


The Alamo Drafthouse provides an exceptional form of 
entertainment that cannot be duplicated in the comfort of one's 
home. They achieve this by showcasing a diverse selection of 
movies on a big screen with exceptional sound quality, cozy 
seating arrangements, and delicious food and drink options. 

Combine to create a fully immersive and captivating experience 
for moviegoers.

Value Proposition



Film Fanatic Club
Loyalty Points
1 point = $1.00



Benefits Newbie 5-199 200-399 400-799 800-1,49
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1,500-4,999 5,000-8,999 9,000-15,00
0

Enrollment Offer

1 point For Every 
$1 Spent

Birthday Gift

Personalized Cup

Personalized 
Popcorn Bowl

Personalized 
Stein

1 Free Meal with 
Movie

Free 
Merchandise

First in line VIP 
Events

Free VIP Tickets

By collecting reward 
points, you can earn 
points towards free items.

As soon as you join, your 
benefits begin. Ranges for 
gift start at 1 point to 15k 
points.

Benefits include: 
● Free gift on your 

birthday
● Personalized cup 

and stein
● Free meals and 

merchandise
● Special offers for VIP 

events

Loyalty Program Benefits



Persona  
➢ Connor Smith
➢ Age: 24 
➢ Education: In college for a 

Graphic design major 
(Bachelors), into animation, 
works with computers, 
IT/tech-oriented

➢ Interests: Into comics, 
enjoys going to arcades on 
the weekends, pc gamer

➢ Relationship status: in the 
dating scene/situationships

➢ Interests cont.: Has 
millenial/Gen Z humour, into 
memes, enjoys pizza, 
chicken wings, pizza rolls, 
cheap ramen, 



Persona ct. 
Alex Rolbier
➢ Age - 22
➢ Pronouns - (they/them)
➢ Income - $34k a year
➢ Education - high school grad
➢ Location (city, suburbs, rural) - city

➢ Work Experience level - marketing design freelancer
➢ Relationship Status - single
➢ Parental Status - not a parent

Sean Callahan
➢ Age - 18
➢ Pronouns - (he/him/his)
➢ Income - $25k a year
➢ Education - Just graduated high school
➢ Location (city, suburbs, rural) - suburbs

➢ Work experience level - entry level—  some part-time 
jobs working in restaurants.  

➢ Relationship status - single
➢ Parental status - not a parent



Digital Funnels Come in Many Styles

Channels used: Paid Search/ Display Ads
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Channels used: Socials/Paid Search 

Channels used: Website/Email newsletter

Channels used: Website/Theater/App

Channels used: App/Socials/Referral 

Awareness

Interest

Consideration

Conversion

Advocacy



Data Analysis (Awareness Phase)

❖ Our Awareness Phase is focused on 
impressions/Clicks

❖ Paid Search/Display Ads far 
outperform their social media 
counterparts

❖ Facebook, Twitter & LinkedIn make 
up a cumulative $5,000 in Ad Spend

❖ Ad Spend from poorly performing 
campaigns should be reallocated to 
Paid Search/Display Ads

Considerations:



Data Analysis (Interest/Consideration Phase)

Considerations:

❖ Our Consideration Phase is focused 
on driving consumers to website

❖ Because our goal is to drive 
consumers to our site, these 
campaigns will be evaluated by CTR

❖ Lowest performing campaigns by 
CTR Include Display/Facebook Ads

❖ We recommend reallocating $5,000 
ad spend from poorly performing 
campaigns towards Twitter, LinkedIn 
and Paid Search



Data Analysis (Conversion Phase)
Considerations:

❖ Our Conversion Phase is focused on 
maximizing Net Revenue and 
converting as many consumers as 
possible 

❖ Campaigns within this section of the 
funnel will be ranked based on 
ROAS 

❖ Lowest performing campaigns by 
ROAS are the Display/Twitter Ads

❖ We recommend reallocating Ad 
spend from Display/Twitter 
campaigns to their higher performing 
counterparts



Data Plan & Analysis (CTR)

Data Plan II- In addition to our initial plan to increase ROAS we noticed that the CTR for some of the campaigns was 
particularly low. Within these campaigns we plan on taking a look at our Ad copy to make improvements that would entice 

the consumer to be more likely to click on our ads within these poorly performing campaigns.

