arts section, even better, journalists will be more 
inclined to read your release if you’ve done your homework and have sent it to the right person.  
 
If you’re struggling to find the best person to contact, feel free to get in touch with Victoria at 
Cobb PR by emailing victoria@cobbpr.com.    
 
Your release should be pasted into the body of the email and you should ensure your subject 
line is clear and compelling.  This way, the journalist can see instantly what you have to say. 
Emails that have no title or worse, come as an attachment are likely to be deleted instead of 
read. For example, you could say ‘Award-winning film director comes to Oxford’ rather than 
‘Local cinema holds event’. 
 
It’s best to keep the font of the press release as Arial 12 as it’s not only easy to read but is 
easily distinguishable against the copy in your email body. 
 
You should include a short introduction note, telling the journalist what the release is about and 
alerting them to a picture (if you’ve attached one) but most important are your contact details, 
which you can put either at the top or at the end of your release. 
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Please see an example of a good press release below. It’s clear, concise and keeps all the key 
information at the top of the release. There are also two quotes that help bring the piece to life. 
 
Date of release: 14 March 2017 
 

Meads councillors support Eastbourne Volunteers 
 

A new community hub has been supported by Meads Ward councillors and the Devolved 
Budget. 
 
Eastbourne Volunteers helps people looking for volunteering opportunities. Based in The 
Labyrinth, Mark Lane, they produce a weekly list of vacancies, as well as a monthly newspaper. 
 
Councillors Kathy Ballard, Robert Smart and Barry Taylor agreed to give them a grant of £1,900 
to fund items such as signage and noticeboards, cleaning equipment, a ramp for wheelchair 
access, insurance and a first aid kit.  
 
Helen Burton, Founder and Chair of Eastbourne Volunteers, said: “It was fantastic to have the 
support from the borough councillors as it enabled us to set up the office. We’re a community 
resource in the heart of the town centre and a real hub for people who want to come and find out 
community information.  
 
“The aim is to document every club, group or organisation in the town, as well as promoting 
volunteering opportunities available. Volunteering is an important way of reducing social isolation 
and we hope to put lots of information online, although people are welcome to pop into the hub 
too,” Helen added.  
 
Cllr Ballard said: “We were delighted to contribute to this excellent concept of a volunteer hub. 
We provided some essential items and equipment from the Devolved Budget and are very much 
in support of Eastbourne Volunteers.” 
 
The office is open between 10am-1pm Monday to Friday, with a coffee morning every Friday 
between 10am-12pm. For more information, contact 01323 381811, visit 
www.eastbournevolunteers.co.uk or email eastbournevolunteers@gmail.com. 
 
Other items the Meads Councillors have funded recently include £4,000 towards lighting in trees 
at the top end of Terminus Road to boost the evening economy, and £3,000 to plant two trees 
and a commemorative plaque to Molly and Dolly Sedgewick in Helen Gardens. The ladies were 
war time parachutists and lived their later years in Eastbourne. Friends of Meads Parks and 
Gardens made the request. 

ENDS 
 

Notes to editors: 
For more information or to arrange an interview with Cllr Ballard, please contact Victoria Archer 
at Cobb PR on 01273 021988 or email victoria@cobbpr.com.  
 
About 
For more information about the Devolved Budget, please visit 
http://www.eastbourne.gov.uk/about-the-council/councillors-and-committees/devolved-ward-
budgets/  
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Please see an example of a press release below that we wouldn’t be happy to send out. You’ll 
see we’ve hidden the name of the organisation but while the story is interesting and the event 
they’re promoting has some interesting speakers, the key information is at the bottom of the 
release. The other problem with this release is that it doesn’t tell you when the event is and 
there’s no clear call to action. It doesn’t have a date of issue either, so the journalist won’t know 
whether this is a new release or an old one that’s been re-sent. The opening background is 
interesting but it would have been better to include this in a ‘notes to editors’ section as 
background information.  
 

Wild World of Rhinos – Their Moment of Truth 

Drought driven tensions in Kenya between semi-nomadic pastoralists, conservations and 
landowners recently resulted in severe pressure on the biodiverse Laikipia landscape. In a 
desperate search for pastures and water, parts of the landscape were deluged with thousands 
of head of cattle, displacing wildlife and throwing years of cooperative livestock/wildlife 
conservation programmes into some disarray.   
 
The future for the rhino, elephant and other endangered wildlife in Africa now hangs in the 
balance.  Whatever precipitated the recent tensions - the unfettered increase in livestock, the 
current drought, political incitement – it is clear that human population growth is creating more 
and more pressure on land and wildlife habitat with potentially dire consequences for wildlife 
right across the continent.  
 
