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MARKETING COMMS OBJECTIVES

PRIMARY OBJECTIVES
. J C
* Drive awareness _
« by 75% amongst the target audience by the film’s release . ‘ ’
" Drife epgagament om owned channels : . s~ o )

® 500k trailer views'in 24h and 6M by 3 months after L:elease
+ 5% engagement rate on owned SM by the film’s release-
* Increase traffic toowned channels by 70% in the 2 weeks before the film’s release

. ‘Create WOM REEE. . Ty ey e
« 10Mviews on Neon.Demon-related posts by 3 months post-release ®
&
J ™
SECONDARY OBJECTIVES

* Achieve 10% ROI (inc. film spend) by 3 months after the film’s release ($6.2M)
* $400k from tickets, $5.2M from PVOD




SEGMENTATION

@

Vo,
PROFILE
J ©
* Age18-26 . -
» Largest demographlc afflnlty for h,orror (Statista
.’3)22,;) y .’ o -~ £ » A ’
¢ Top motive:, sensation seeking v i

J Predommantlvfemale

*  Viewers are more likely to enjoy films when they Y
canrelate to same-sex protagonists (I'_ange 201 7).

. The fashion- engaged audience skews 62.2% . &
female (IPSOS 2022)

® Sociodemographic group C2 gnd above

Fairly educated - =
US, urban

e There are more diverse influences on fashion in
urban areas (McGilliver, 2019)




SEGMENTATION

¢:§
PSYCHOGRAPHIC
 Enjoys horrorfilms °
o Likgs agsthgbic.ally pleasing i,méges.

=)

- . Ihterestéd in /buys d’e.s?gnerfashion %,

» Status-conscious, uses fashion as self- " -

=4 - -
- - .

expression CE v ik P sese. o Sk
pe .

* Values creativity, quality and exclusivity s
¢ Mainreasons for purchasing designer fashion

Ry hl/nin;r 1
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NETFLIX
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were aesthetics, quality & prestige (Fogel 2020) S ZQ?E.E:EEQ

 Desires unigueness and individualism

| What they look |
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Dislikes



SEGMENTATION

=

EHAVIOURAL

Spends lots of time onlime / on SM
« 93% of Gen Zconsumers use Spl weekly (Statlsta 2023)

J ©

Aveloge %hours ber day . ° & p
. Luxury fashion cgnsumersheévﬂy, skew on Instagram.& ‘

'FlkTok(Euromonltor‘Qozaf A% IR EE: S - e L Fos

. 2% prefer to stream at home (Statlsta 2023) “ R,
. Mostly vVOD y 7

© ¢
. . J .
Purchases at least 1 designerfashion item g year

Reads fashion magazines — mainly ONLINE
* High affinity for popular fashion magazines (IPSOS 2022)
 Preference for online sources (Statista 2024)




TARGETING

DISTINCT : .

* Distinct needs & preferegces from other-generations
Y .I\gore tech-savvy, reliant on digital'platforms (Euromonitoer, 2023)
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* -Distingt. from ’che rest of their agE GroUi. « i,
. More fashion- consmous status consmous hlgher need for uniqueness (Dlodlo, 2018)

. ,‘Dlsllkes/av0|ds S|m|lar|ty . o T RS e N -

. S*Eronger desires for individuality, excluswlty & prestlge (Solomon, 2004)

» Uses fashion to enhance self & social image &
Y p 2

A Y

* Large enough segment
* 15% of the US population in this age range (Statista, 2023)

* 60% of Gen Zrespondents made at least 1 designer clothing purchase in the last year (Vogue
Business, 2023)




TARGETING

ACCESSIBLE " ’ o

» Reacghed widely & cost- effectlvelv online
.39% of Gen Z-s reported SM most mfll!enoed the brands & produots t-hey bought (McKlnsey,

» 2023) oA Nl 2 £ 0ol STREAXT ¥
MEASURABLE RS i WO 5 o Do) Sk |
. Onllne activity &déehaviour can be measutea through WebS|te/analyt|cs tools

o
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TARGETING

PROFITABLE

* Enjoys horrorthe fhost g
“Y F@vorlte category of 32% of Gen Z«(Statista 2022) ) &
A 4th most p*opular fllrp US fllm genre (Sfat|sta 2023) g 5,

R ®re
I @ 4 v
. ‘A -«._' a q

v Less"purchasing power, price sensitive...

e . -

v > ' x ’ = & : [ .
* But willing to SPEND on products that:
* Aretrending ) -

* Contribute to emotional wellness (Euromonitor 2023)

2%



POSITIONING

FEATURES POSITIONING Y Uplifting

* ‘New news’—-dark & surreal @
« Target values uniqueness | ;Vélr‘ﬁfrs
+ "No'chance of'a sequel ' . : Preta Porter
Realist Surrealist
ORGANISING IDEA: Aesthetic Aesthetic
| . 7 Phantom Thread The Dressmaker
* Focuses onproduct.detail (narrative) vous I oo

Neon Demon

) .




