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Introduction
Born in 2009, and run by 5 likeminded volunteers with a passion 

for f ilm, the Newcastle Community Cinema is a non-prof it making 

organisation with one aim - to bring great movies, new and old, familiar 

and less-so, to the people of Newcastle and its surrounding region.

Since the gala opening screening of “The Shining” back in Halloween 

of 2009, to an Annesley Hall bursting with 170 guests, The Cinema 

has endeavoured to provide a wide range of f ilms on a monthly basis, 

catering for all tastes in a relaxed, informal atmosphere. Boasting a 

well-stocked bar, and a traditional popcorn machine at every show, 

NCC is a welcome alternative to the multiplex way of enjoying f ilms, 

and puts the old fashioned excitement back into “Saturday Night at 

the Movies”!

With many exciting event movies and special screenings planned for 

the next 12 months, if you love f ilm, you’ll love NCC!

 Marketing
When dealing with a small community cinema such as ours, that 

exists on such a small scale, it cannot survive purely on the support 

of the friends and families. It became clear to us very early on 

that our marketing and publicity strategies had to be just right to 

get the desired response from the community at large, otherwise 

the existence of our cinema was to be a very short one. Luckily, 

our Chairman is from a design background, so after only a handful 

of consultations a stylish, distinctive brand and logo for NCC was 

born, and our uphill mission to spread the word about ourselves 

could begin in earnest.

An initial plan was introduced where we broke down our marketing 

into key areas, covering such topics as printed media, (our posters, 

f lyers, banners etc, both generic and f ilm specif ic) and social media/

online - exactly what approach we were going to take - on a show 

by show basis- to ensure we hit as many potential customers as 

possible. Our poster campaigns have always been talking points 

around the community. Once our annual programme has been 

agreed, the design savvy amongst us go to work on creating the 

most vibrant, innovative artwork they can muster. Rather than 

using the usual available graphics for a f ilm, we tend to look 

for other iconic visual aspects that we can include, and as such 

design something that grabs the attention, is unusual, striking, and 

absolutely original, and have become collectible in their own right 

with some members of our audience.

 A “guerilla” approach has always been adopted in terms of how we 

market a f ilm - we look to leave no empty spaces and approach all 

businesses in and out of town to include our posters and f lyers on 

their premises. As we are a non profit organisation, clearly doing 

something worthwhile to the community in our own free time, 

most people we approach are more than happy to have a poster in 

their window, or some f lyers sitting on their counter. It is always our 

goal to be working up to 3 months ahead of ourselves in terms of 

our promotional materials - we screen one or two times a month, 

so it is a constant mission to be up to date with the concepts, 

designs and actual printing of each f ilms f lyers,banners etc.

Visually, we strive to be always doing something different from 

the norm - a good example of this is our Polaroid style f lyers 

for a screening of Memento, that were strategically positioned 

in amusing locations around town a couple of weeks before the 

screening - we nearly got into the local press for that one! We 

work extremely closely with our printing company, who constantly 

provide us with exciting, sharp looking promotional kit - it makes 

all the difference in getting people to stop, read, and hopefully think 

“we’ll go to that.”

The local media do in fact play a large role in our publicity on 

a regular basis, both printed and online. We always submit 

information to the regions main publications, such as the Mourne 

Observer and Mourne Magazine, and we do receive additional 

coverage if the cinema is involved with a community project, 

festival or a screening outside of Newcastle.

Other non Newcastle media has now heard of NCC, and our 

programme details and opinions on previous screenings have 

appeared in titles as diverse as The Big List (Belfast’s main weekly 

entertainment freesheet) ,Alternative Ulster and even the Belfast 

Telegraph. Wherever possible, we look to offer competitions to 

these titles, offering up free tickets in return for any extra editorial 

they can include about us.  Blogs, such as Newcastle Rocks, helps 

boost our profile online too, opining about our activities to their 

readers, and linking back to our website. Even local radio station 

Downtown FM has featured NCC  in its entertainment news slots. 

Northern Ireland is a small country, and there aren’t that many 

community cinemas around, so we endeavour to be as tenacious 

as possible in getting our name out there, to consolidate the 

local interest we are generating, along with getting our cinematic 

services noticed by the wider population. We have also established 

links with a few accommodation providers within our town.

Which neatly brings us to what we humbly believe is one of 

our f inest achievements to date, and an invaluable tool in 
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our ongoing marketing and publicity campaign. Our website, 

www.newcastlecinema.org, went live 18 months ago, and was 

professionally designed for us by a digital agency, who had taken 

a shine to our endeavours to get cinema back into Newcastle. 

After several meetings about what could be done with a site, and 

what info was needed from www.newcastlecinema.org was fully 

conceived and designed, and unleashed on an unsuspecting public. 

It provides a full profile of who we are and everything we have 

done, right up to the next 3 months screenings, and we are just so 

proud of it. With a Paypal facility in place, customers can now order 

tickets online and enjoy a 10% discount, which is becoming a more 

and more popular option for our regulars recently. The site works 

wonderfully as a professional looking online marketing tool for us , 

a, dare we say it, slick digital representation of us, that almost belies 

our somewhat meek origins. We are very grateful to the team that 

undertook the challenge to make us look great on the internet.

