
BFFS 2013 Awards
Marketing & Publicity







BFFS 2013 Awards 
Marketing & Publicity

Newcastle Community Cinema
Northern Ireland

Introduction 1
Marketing 1-3



Introduction
Newcastle Community Cinema was started by five friends back 

in 2009. A voluntary, non profit making organisation based in Co 

Down, Northern Ireland, NCC, as we are known, was borne out 

of necessity, due to the complete lack of cinematic facilities in 

Newcastle, and has grown from it’s humble roots to become a 

major contributor to a wide variety of local community projects, 

events and organisations. 

Based in the beautiful Annesley Hall overlooking Dundrum 

Bay, NCC specialise in providing the community with a varied 

programme of quality cinematic entertainment, with movies 

for adults and children alike screened every month.  Having 

successfully delivered everything from a 3 day film festival  to a 

sell-out open air drive-in cinema alongside their core programme,  

NCC pride themselves on continually pushing the envelope in 

how film and cinema can play a vital role in our community, with 

themed events,  location-specific screenings and our strong 

relationships with local schools, businesses and other charitable 

and voluntary groups.

Marketing
How we represent ourselves visually to our marketplace has 

always been a paramount concern for the NCC committee. From 

our inception, we have always been looking for an “angle” with 

each screening we deliver - “how can we get more bums on seats 

here” “what will catch the eye, and get someone to think “Wow, 

I must get my ticket for that!”.” This spurs us on each month to 

innovate, and become more and more visually creative and 

arresting, whether with our artwork, our website, or other means 

of publicising our events.

These last 10 months or so have presented us with many new 

quandaries regarding marketing ourselves, and we have been 

forced to make some fairly radical decisions in getting our events 

out there to the masses. The main change has undoubtedly been 

the increased volume of new relationships we have been forging 

with other organisations across the local community - these new 

links with charities, educational establishments, even the district 

council, all come with the bonus that their members are introduced 

to NCC and the work we do, where previously they may not have 

known of our existence. We have no doubt that, as a result of a 

fundraising or event screening with these bodies, a large number of 

our new audience has been introduced to us - through attending 

the event we were working on for them, and them having a great 

time. This is invaluable to us, a surprising but most welcome by-

product of our work in the community, that, to be honest, we 

hadn’t seen coming. Inevitably, the memberships of these groups 

are grateful to NCC for our endeavours on their behalf, but 

if this was just mutual support for the sake of it, it could have 

concluded some months back. A lot of these new visitors to NCC 

are now regulars - continuing vocal supporters of ours, and a new 

blossoming sideline in our numbers each month. Just goes to show, 

what goes around does indeed come around, and that charity does 

indeed begin at home.

Another ongoing relationship we essentially have to depend on 

is with the local press, specif ically one newspaper, the Mourne 

Observer. This weekly title has by far the greatest penetration 

across our catchment area, and as such we have worked alongside 

them ever since our bir th. Their coverage of our events is, at 

times, a little sketchy, but overall they have been supportive of 

our work, and especially after our successes in London last year, 

were delighted that a local organisation had been the f irst one to 

win a prize for NI for over 40 years. We include our own designed 

quarter page “infomercial” each month one week before the event, 

an eyecatching NCC update with all the attendant graphics and 

text, and this appears in the same spot on the Entertainments 

pages - South Down is a small community, and everyone reads 

this paper - again, despite the f inancial outlay, there is no doubt 

this does bring new, curious guests through our doors each month.

Media saturation is the name of the game - to ensure we are 

everywhere we need to be to drum up extra publicity for what 

we are doing, whether in the local press, through posters and 

f liers, the website, our mailing list - we are now at a level where 

we can almost guarantee that the majority of possible audience 

members know what we are up to each month. Our mailing list is 

an invaluable tool that has been quietly growing since its inception 

nearly 2 years ago - a steady rate of data capture from our audience 

members old and new, through quizzes and competitions, to 

visitors to our website, we have always offered incentives to people 

to get their email address from them. We now have a good few 

hundred of these spanning a large amount of Northern Ireland, and 

whilst not bombarding them every couple of days demanding ticket 

purchases, we do stay in touch with relevant news, funky graphics 

and info on upcoming events - feedback on the whole is positive, 

and because word of mouth is king in NI, this is another way of 

keeping the NCC name out there and current. 