POSITIONING

o
WHY WILL “ APPEAL TO THE TARGET?
E -
«“ Telg'a stony. ® . | . : . ; - .
@ Conveys the narrative. - : T o L o '
~+ “More than méets the eye in the fashion industry - "
*- Psychological horror | FIENS . - o
: 8 v : * “:\ - 7 "
* Provokes - *
* Interest & curiosity &
) ™

* Confers status
* Target is status-conscious
* Appreciates fashion, aesthetics, intellectual depth




TRAILER

(‘/
3 ACT STRUCTURE THEORY (Freytag’s Triangle)
- SETUP R
# Narratlve hook: everymdustryhasadarks:de _
- OBSTRUCTION P e ¥ s n e T L
Interest&curmSlty : : LR NS TS :
: CLIMAX

. Epds with "do you want to be like them””
.+ Direct address, enhances memorability

J
“Beauty masks a rotten eore” »

* ‘Invisible’ copy (blacklight)

* Narrative & visual contrast (beginning and end)

2%



TRAILER
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WHY WILL IT APPEALTO THE :I'ARG ET?

™

3
¥ Estﬂblishes the narative * '

B ? . ® . A @
~ 2 s
@ About horror F - A N v AT R e

About the dark side of the fashlon mdustry

. ‘.
-
»

2 HighughtsUSP/positioning‘ FLSEREL SR K Y
-+ Showcases darkthe_mes & surreal aesthetic

J
* Satisfies needs for uniqueness, creativity & exclusivity

 Showcases unique cinematorgraphy and narrative, high-profile cast

* |IMPACT criteria (Scott-Wilson, 2010)

«®



STRATEGY

e,

OWNED CHANNELS:

* Instagram
, * 85% of USGenZ(Statlsta 2023) _, ) & . .

%) e i LS &, 8 0 S ol e AR,
. 78% of USGen.Z(lbld) a7 : o A A

+ Youtube : b A e 20
» 92%0fUS GenZ (ibid) ., ot e e o

- Webpage - : F o ®

LINKAGES: .

Profile picture, UR L to owned website / film release date in bio, hashtags on all
posts
« #NeonDemon #BeautyMasksaRottenCore



STRATEGY
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Paid ads

e 77% of Gen Z said SM adverts were their main mformatlon source for
4 upcomlng films (Statlsta 2023)

<« 2 ‘ ’ ’ @ a® . s @
. Pl 'a 5 »‘ s . -« -y
a~ 5 ° &

PR £

o . Exclusive cast interviews with fashion magazines to build anticipation
for trailer release & drive target to owned channels

)

4

*  Vogue &
* (74.9% affinity with fashion-engaged gen Z) (IPSOS 2023) e

* Vanity Fair .
* (71% affinity)

* People

e (77.6% affinity



STRATEGY

SECRET PREMIERE FASHION SHOW 2 weeks pre

e ONLY fashion influengers

7o Attracts WOM/medla coverage
4 Reaehes Large &diverse fashlon fan fouowers ] |
PrOV|des excluswe SM materlal to stagger/ sustaln post release engagement '

-

ACHIBVES OBJECTIVES: sl O 7 X
© increasedwtraffic "
- 10M SM views - -

e Creates WOM
« Stimulate VOD engagement




METHODS OF EVALUATION

p-
=y
Drive awareness by 75% amongst the target audience by the film’s release
 brand awareness surveys (prompteds® unprompted) (weekly) &

Drive engagement on ownéd channels "
Pe "Si)Oktrailer views in 24h and 6M by 3 months after release ‘
- . M}onito’r views hougly insthe first day, theh daily for;next 3 mbnths
* 5% engagement rate on owned SM by the film’s release* e

et Incréase i likes ; eomments and'shares compared taovieWws
« Increase traffic to owned channels by 70% in the 2 weeks beforé the film’s release
.- Monitot trafficincrease and referrat stafs, ‘elick-thtough rathes (bi-weekly) &

» o : "
Create WOM . /D ®
« 10Mviewson Neon Demon-related posts by 3 months post-release &
* Monitorthe number of posts ang views using the hashtag on SM platforms ™

- A Y

Achieve 10% ROI (inc. film spend) by 3 months after the film’s release ($6.2M)

* $400k from tickets, $5.2M from PVOD
* Gross profit from cinema and VOD viewing
 Cost-per-head analysis on the number of views for ROMI
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