Ol Pejeta Conservancy in Kenya is the model for change. It is home to the largest black rhino 
population in East Africa and sanctuary for the world’s last three northern white rhino. Good 
management, communication and strong community relationships has helped Ol Pejeta weather 
the storm. Apart from operating a technologically sophisticated security system to ensure the 
safety of wildlife, they have also proved that an integrated system of wildlife and livestock 
grazing brings community and conservation closer together, while also benefiting the 
grasslands and landscape too. In defense of their livelihoods, community involvement becomes 
a forceful deterrent. 
 
Richard Vigne, CEO of Ol Pejeta, is joined by BBC TV presenters, Simon King OBE (BBC Planet 
Earth, Big Cat Diary, Springwatch) and Giles Clark, (BBC Ingenious Animals) at the Royal 
Institution on 23 March 2017 to explain the dilemma for conservationists and the right path to 
saving wildlife species.  
 
Book now! Tickets from £25 are on sale at Wild World of Rhinos 
More information can be found at www.helpingrhinos.org 

 
… Ends… 
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Media relations 
Building relationships with the media is key to getting your news published and should not rely 
on whether or not you are currently paying for advertising. 
 
Before you approach a journalist make sure you know what they cover, do your research, read 
the paper and see if you can ascertain what their interests are. For example, if you keep sending 
releases about the cinema to the editor, the chances are that they’re busy and probably won’t 
pass your release on to the right person. If you find out who the Arts Editor is, or who covers 
subjects like that, you’ll stand a much better chance at gaining their attention.  
 
While it seems obvious to say, people buy people so the more opportunities you get to meet the 
journalist the more they’re going to be invested in your story and understand why you’re talking 
to them.  
 
If you’ve got an event coming up, the best way to get to meet them is to invite them to it as your 
guest, let them bring a friend and the chances of them turning up are that little bit higher.  
 
If they do come along, don’t bombard them with all the news you’ve got but simply introduce 
yourself, have a conversation and let them enjoy their evening. The next day you could follow 
this up with an email to say thanks for coming, enhancing this relationship. Chances are, the 
next time you send them an email, they’re likely to open it because they can put a face to the 
name! 
 
Don’t be disheartened if they don’t come to the first thing you invite them to. These things take 
time so invite them to something in the future! 
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Social media 
With social media, the clue is in the name – it’s about being social. These platforms are the 
places to build communities and develop relationships with existing and potential customers.  
 
When creating content, it’s important to remember the 80/20 rule – talk about other topics that 
are relevant to your brand and your audience 80% of the time, and then your audience won’t 
mind you talking about yourself the other 20% of the time. @battersea_arts do this particularly 
well and while you need to find your own voice for your social channels, it’s a great example of 
a good mix of content. They capitalise on stories relevant to their sector, while cross-promoting 
other events and sharing their own events. 
 
Before you start, make sure you’re clear on: 
 
Your tone of voice – Who would your brand be if they were a person? How would they talk? 
How would they not talk? What makes you distinctive?  
Your values – What does your brand stand for? What’s important to you? 
Your audience – Who are they? What are they interested in? What do they care about? What 
platforms do they use?  
Your interests – What topics are relevant to your brand? What topics should you steer clear of? 
 
You will find it useful to plan as much content as possible in advance. The most effective way to 
do this is to put together a content calendar with national events and holidays, key business 
dates and seasonal themes. We recommend planning six months at a time. 
 
Example content calendar 
 January February March April May June 
Dates New Year Valentine’s 

Day 
Mother’s Day 
St Patrick’s 
Day 

Easter 
St George’s 
Day 

Start of 
summer 

Glastonbury 
Festival 

Events Press event Film launch Renovation Fundraising Fundraising Film launch 
Facebook Films we’re 

excited about 
this year 
Promote event 

Romantic film 
suggestions 
Film trailer 
Launch event 

Mother’s Day 
competition 
Renovation 
update 

Renovation 
update 
Fundraising 
event 

Fundraising 
Summer film 
event 

Launch event 
Film trailer 

Twitter New year film 
resolutions 
Live tweet 
event 

Valentine’s 
competition 
Film launch 
Twitter Q&A 

Irish films 
Mother’s Day 
film ideas 

Fundraising 
activity 
English films 

Fundraising 
Summer film 
ideas 
 

Twitter Q&A 
Festival films 
Launch event 

Instagram Photos from 
event 
New year 
giveaway 

Photos from 
launch 
Film preview 
Film trailer 

Photos of 
renovation 
Photos from 
the archive 

Easter egg 
hunt game 
Fundraising 
activity 

Fundraising 
Summer 
activities 

Festival theme 
Launch event 
Film trailer 
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Great examples of social content 
This is a ‘quote retweet’. When you 
click the icon with the two arrows 
to retweet something, you’re given 
the opportunity to write a comment 
on it. This is a good way of 
engaging with other organisations 
and sharing interesting content 
with your audience. 