Funnel 
Stage

Marketing 
Channel CTR

Top of the 
Funnel

Paid search 2.71%
Display ads 0.10%
Facebook 0.47%
Twitter 0.18%
LinkedIn 3.13%
Awareness Totals 0.60%

Funnel 
Stage

Marketing 
Channel CTR

Middle of 
the Funnel

Paid search 4.13%
Display ads 0.02%
Facebook 0.24%
Twitter 1.16%
LinkedIn 3.40%

Interest/Consideration Totals 0.60%

Funnel 
Stage

Marketing 
Channel CTR

Bottom of 
the Funnel

Paid search 4.91%
Display ads 0.05%
Facebook 0.78%
Twitter 1.11%
LinkedIn 7.47%
Conversion Totals 1.12%



Paid Search Campaign Structure

Locations/
General

Evergreen

Alamo Drafthouse

Movies

Food & 
Drink Brewery Action Drama Comedy
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A1 A1 A1 A1 A1 A1 A2A2A2 A2A2A2

-John Wick
-Creed III
-Point Break
-65
-Ant Man

-Show me love
-Full Time
-Inside
-Man of Tai-Chi
-Rivers Edge

-Country Gold
-Real Genius
-Smoking Causes 
Coughing
-Cocaine Bear
-Champions

-Craft Beer
-Local Brewery 
-Microbreweries
-Beer on tap 
near me
-Bar on-site 

-Theatres w/ Food & 
Drink
-Cocktails Near me
-Full Course Meal
-Tito’s vodka cocktails
- Fresh 
Cookies/Desserts

-Movies Austin
-Movie theater
-Movie tickets
-Cinema movies
-Movies near me
-Movie showtimes

Landing Page



Keywords with Search Volume
Ad Group 1:

-Movies Austin (1K-10K)
-Movie theater (10M-100M)
-Movie tickets (10K-100K)
-Cinema movies (10K-100K)
-Movies near me (1M-10M)
-Movie showtimes (100K-1M)

Ad Group 2:

-Theatres w/ Food & Drink (1K-10K)
-Cocktails near me (10K-100K)
-Full Course Meal (1K-10K)
-Tito’s vodka cocktails (10-100)
- Fresh Desserts (100-1K)

Ad Group 3:

-Craft Beer (10K-100K)
-Local Brewery (1K-10K)
-Microbreweries (10K-100K)
-Beer on tap near me (1K-10K)
-Bars near me (1M-10M)

Ad Group 4:

-John Wick (100K-1M)
-Creed III (10k-100K)
-Point Break (100K-1M)
-65 (10K-100K)
-Ant Man (100K-1M)

Ad Group 5:

-Show me love (1K-10K)
-Full Time Movie (100-1K)
-Inside Movie (1K-10K)
-Man of Tai-Chi (1K-10K)
-Rivers Edge (10K-100K)

Ad Group 6:

-Country Gold (100-1K)
-Real Genius (10K-100K)
-Smoking Causes Coughing (100-1K)
-Cocaine Bear (100K-1M)
-Champions Movie (10K-100K)



Paid Search Ad Copy

Ad Copy Aspects- For our paid search ad copy we tried to utilize as many extensions as 
possible in order to take up the most space on the SERP (Search Engine Results Page) and 
therefore catch the consumers attention. As you’ll see for one of our Ads we put the titles of 
the movies within the Heading while the other we utilized the sitelink extensions, depending 
on variance in ad performance we may change ad copy to achieve a higher CTR



          Home Button

 

Image

     Button

    Text

                  Menu

          

Wireframe
Our loyalty program landing 
page is designed to draw the 
consumer in. We started with 
the home button in the left 
corner and the menu in the 
right corner. The top center 
image will showcase our loyalty 
program name. The call to 
action “sign up” is directly under 
the image. 

