STRATEGIC MEDIA ACQUISITION

In a world where audiences pay to skip commercials, the most successful brands don't buy ad
space... They buy the content itself.

Becoming a Producer or EP (Executive Producer) isn't just about a name on a screen; it's about
acquiring high-leverage assets that pay dividends in authority, content, and brand equity.

. MARKETING 3-PHASE PLAN

The greatest risk in independent film isn't production, it’s obscurity. Every year, thousands of
high-quality films are produced and subsequently "die" because the creators spent 100% of
their capital on the screen and 0% on the audience.

Phase 1: The "Shock" Infiltration (Paid Ads)
Budget: $5,000
Goal: High-intensity initial awareness.

Strategy: Run highly targeted TikTok and YouTube ads focusing on the "Revenge thriller" and
“high intensity action” hook.

By using that initial $5,000 specifically for In-Feed Discovery Ads and TikTok Spark Ads, we
are essentially "pre-heating" the video. When the organic fans (from Discord or the reaction
pages) arrive later, they aren't seeing a "struggling indie"; they are seeing a "trending hit."

Phase 2: The "Critical Mass" (RT Reviewers & Reactions)
Budget: $10,000
Goal: Social proof and algorithmic lift.

Strategy: Partner with 2-3 Rotten Tomatoes-verified critics (specifically those with a history of
reviewing indies/thrillers) and three high-engagement "Reaction" YouTube/TikTok channels.

Reviewers provide the "prestige" needed for the film's poster, while reaction pages provide
the "viral" potential.

Phase 3: The "Social Proof" Loop (Reposting & Amplification)
Budget: $5,000
Goal: Maximizing the "Echo Chamber" effect.

Strategy: Take the best clips from Phase 2 (the shocked faces of reactors, the 5-star quotes
from RT critics) and run them as Spark Ads or Boosted Posts. When a popular reactor watches
your trailer and "loses it," their audience views the movie as a must-see event, not an ad.



Projections: 2-Year Visibility & Community

2.3M + Impressions
675k + Full Views
10k + Discord Fans

Il. STRATEGIC PRODUCT PLACEMENT CASE STUDIES

The following examples demonstrate how creative integration outperforms traditional advertising by
creating long-term brand equity and immediate sales spikes.

e BMW & Goldeneye: BMW invested $3 million for the debut of the Z3 model. The placement
resulted in 9,000 orders within the first month—an estimated $240 million in revenue from a
single film appearance.

e Heineken & Skyfall: Heineken paid approximately $45 million for an organic integration where
James Bond orders the beer on screen. This partnership included cross-promotional rights and
significantly boosted global brand awareness. Heineken saw a 5.3% increase in sales volume
across there global footprint which translated to an estimated $1.25 billion in added revenue.

e Ray-Ban & Risky Business | Top Gun: After the "Wayfarer" model appeared in Risky Business,
sales jumped from 18,000 to 360,000 units annually. A subsequent appearance in Top Gun
boosted "Aviator" sales by 40%.

Recall & Sentiment: Viewers are 88% more likely to remember a product placement than a
traditional 30-second ad.

Conversion Power: 57% of consumers who search for a product after seeing it in a film follow
through with a purchase.

Organic Search Impact: Strategic placements have been shown to increase brand search rates by
as much as 270% following a film’s release.

Product placement has evolved into a global market worth over $32 billion as of 2025, consistently
outperforming traditional advertising. By leveraging the "halo effect,” a local business doesn't just gain
views; it inherits the connection audiences have with the film's characters and story.

lll. THE LEGACY CLAUSE

What do you think when you look at a Van Gogh painting in your favorite museum or read a book
written hundreds of years ago? Art is surely a way to leave something behind. Your name can remain
known even when the generations pass, and this is one of the most beautiful yet controversial
reasons to become a producer and be apart of creating a film that can last several life times.

"Everything I've done, I've done with the idea that it's going to be there forever. You're not just making
a movie; you're making a piece of history."

- Francis Ford Coppola