 
 

This Twitter post is a good example of 
engaging with other organisations while still 
promoting a screening. By tagging 
@HearingDogs in the tweet they’re 
supporting that charity and there’s a good 
chance that Hearing Dogs will retweet the 
tweet, introducing your brand to a whole 
new audience. 
 

 

 
 
 

 

 

This tweet from Secret Cinema perfectly 
encapsulates its brand. The tweet is 
intriguing, contains a link to more 
information and a hashtag that’s used on 
all Twitter content about this event 
 This tweet from Secret Cinema, perfectly encapsulates  
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This Facebook post from Picturehouse is a good 
example of using a specific call to action for a 
targeted group of people. It promotes a blog 
which sends people to the website and it includes 
engaging video content. 

 
 
 
 
 
 
 

 
 
Engagement 
All social platforms operate according to an algorithm, meaning that the more engagement your 
posts get, the more people will see them. People who have engaged with your posts in the past 
are more likely to be shown your future posts. 
 
This means that, when it comes to followers, it’s more important to have quality than quantity – 
people who genuinely care about your brand and what you have to say will engage with your 
posts, whereas if you pay for followers or bribe people to follow you through competitions then 
they are unlikely to engage with you and will substantially reduce the reach of your posts. 
 
Tips for driving engagement 

• Start a conversation – ask your followers questions, start a discussion, encourage them 
to share their own thoughts or content 

• Create quality content – make sure your posts are genuinely interesting and/or useful to 
your followers 

• Be topical – look at what’s happening in the news or what’s trending on different 
networks that’s relevant to your brand and join in the conversation (make sure it’s 
relevant to you, don’t jump on topics for the sake of it) 
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• Engage with others – talk to your followers, other relevant brands and influencers; when 
people comment on your posts or reach out to you, make sure you respond promptly 

• Competitions – giving away prizes through fun, relevant activity is a great way to drive 
engagement and build relationships with your followers; you can also use these to 
encourage them to share photos, reviews, sign up to mailing lists or produce other useful 
outputs (please note that asking people to simply like/follow/share for the chance to win 
is against the terms and conditions of all the major platforms) 

 
Twitter 
 

How often should you post? 
5 – 8 times per day. 
 
What type of content works best? 
Tweets with links and photos. 
 
How should you use hashtags? 
Preferably one, maximum two, per tweet.  
Try to use hashtags that are topical and relevant to your brand to join appropriate conversations 
– monitor what your followers, competitors and relevant influencers are using.  
 
To start your own conversation (for example, a competition, a Q&A or a campaign), check that 
no other brand or organisation is using the hashtag already, make sure it feels natural for 
someone to use it in a conversation (try to make sure it makes sense and isn’t overly branded) 
and make sure it can’t be misinterpreted! 
 
 
 What useful features are there? 
 

• Twitter Moments allows you to follow the most popular topical stories in different 
categories 

• Trends shows you the top hashtags and see what people are talking about 
• Direct Messages enable you to have private conversations with customers, which are 

great for resolving customer service issues (you can change your settings to enable 
anyone to send you a direct message, even if you don’t follow each other) 

• Periscope is Twitter’s live video streaming app 
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Facebook 
How often should you post? 
1 – 2 times per week. 
 
What type of content works best? 
Facebook’s algorithm prioritises video, meaning this will get the most reach, followed by links, 
then photos.  
 

If you’re keen to add video content like film trailers into your activity then keep the clips short 
and sweet. Native video content means content that’s directly uploaded to Facebook instead of 
videos that are linked via YouTube, Magisto, Vimeo or other outside video channels. Native 
video content is far more effective at reaching audiences than linked video because it keeps 
users on Facebook, and is therefore rewarded by the algorithm. 
 
Please find a ‘how to’ link in the ‘useful resources’ section of this document. 
 
 
How should you use hashtags? 
Never. Facebook users do not use hashtags and tend to take a dim view of brands that do!  
The only exception to this is if you’re running a competition or campaign and using a monitoring 
tool to track entries via a hashtag.  
 
 
What useful features are there? 
 

• Use the Shop tab to list any products you have for sale, for example merchandise or 

venues for private hire  

• Use the Services tab to highlight any special services, for example any regular screenings 

or offers you have (mother and baby, two for Tuesday etc.) 

• You can set up Events to encourage followers to sign up and buy tickets (and then serve 

them regular updates to keep them engaged with the event)  

• Facebook Live allows you to live stream video – perfect for special events or interviews 

• You can create an Offer within a Facebook post to tell followers about any discount 

offers 

• You can tag products within Facebook posts to link directly to the relevant page on your 
website 
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Services tab: 
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Shop tab: 
 

 
 
 
 
 
 
 
 
 
 
 
Instagram 
 

How often should you post? 
Once per day. 
 