           Form



Retargeting Plan

Campaign type: Email marketing campaign 

Retargeting Audience details: re-engage with audience who purchased a 
ticket but didn’t sign up for the loyalty program

KPIs to measure: Open rate, Click rate, click-to-open rate, conversion rate 



Retargeting Plan 
Business Objective: Our main objective is to increase loyalty membership by 
20% by the 2nd quarter by utilizing retargeting ads, through email marketing, to 
increase customer loyalty. 

Campaign Summary: Utilizing email marketing with a total of three emails being 
sent out for remarketing. 

Conversion funnel stages: Conversion, Loyalty, and advocacy

Tactics we will use and how they will support our objective : Discounts, 
Exclusive perks, free items,emphasize how they are missing out on deals, call to 
action button in email.



About the Automated Workflow Plan

Paid search ad for 
Drafthouse Loyalty 
Program

Clicks on paid search ad - 
triggers tracking link

immediately

User searches for 
Alamo Drafthouse 
Movie tickets

Alamo Drafthouse Website

Submits email to receive 
Receipt  - triggers transfer 
of data via API to email 
system 

Buying a ticket for X showing 

Ad of Loyalty 
Program

Shopping cart page

Purchase complete

Immediate email of 
confirmation and Loyalty 
Program

Loyalist Landing Page

Sign Up 
 complete

Ad of Loyalty 
Program

Clicks on 
retargeting ad - 
triggers tracking 
link 

Clicks on 
retargeting 
ad - triggers 
tracking link 

*
*

*

*
*

* *
*

*

*
*



Data Exchange 

User Behavior Tracking Data Source 

Signing up for email 
newsletter 

Form completion Website w/tracking code 

Clicks on Paid ad in an 
email

Link click Tracking code 

Viewing a particular piece of 
content on website

Page view Tracking code

Purchase Movie Tickets Payment option selection Ecommerce site 



Email Campaign 

Why this platform?
● Utilize the digital receipts and capitalize on 
● Share exclusive Deals for loyalty members 
● Encourage our audience to join the loyalty program to earn extra perks.

Objective: Our objective is to increase enrollment with the Alamo Drafthouse Film Fanatics loyalty 
program.  Emails will keep the customer informed on their perks and exclusive deals with the 
Loyalty program. 

KPIs: Conversion rate, CTR (Click through rate), Open Rate



Social Media Campaign 

Why this platform?
● Large and active user base
● Visual based content
● Engaged Audiences
● Promote events that are going on at Alamo 

Drafthouse
● Respond to customers who have questions or 

concerns

Objective: Our objective is to 
increase loyalty signups by 20% by 
posting ads about exclusive events 
and deals for loyalty members, and 
to encourage our audience to stop 
missing out on deals and sign up 
for Film Fanatics Club! 

KPIs: Conversion rate, Cost per 
acquisition (CPA), reach and 
impressions, Engagement rate, 
Lifetime Value (LTV). 



Why this platform?
● Develop a unique hashtag
● Share exclusive content for loyalty 

members 
● Encourage our audience to share 

photos 
● Host a loyalty member contest!! 
● Respond to customers who have 

questions or concerns 

Objective: Our objective is to 
increase engagement with the brand 
on social media by 15%, not only by 
our audience leaving likes, 
commenting on posts, and retweeting, 
but by clicking the link to sign up for 
the loyalty program. 

KPIs: Conversion rate, CTR (Click 
through rate), CPC (Cost per click), 
Social engagement (likes, comments, 
retweets, etc), ROIs (Return on 
investment). 

Social Media Campaign 



Social Media Campaign 

Why this platform?
● Promoting the loyalty program 
●  Create exclusive content 
● Share-user generated content 
● Run contests or giveaways 
● Share latest updates about the company 

Objective: Our objective for this 
campaign is to boost loyalty signups 
by 10% by offering exclusive deals 
(10% off their movie ticket and a free 
popcorn) that they can’t get 
somewhere else. 