Another platform we have used is the radiowaves of Northern 

Ireland, as we have made our way on to not one but two nationwide 

radio shows, appearing in interviews on both BBC Radio Ulster 

and also on & UTV National Radio. This is testament to the fact 

that now we had received recognition and acknowledgement 
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from our peers at the BFFS awards, we wanted to build on these 

achievements to elevate our profile both at home and across the 

country.

Naturally the e-newsletter that goes out to our mailing list is 

intrinsically tied in with our website www.newcastlecinema.org, a 

site that we are still so proud of as the digital representation of 

NCC online. The site is a portal for all NCC business, providing 

any visitor with everything they could possibly want to know about 

who we are and what we do. Our entire screening archive back 

to Oct ‘09 is available to browse, as well as info on our home, 

ourselves, future presentations, and most importantly, links are 

available for exclusive, discounted ticket purchase. Figures and 

stats show we have a steady stream of visitors, and that activity 

and time spent on the site does occasionally spike when we are 

hosting a larger event or a collaboration. The site is still the f irst 

port of call for many of our f irst time visitors, a does a brilliant 

job of presenting us as a professional, viable community cinema. 

Recently, however we are taking this to the next level in terms of 

reach for our site - as we are f inalising the last details for the brand 

new NCC app for smartphones..Mindful of how many peoples lives 

are now organised on their, and by their mobiles, we have now got 

a new downloadable app for our audience - with tabs to all the 

information that appears on the website but with the look, and 

useability of any smartphone application. It’s all about keeping up 

with the times, and the more media and technology savvy of our 

number ensure that the NCC brand is right at the cutting edge in 

this regard..

Our new app can be downloaded for your smartphone if you wish to 

have a closer look.

Simply go to www.newcastlecinema.org/app

Enter your email address and follow the link from your email.

With NCC-K, our children’s screenings, now becoming as regular a 

f ixture as our evening programme each month, we have noticed a 

definite spike in activity due to good old “pester power” - our new 

little friends spotting our eyecatching posters and f liers around 

town for the likes of The Iron Giant or Lemony Snicket, and then 

“gently coaxing and persuading” Mums and Dads to escort them 

to this cinema in Newcastle that, again, they may not have visited 

before. But once they’ve been once, they almost always come back 

- NCC-K is slowly taking on a life of it’s own, as parents in the 

know look forward each month to a good movie, to enjoy with 

their families and friends, right on their doorstep. And this is the 

sort of thing that appears as Chinese whispers through discussions 

in playgroups and schools across the region, between parents and 

children - it can only be beneficial for us.

Our home since 2009 has always been the wonderfully atmospheric 

Annesley Hall, on the Central Promenade here in Newcastle. 

Owned by the local amateur dramatics company who we share a 

fantastic relationship with, we have always struggled to brand our 

exterior, to maybe catch passing trade on show nights. At least, 

that has been the case until recently, when we took ownership of 

our new pride and joy - three 1m tall illuminated individual letters - 

an N, a C and another C (plus our logo’s star), made from perspex, 

and each stuffed with a couple of dozen bulbs, literally spelling our 

name out in lights! Donated by a local signage and graphics company 

who are friends of the cinema, these will now sit outside our hall 

each show day along with the normal banner for the evenings f ilm, 

as well as travelling with us on any of our screenings outside of 

Newcastle, illuminating new audience members as to who we are! 

The primary face of our marketing and publicity has always been 

the same since we started, even if it is the most old fashioned 

of marketing strategies. Our posters and f liers, featuring our 

Chairman’s visually striking and original designs, have become part 

of the street furniture of South Down each month. We have utilised 

the same template and layout for our posters since we began, and 

we are regular sights around town, when we bombard all available 

(mostly) legal spots to get ourselves up and in front of passers 

by. The majority of businesses, council buildings, schools, and 

even the library, happily put up our posters and put out our f liers 

when we ask - a good amount of the proprietors are now regular 

audience members of ours, and applaud this level of enterprise, 

especially when it is for the greater good of the town. We each 

cover own territories when postering, and we can normally get up 

to 40 posters up across the region up to 10 days before the event. 

Combined with all the varied online activity, the appearances in the 

paper, and the buzz we hope to generate each month just by talking 

with the people we see each day, these posters hopefully just act as 

a reminder for people to get to our website and get booked asap. 