In terms of raising publicity outside of our programme, we 

have made it a necessity to get ourselves involved with other 

local organisations, that benefit the region and its residents in 

whatever way - that is why we wanted to call ourselves Newcastle 

Community Cinema. And in a community as small as ours, it can 

only be beneficial to forge as many of these partnerships as is 

appropriate. For instance, we have a long standing relationship 

with the Newcastle Lions, a friendship that began when the Lions 

approached us to host a “Dinner & A Movie” evening for them, a 

night out for members of the community who may be too old or 

inf irm to get out very often. We organised local caterers, a special 

seating plan, candlelight and wine, and a screening of Some Like 

It Hot.  It proved to be an emotionally rewarding evening, and 

we were delighted to have done something really beneficial for 

our fellow Newcastle residents, while also proving something to 

ourselves - that we were a viable, important local resource.  In 

terms of publicity for us, we were now a name on many more lips 

than before, because we were involving ourselves in worthy causes.

While the core programme we offer throughout the year is 

always heavily marketed, it is the scoop f ilms we land, the NI or 

all-Ireland premieres that we go to town on, to show the people 

sitting on the fence that we are casting the net signif icantly further 

than just a basic programme of well known, “safe” movies.  One 

particular coup was born of a Twitter conversation with the LA 

based f ilm writer Ryan Levin. Twitter has become another valuable 

tool for us to market ourselves, by following all the relevant f ilm 

based organisations and festivals, as well as introducing us to the 

likes of Ryan. Ryan had originally been a TV writer for hit medical 

sitcom Scrubs, but through chatting with him it emerged he had 

completed his f irst feature f ilm, a horror comedy exec produced by 

no less than John Landis,  subtly titled Some Guy Who Kills People. 

After several tweets, Ryan graciously allowed us to premiere his 

new film, its’ f irst showing in the UK. Not only that, he even sent 

us a to-camera introduction to his f ilm, specially recorded for us.  

This caused a few waves for us locally and further af ield, and again 

served to market NCC as a cinema that can land exclusives and 

premieres.

In these days of social networking, facilities such as Facebook 

and Twitter are fantastic ways for a small organisation such as 

a community cinema, to make a big impression online. Our 

Facebook and Twitter pages are in constant use, both as a means 

for promoting individual screenings, delivering news, competitions, 

but most importantly as an interactive platform to liaise directly 

with our potential customer base. It’s here that debates get 

started about all elements of our cinema, from the programme to 

new locations for screenings and so on. And it is also this online 

presence which allows us access to people we just could not have 

reached before - the likes of f ilmmakers and writers such as Kate 

Spicer the producer of Mission To Lars which we recently gave 

an NI premiere to, or Ryan Levin, the LA based writer of Some 

Guy...as mentioned above. These new associations mean we are 

broadening the spectrum of what we can show, and providing 

a platform for the creators to show their work to people who 

otherwise may not have heard about it. As a marketing tool, once 

more, it’s extremely effective, and more importantly, free.

Cost looms over every decision we make with regards to our 

publicity campaigns, so the link-ups we make locally and further 

af ield benefit our coffers hugely, by reducing marketing costs 

- sometimes by as much as 50%. By assisting the f ledgeling 

Downpatrick Cinema Club, a collective of similarly minded 

cinephiles like us, based in a neighbouring town, we were able to 

advise them how to get started, while at the same time spreading 

the word and demonstrating to them what we do.  This meant 

that they began attending all our shows with their peers, and so it 

snowballs from there - as I said before,  NI is a very small country, 

and word-of-mouth is invaluable to any organisation.

In the last 6 months we have managed to get ourselves the 

technical set up to switch between 2 discs when screening, and we 

are putting this to work for us by pre-empting our main f ilm with 

a couple of trailers for future presentations and also 10 second 

sponsored ads from local businesses - again a few more pounds in 

the coffers for us, whilst consolidating our position  as a legitimate 

business. Obviously each f ilm we show tends to target different 

demographics, so in turn we approach the businesses that would 

benefit the most from targeting that particular audience - this 

seems to be proving very effective. Our monthly newsletter which 

Marketing & Publicity
Newcastle Community Cinema



is sent out online is also sponsored, with new businesses getting in 

touch to have their name, logo and information appearing in the 

top and bottom straps.

More recently as proof that we are beginning to succeed in making 

a name for ourselves, we completed a 3 night f ilm festival in Belfast 

city centre. A completely self contained and self operated pop up 

cinema screening 2 Irish premieres and one cult classic in a open 

air car park space in Belfast’s trendy Cathedral Quarter. Through 

an association with the nearest pub’s landlord, and his contacts 

to various breweries, we hosted the f irst ever Blue Moon Film 

Festival in association with Blue Moon beer of Colorado (and over 

the weekend of an actual lunar blue moon, no less!). A challenging 

but extremely rewarding programme of events over 3 nights with 

various short f ilms, bespoke Youtube intros recorded especially 

for us from the 2 f ilms writer and producers, and free popcorn 

for all! As a new publicity and marketing event it has proven to be 

unsurpassable, as we had between 75 and 100 in each evening, the 

majority of which hadn’t heard of us before, but hopefully went 

home eager to f ind out more. Hard work though they are, we 

all agree that these events are the best for us, in terms of getting 

people to sit up and take notice.

So, hopefully this overview of the type of marketing and publicity 

we use proves that NCC are moving with the times. Our online 

presence is strengthening almost every day, and our printed media 

from our own (somewhat tongue in cheek) business cards through 

to printed t shir ts and beyond, is also adding a vibrant kudos tour 

brand both on our doorstep here in Newcastle Co Down, and also 

further af ield as well. Without diverse and eye catching marketing 

marketing, we would not survive, so it is a daily challenge to keep 

the NCC brand in people’s minds when they think of cinema in 

Norther Ireland..
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