KPIs: Click-through rate (CTR), 
Cost per click (CPC), Conversion 
rate, ROIs



The End



Appendix



Appendix (Search Campaign Setup)

Targeted Audience Segments: 
TV Lovers, Comic and Animation 
Fans, Gamers, Movie Lovers, Food 
& Dining



Appendix (Search Campaign Setup II)



For the appendix - Twitter ad campaign setup screenshots  



Appendix - Facebook ad campaign setup screenshots



Appendix - Instagram ad campaign setup  



Awareness Phase Alterations- With the awareness 
phase being mostly centered around reaching as many 
consumers as possible, we noticed that the paid search & 
Display ad campaigns were largely outperforming their social 
media counterparts. Being that $5,000 in Ad Spend is being 
allocated to poorly performing social media campaigns we 
believe this portion of the budget would be better spent either 
in the Search/Display campaigns or other high performing 
campaigns further down the funnel.

Awareness Totals
Impressions 1,711,279

Clicks 10,260
CTR 0.60%

Conversions 191
CPA $81
CVR 1.86%

Monthly 
Spend 15,500

Net Revenue -$5,950
% ROAS 61.61%



Conversion Phase Alterations- When looking at the 
highest performing channels within the conversion 
phase we used ROAS as the main ranking factor. In the 
graph to the left you can see that Paid Search, 
Facebook, and LinkedIn are the highest performing 
campaigns by ROAS and Display/Twitter ads are not 
generating income for the business. Because of this we 
believe we should reallocate the $5,000 used in the 
Display/Twitter campaigns towards the higher 
performing campaigns.

Conversion Totals
Impressions 763,275

Clicks 8,563
CTR 1.12%

Monthly 
Spend $21,000

Conversions 534
CPA $39
CVR 6.24%

Net Revenue $5,700
% ROAS 127.14%



Consideration Totals
Impressions 937,646

Clicks 5,661
CTR 0.60%

Conversions 275
CPA $49
CVR 4.86%

Monthly 
Spend $13,500

Net Revenue $250
% ROAS 101.85%

Consideration Phase Alterations- For the 
consideration phase our goal is to drive traffic to our site 
and have consumers spending significant time browning 
our product options. Paid search, Twitter and LinkedIn 
have the best ratios of impressions to clicks so we 
believe some of the $5,000 Ad Spend from Facebook 
and Display ads should be reallocated towards those 
better performing campaigns.



Marketing Brief

https://docs.google.com/presentation/d/1-msVeH9SSdbD5ohv5utrXQ6jHcmHSuwybDBUgGEDOmY/edit?usp=sharing


Data Plan & Analysis I (ROAS)

Data Plan- Within each stage of the funnel we have highlighted the campaigns with the lowest performance based 
on ROAS (Return on Ad Spend). By using retargeting methods within these platforms we can increase this KPI by 
targeting the consumers that have already expressed interest in our brand. Additionally, utilizing features such as 
“look-alike” audiences within the “Top of Funnel” campaigns will ensure that we are targeting the correct 
demographics and therefore have a positive effect on ROAS as well. 

Funnel 
Stage

Marketing 
Channel % ROAS

Top of the 
Funnel

Paid search 81.25%
Display ads 50.00%
Facebook 24.00%
Twitter 46.67%
LinkedIn 50.00%
Awareness Totals 61.61%

Funnel 
Stage

Marketing 
Channel % ROAS

Middle of 
the Funnel

Paid search 139.17%
Display ads 30.00%
Facebook 66.67%
Twitter 106.67%
LinkedIn 120.00%

Interest/Consideration Totals 101.85%

Funnel 
Stage

Marketing 
Channel % ROAS

Bottom of 
the Funnel

Paid search 154.17%
Display ads 92.50%
Facebook 105.00%
Twitter 68.33%
LinkedIn 115.00%
Conversion Totals 127.14%

Role of Loyalty Program- The loyalty program we create for our brand will give us a broader database of 
information regarding our target audience and can be utilized to create a more effective retargeting campaign.