What type of content works best? 
Images – especially behind-the-scenes or “exclusive” content. You can also post short videos. 
 
How should you use hashtags? 
You can use as many as you like, as long as they are relevant to your post. Take some time to 
research what hashtags your followers, other brands and influencers are using.  
 
To start your own conversation (for example, a competition or a campaign), check that no other 
brand or organisation is using the hashtag already, make sure it feels natural for someone to 
use it in a conversation (try to make sure it makes sense and isn’t overly branded) and make 
sure it can’t be misinterpreted! 
 
If you’re commenting on something topical like Cannes, make sure you tag all relevant tweets 
with the hashtag being used. For example: #Cannes2016 
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Also, if you notice something trending like #TuesdayTrivia make sure to tweet some film trivia 
with the hashtag to join the conversation, and promote your venue in the process. 
	
What useful features are there? 
 

• Boomerang is an app that allows you to create short, looping videos on Instagram 

• Instagram Stories enables you to create a “story” by linking a series of photos together 

• Messages enable you to have private conversations with customers, which are great for 
resolving customer service issues  

• When uploading a photo, choose “select multiple” to combine several photos in one post 

• Instagram has now also enabled live video streaming  
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Email marketing 
Objectives 
What do you want from sending emails? 
First, make sure you’re clear on what it is you want to achieve by sending emails. Is it an 
increase in memberships? An increase in ticket sales? Brand awareness? Tailor your emails 
accordingly and make sure the main content and call to actions support your message. 
 
Considerations 

• Sending frequency 
How often are you aiming to send? Monthly newsletters? Ad-hoc emails? Work these 
into an email calendar and match your sends up to occasions and film releases so you’re 
targeting these events. 
 

• Segmentation 
Who are you sending to? Customers? Prospective customers? You’ll be sending 
different people different messages so work on segmenting your data and content so 
you’re targeting them accordingly with relevant data. 

 
• Content 

Content will feed your email campaigns. Blogs and news articles make excellent 
newsletter content, so ensure these are being produced in-line with your email calendar. 

 

Template 
Your email template should follow the branding on your site. Keep logos, social buttons and 
colour schemes in-line with your site so that your emails are instantly recognisable. Don’t 
overcrowd your email template, you want it to be easy to read and render well on mobile so less 
is more!  
 

Images 
Make sure all images are uniform in size and style, when you use low resolution images or they 
are different sizes, it can look really messy. You only have a matter of seconds to convince your 
subscribers to continue reading and click your email so use visually beautiful images where you 
can.  
 
Content 
Make your copy short and compelling. You’re trying to convince your subscribers to click 
through to your site and continue reading so only include small previews telling the reader why 
they should ‘read more’. 
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Call to actions 
Buttons are a great way to include clickable, eye-catching call to actions so use them where 
you can. Make sure the text of your CTAs are simple to help increase engagement. 
 
Good examples include: 
 

• Find out more 

• Read more here 

• Book your place now! 

• Reserve a seat here 

 

Links 
Social icons: only link to social links that are regularly updated. 
 
Titles and images: link all titles, images and buttons. Subscribers all click different areas of 
emails so you don’t want to miss any click-through actions by not having links behind all images 
and text. 
 
Link destination: ensure all links are set to open in a new page and not in the email window. 
This means that your readers won’t be taken away from the content and are more likely to 
continue reading the email.  
 
Website links: link back to your site where possible so you are sending email traffic onto the 
site to continue browsing – increasing conversions. 
 

Footer 
There are a few legal requirements to follow for your email footer. You need to make sure that 
all emails you send include a working unsubscribe link, we’d always suggest making this visible 
and not hidden so it’s easy for people to unsubscribe easily.  
 
You also need to include a physical business address in the footer of every email sent. We’d 
recommend always including the following in your email footers: 
 

• Physical business address 

• Copyright, year, company name 

• Contact number and email 

• Unsubscribe link 
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Useful resources 
• ICO Marketing advice 

• BFI Community Cinema 

• Film Hub North – Using your database on Facebook 

• Film Hub North – How to get the press on your side  

• Uploading video content to Facebook  

• Adding services to Facebook  

• Facebook advertising support  

• Twitter support for small businesses 
 

Targeting different demographics 
We know that your audience will vary from film to film so we’ve created a list of channels we’d 
recommend using when talking to your different audiences: 
 
16-25 

• Facebook 

• Twitter 

• Instagram  

• Email 

25-50 
• Facebook 

• Programme of events 

• Email  

• Twitter 

50+ 
• Facebook 

• Programme of events 

• Email  

• Direct mail 

• Posters in community centres and libraries 


