
Flixster/UV Marketing Program 

TARGET DEMO  
Tier 1: Flixster / UltraViolet Users  

Tier 2: Moviegoers / New Users  

WORKING TITLES 

-Flixster Front Row 

-Flixster Reel Member (Become a ‘Reel’ Member) 

-Flixster Golden Ticket (Special ‘Golden Tickets’ in limited number of UV Blu-Ray DVDs w/instructions)  

-Flixster Gold Membership (Join Flixster’s ‘Gated Community’)  

-Flixster Prime 

-Flixster Beyond   

-Flixster Star 

STRATEGY 

Overall 

Engage active UltraViolet users through added social component on Flixster designed to nurture peer-to-peer communication, 
incentive engagement with WB properties in the “Digital Locker,” and provide added value to being an active user in the ten 
million plus UV user community.  

The program will allow WB to create a direct link with the most active users (UV ambassadors) in the UV community through 
Flixster and a moviegoer-type rewards program. Within their new and more robust digital locker, users will be rewarded with WB 
content and limited time offers designed to increase engagement with UV, lead to digital movie purchases, and allow WB to 
activate programming (through Flixster and email) with UV’s growing community of users.  

Details 

The program will be based on an opt-in component, where users will have the opportunity to join a special community of 
‘superusers’ that will be invited to join an exclusive group. Each new member, once invited via email, will have access to the 
following: Exclusive content unavailable elsewhere; ability to accumulate points towards once in a lifetime experiences such as 
access to movie premieres and red carpets (ex. Foursquare gamification model); downloadable content and special features from 
WB properties; exclusive DC animation cels; special lyric videos (e.g. Ed Sheeran song from ‘Hobbit’ sequel); and free UV 
digital downloads. Initially, members who opt-in will be invited through a rollout process that will create the feeling of 
exclusivity, and make members feel privileged to be a part of the program. After soft launch, we can go wide and simply create 
an automatic email reply system for those who opt-in.  

Goal 

Ultimately, each user will have a more robust digital locker of content where they can develop their own profile, earn rewards, 
and purchase more movies. For WB, this will allows us to connect directly with the most active users via email and within their 
digital locker on a consistent basis.  



TACTICS: 

Technology and Design 

• Opt-In: The opt-in phase will require email marketing software with a signup component that will require a name and 
email address to receive their invitation. Aggregating the information will also require a service that will allow us to 
create an email template to connect with users on a weekly basis (i.e. ever Tuesday during street and during the 
theatrical release of a WB title that can redirect users to a purchasable UV title). 

• New Flixster Widget: Develop a new Flixster widget that will allow ‘superusers’ that opt-in to identify themselves on 
their profiles, demonstrate the exclusivity of their account, and show their earned points (based on UV purchases and 
activity).  

• Flixster Badges: Through UV purchases, downloads, and depending on the size of their library – users can earn points 
that will allow them to earn one of a series of badges that will categorize them in terms of engagement and purchase 
potential. The points will automatically earn them rewards that will be distributed based on their preferences during the 
opt-in process – which helps us avoid creating an e-commerce site (e.g. Lockerz, Threadless, Etsy).  

• Design: In one form or another, the program will need to be branded for both the website, email marketing purposes, 
and depending on growth – any future usage of the brand in advertising and marketing materials.  

Content 

*Nothing within the digital locker can be shared outside of the exclusive community of members in the program. However, we can (and should) 
provide key content to media on a very limited basis – where we feel it will generate press and avoid making users feel unimportant.  

• Exclusive Content:  

o Talent or director commentary during exclusive clips from released or unreleased films – Press opp: Movie 
press 

o Interviews with talent from films (e.g. Pitchfork’s Over/Under) – Press opp: Movie press and celebrity blogs 

o DC animation cels with descriptions from the artist or creator – Press opp: Geek/comic-book blogs 

o Artists drawings and design specs (e.g. the weapons and sets from the ‘Hobbit’) 

o Exclusive lyric videos (e.g. Ed Sheeran song from ‘Hobbit’ sequel) – Press opp: Movie and music press; 
especially as lyric videos are trending on YouTube, this offers several pitch angles for us.  

• Points: 

o By adding a gamification model, we can incentivize users to purchase more UV titles (which earn them 
points), which in turn, allows them access to a new bracket of rewards (which we can identify later), and 
builds a peer-to-peer communication with their new widget and role as a superuser. This should be 
incorporated into the widget, but if the cost to develop this is high, we can replace a gamification model with 
something less complicated (e.g. simple profile customization).   

• Movie Premiere Tickets and Red Carpet Access: 

o In order to truly make the experience feel exclusive, we need to offer something special that goes beyond the 
locker. Movie premiere tickets and access to red carpet events, for most consumers, is not easily available. By 
offering access to exclusive events like movie premieres and entertainment industry events, we can 
incentivize users to earn more points, but more than that, it will create buzz on social media and brand our 
program as a special experience. 



▪ If we don’t want to leave the confines of the locker, we can offer access to the ‘Flixster Cam’ which 
provides exclusive interviews and footage from red carpet events, movie premieres, etc. This is a 
way of avoiding offering tangible items as part of the program.  