 

There has been a couple of occasions over the last ten months 

however, where we have needed to raise the bar on ourselves 

to get people through our doors, as it were. The f irst big project 

for us was our appearance at Belfast Culture Night 2012, a huge 

melting pot of amazing events across the streets of the capital, 

with an expected footfall of approximately 25 to 30 thousand 

people. Our screening of the effervescent short “Caine’s Arcade” 

provided us with a wealth of opportunity for creative interaction 

and artistic application for NCC - a real “brand” where we could 

go to town in marketing our cinema as a home for great fun movies 

for all. We built a totally immersive cinematic experience for our 

visitors in Writers Square, incorporating as faithful a recreation 

of Caine’s imaginative creations as possible, down to us wearing 

authentic “Caine’s Arcade - Staff ” shir ts, alongside the cardboard 
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wonderland of homemade games and seating we had crafted for 

our little screening in our corner of Belfast. The response was 

better than we could have imagined, with a steady drip feed of 

Culture Night visitors seemingly really enjoying and participating in 

what we were doing. We stuck up a wealth of cardboard signage 

across the Culture Night site to generate interest and steer people 

to our site, and there’s no doubt that a huge number of visitors to 

our screening were unaware of NCC’s existence beforehand - as 

such, as a marketing/publicity, this was a big hitter for us. So, thanks, 

Caine. We owe you one.

 

There was even bigger things afoot for us though, as we pushed 

forward with our plans, however misguidedly, for our Drive In 

Movie. After Culture Night, it was evident that what had started as 

a pipe dream was very much becoming a reality, and the pressures, 

as well as the huge marketing potential, were startlingly in motion 

now. Alongside the mechanics of screening the f ilm - an open air 

Hallowtides tie-in with the District Council of Ghostbusters for 

100 cars - we also undertook the crazy notion of refurbishing a 

broken old Granada hearse, that we had liberated from a local 

scrapyard, to be our very own Newcastle Community Cinema-

advertising Ectomobile. An inordinate amount of time was spent on 

resurrecting this car, and ultimately it became an absolute jewel in 

our crown, a fully driveable advert for us, that got everyone paying 

attention. The event itself was, after a vast amount of planning 

and preparation, thank goodness, a real success, that earned us 

lot of extra kudos and credibility across the region. But, secretly 

for us, the real delight was our own Ecto-1, a harebrained concept 

after a beer or two, that ended up touring the roads of South 

Down, getting photographed every where we went (dressed as 

we all we were in full homemade Ghostbusters boiler suits and 

Ectopaks too), and bringing a lot of smiles to the kids and grown 

ups we visited.

 

Ghostbusters - the drive in screening, the car and uniforms -the 

whole bit, was an enormous buzz for us after its successes, and 

illustrated that anything we wanted to attempt, we could achieve, 

and do pretty well too. After our totally unexpected recognitions 

in London at the BFFS awards, we wanted to do something to thank 

everyone that had supported us in any way over our 3 short years 

existence, and something to tie in with our 3rd bir thday too. So we 

decided to put on free, invite only screening of Hitchcock’s Vertigo 

- itself having won the title of Best Film Of All Time in a recent Sight 

& Sound poll - to celebrate with our gang. We put on lots of lovely 

food, including a fantastic bir thday cake, as well as glasses of bubbly 

for all, to say a big “cheers” to all, to getting us so far. Marketing and 

publicity-wise, this was a bit of a self indulgent affair, admittedly, but 

it did ensure that people were still talking about us, and that, more 

importantly, we made a fuss of our supporters.

 

We have been extremely fortunate that, because of the culture 

here in Northern Ireland, and through what we like to think of as 

our new and original ideas in pushing forward our cinema, we have 

been able to market and publicise what we do even further over 

this last year. The support for our events keeps getting that little 

bit stronger each screening we put on, and word of mouth bolsters 

each event so that, exponentially we get more and more people 

at least aware of each f ilm, and then it’s up to them whether they 

think it’s a night out they would enjoy. We will always continue to 

push the envelope when it comes to marketing our f ilms, because 

there is no room for laurel resting - there is always new ways to 

entice new people to come and enjoy great f ilm with NCC. And 

that in itself is an exciting, ongoing prospect and challenge - keep 

raising the bar.
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