• Moviegoer Program 

o The popularity of AMCs MovieWatcher proved the value of rewarding consumers for purchases. Since 
MovieWatcher’s dissolution and replacement with ‘AMC Stubs,’ moviegoers have complained about paying 
for the rewards program. WB can own this space within the locker with a rewards program for a select group 
of superusers, which we can indentify separately, who will receive discounts on popcorn and snacks when 
attending specific movies (i.e. WB properties). In order to alleviate the cost burden, we can partner with a 
movie theater chain or online seller (e.g. MovieTickets.com) that will benefit from the publicity and activity.  

▪ If we don’t want to leave the confines of the locker, we can offers users points for attending movies 
(which we can announce via videos within the locker), and those points can be used to download 
separate UV titles. For example, by attending the sequel of ‘Hobbit’ users can get a code to 
download the UV version of a similar property or the first film, etc.  

Marketing 

Phase I: Development  

• Panning and Asset Creation 

o In order to launch the program, assets will need to be created and approved well ahead of launch. 

▪ Key components to consider in advance will include: 

• Design: Logo, email template, signup page, and any social media assets need to be 
designed in advance of launch. 

• Copy: All marketing materials will require messaging that needs to be created and 
approved in advance. 

• Initial Content: Once we go live, we will need content for members in order to avoid 
providing an empty platform and generating negative feedback from consumers and 
press. 

• Tools for Aggregating Information: Once users begin to opt-in, we will need to aggregate 
their information and include them in a system that can allow us to easily reach out to 
them on a weekly basis; there are security considerations we need to account for as well.  

• Securing Talent: If we’re interested in partnering with a celebrity to create some buzz 
around the program post-launch, we will need to create a short list of talent, reach out, 
and secure a deal in advance with a detailed ‘give’ and ‘get’ proposal. 

Phase II: Announcement and Rollout  

• Soft Launch  

o Before issuing a press release to formally announce the program, the following are suggested tactics for 
creating buzz prior to launch.  

▪ Golden Ticket (Working Title): Insert a select number of golden tickets in WB/UV titles and allow 
consumers (and media who receive them) to create a conversation on social media. The golden 
tickets will be a limited number (best use would be a major title releases), and each ticket will have 
directions on how to redeem the UV title with a code to join the special new community. Unlike 
other members during soft launch, lucky recipients of the golden ticket will not require an 



invitation to join; they will automatically use to code to opt-in and begin receiving content and 
emails.  

▪ Media Partner: Once media begins to ask WB PR questions re: the program and the tickets, we can 
select media partners (friendly media) in specific categories that include (1) Digital/tech (2) Film 
and entertainment to announce the program exclusively on their channel. After the exclusives run, 
we can issue a press release during the actual launch phase.   

• Launch: 

o Once the exclusive features re: the Golden Ticket and the new Flixster program run, we can start going wide 
with the announcement either independently, or using an entertainment industry event to make the big splash 
(see Timing Considerations for examples). But the event program will require a separate budget and some 
sort of event or video package – it could prove costly.  

▪ Press Release: Issue an announcement going wide to media, which will be timed with a social 
media campaign leveraging Flixster, Rotten Tomatoes, and WB properties to announce the limited 
offer to join the program. Each social component will need to link users to the Flixster signup page 
created during the development phase. The press release will require a quote from a Flixster 
representative and both a detailed technical and consumer-level breakdown of the new program. 
The ‘limited time’ offer to join will eventually become wide-open, but we’re only using that to 
create the exclusivity of the program.  

• Once we go wide with the program, media may or may not criticize use for opening the 
doors to something that was deemed as ‘exclusive’ from the start. We can avoid this by 
issuing a press release and justifying the release with growing popularity, demands from 
users for exclusive content, and position it as it being “time to go public.” By that point, 
we will have made the connection with consumers and created loyalists.  

▪ YouTube Animated Video: Timed with the press release, and linked within the announcement itself, 
we can create a unique animated video that announces the program. The creative behind this will 
need to planned for and decided during the development phase.  

▪ Ambassador: Leverage WB talent that has a large social graph that can speak to the new program, 
Tweet about it, help spread the word through social media, and use appearances (red carpets/
interviews) to discuss the new program. This person will need to be contacted and secured during 
the development phase.  

*Timing Considerations: 

-CES – Las Vegas, NV – January 7, 2014 

-Sundance Film Festival – Park City, UT – January 16, 2014 

-The Oscars 2014 – Los Angeles, CA – March 2, 2014 

-SXSW – Austin, TX – March 7, 2014 

-Comic-Con – San Diego, CA – July 2014  

Phase III: Build the Connection  

o Once we begin receiving email addresses, we can develop a private database of contacts that will receive 
weekly emails that announce new WB/UV titles (with purchase directions), theatrical releases, and some of 
the rewards of being a member.  



▪ User-Friendly: We need to be user-friendly and avoid any overt marketing tactics. For this reason, 
users should be allowed to opt-out of the emails.  

▪ Weekly Videos: Whether they opt-out of emails or not, we can deliver our messaging through short 
video announcements (i.e. a teaser trailer) that live in their digital locker. The announcements 
should be cut like a teaser trailer, providing entertainment, but also imbedding information about 
re: new releases, exclusive content, and upcoming events.  

• This tactic will help us avoid having to include copy or newsletters within the digital 
locker.  

Phase IV: Continued Media Presence (TBD) 

Targeted Media:  

Deadline Hollywood, The Wrap, Variety, Hollywood Reporter, Mashable, Engadget, GigaOM, Wired, Forbes, The Huffington 
Post, LA Times, Yahoo! Entertainment, WSJ, What’s Trending w/Shira Lazar,  CinemaBlend (just to name a few) 


