
Researching Social Media Campaigns 

Time and Time Again 
https://www.indiegogo.com/projects/time-and-again-short-film-drama#/ 

 

This is a short sci-fi drama film about ‘A grieving physicist, Maggie, who creates a time 
machine to try and avert a family tragedy, enlisting the help of a former friend, Theo, who 
has his own demons; but she cannot escape the dilemma of whether it is really possible to 
change your own destiny. Is anything we do ever really a choice? They must choose between 
the reality of the present or taking a chance on changing the past for the good of the future.’ 

The campaign was fully funded on June 21st 2016, and was overfunded with 156 backers, 
raising more than hoped for, with a total of £5,662, a 109% funding. 

To persuade contributors to donate, the campaign uses varied items to encourage people to 

pledge. One of these persuasive techniques is that they include a range of pledge perks 

varying from £8 to £250. Some of the perks that are included are, if £8 is pledged, the funder 

revives a shout out on social media plus a digital sneak peek and a digital download upon 

release. If £5 is pledged, there is a shout out on social media. £10 pledged gains a shout out 

and a sneak peek and digital copy on release. From then on, the prices are from £15, all perks 

below the price and a DVD copy, £25, which also gets all perks below the price plus a Blu-Ray 

copy and a print of the film poster, £50 gets DVD/Blu-Ray and Poster plus tickets to the 

screening/premier, £60 gets the DVD Blu-Ray and poster plus two exclusive invitations to the 

screening, £80 gets the DVD/Blu-Ray and poster plus a copy of the script and a Concept Art 

Book, £100 gets DVD/Blu-Ray and poster plus the chance to be an extra and be IMDB 

credited and £250 gets a studio tour and a talk with the director. This is a good way of 

persuading people to pledge as it gives enticing and quality perks for helping to fund and 

make the film. Another persuading technique is that they included a video of the director and 

writer talking about the film and how much it means to them, which is likely to entice people 

into funding as the pledgers will know that there money is going to something that 

passionate people are making. 

The campaign has a lot of strengths to it. One of these is the Perks for pledging, as they are 

enticing and are something that people would want to have, which is possibly why the film is 

overfunded. Another is that they included an in-depth description of the story, the team of 

filmmakers and actors, what they need to make the film that includes a funding breakdown 

both in writing and as a chart and how the audience can help. This allows pledgers to see 

what there help and money will do and show that they are pledging for something that the 

creators are passionate about making and that the pledger’s contributions will really help to 

make their dream project become a reality. They also have two well-known crew members, 

as they have Steve Lawson as mentor and co-director of the film and Colin Baker playing one 

of the characters, which appeals to the pledgers who know him and known how he is perfect 

for a Sci-Fi project, as he played The Doctor in Doctor Who, which is a good celebrity 

endorsement for the film that will gain viewers from the celebrity’s fans. The Video is also a 

strength as it visually shows the passion that the creators have for the project and how much 
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they really want the funding so they can make their ideas a reality. They also included links to 

the many social networks they have for the film, which allows the audience to visit their sites 

and keep up to date with the project. 

On the down side, there is also a small weakness to the campaign. This comes in the form of 

the video as it shows no visuals or footage from the film, so it doesn’t show the projects style 

or scenes that will feature in the film. This is a small weakness as the pledgers tend to like to 

see some small visuals to do with the film so they can see the particular style, mood, costume 

and mise en scene and decide whether they like this style or not. Alternatively, this could be a 

strength as it leaves the pledgers wondering what the film will look like when it is finished, so 

the perks that the pledgers gain will be wanted more as they need these things to see how 

the film turned out in all of these aspects. To improve this, I would suggest that they simply 

to add in some shots and clips of the film ideas, such as scenes that they have tried or 

storyboards and sketches. 

The target audience can be somewhat identified for the campaign. I would say that the target 

audience isn’t gender and age based as such, but it steers towards more of a young female 

adult audience as the writer and director both say they want the main character to be a 

strong female lead rather than the usual male lead. The target audience has also got to like 

the sci-fi genre and enjoy films of time travel and philosophy as this is the main theme of the 

film. I would say that the target audience has been targeted effectively on the campaign 

through its perks and the information they have provided about the project as I think the 

information that they gave is enticing and the perks are things that the audience would really 

want, as well as being appropriately named with time travel sci-fi film names. 

Falling 
https://www.indiegogo.com/projects/falling-short-film-love-depression#/ 

 

‘Falling’ is an Australian story of two characters, Paul and Rebecca, who are dealing with both 

mental and emotional issues. They are difficult people to connect with as they are ‘closed 

doors’. The ones that are hardest to love are the ones that need it the most though. When 

the characters find the love, they love with an ‘immeasurable intensity’. Can they make it last 

and what happens if they don’t? This film aims to shed light on some issues that are shown in 

the modern world, such as mental health, domestic violence and racism. 

The campaign was fully funded on July 1st 2016, gaining a 102% funding from 55 backers, 

which was more than originally asked for, raising a total of $15,295. 

The campaign uses a variety of persuasive items to appeal to the audience. First of all, it 

contains a video that has the cast and crew discussing what the short film is and what it 

means to them, to prove that the film they are making is being produced by passionate 

filmmakers who want to shed light on the subjects the film shows. There is also a detailed 

section that describes and explains the story, the issues in the film and what the filmmakers 

hope to achieve by including these subjects and issues, there aims with the story and film, 

how the money will benefit the production and a list of the cast and crew of the film. There is 

also a poster for the film that is of a good quality and shows the cast and gives an idea of the 



films style and narrative. There is also a perks section that offer large and wanted rewards for 

contributing, which range from $20 to $5000, offering scripts, online video links, posters, 

premier tickets, co-producer credits, on set tours and executive producer credits. The 

campaign also uses Celebrity Endorsements as the actors are professional Australian actors 

from a range of films, and also the crew have won awards and have experienced work in films 

and TV. 

The campaign has many strengths with enticing perks, detailed descriptions of why the film 

matters to the crew and who the crew and cast are. There is also a poster that shows some 

of the style, narrative and mise en scene of the film. They also have links to their Facebook 

and Twitter pages to keep up to date with the production, and also the website link to look at 

the production in more detail.  

There is alternatively some downfalls to this campaign. First of all, the pricing of the perks are 

quiet high, which may not entice as many people to the production as they would hope. 

There is also no footage of storyboards or clips that show their ideas for the production to 

the audience. They don’t mention what the money raised will go to, such as they do in the 

campaign for ‘Time and Time again’ where the budget was split and shown in detail. There is 

also no mention of the risks that they will face throughout the production. To improve upon 

these things, I would suggest that they include these factors into their description as it will 

help the audience to decide whether to pledge or not. I also suggest making a slightly lower 

cost on their perks as they are somewhat expensive, which could be why the production 

didn’t have more than 55 backers. 

I would say the target audience is specifically in the 20 or 30 something age range but could 

also be aimed at young adults, as these are the ones that are most likely to be able to relate 

to the topics and characters in the film. I would say that there is no specific gender of the 

audience this specifies as it could appeal and relate to all genders. I do think this campaign 

has effectively targeted the audience, as shown by how they have overfunded the project. 

This could be down to the film recognising and bringing issues in the modern world to light 

and giving something that an audience may find relatable. 

Tomorrow 
https://www.indiegogo.com/projects/tomorrow-short-film--3#/ 

 

‘Tomorrow’ is a mystery thriller about a man, whose life was shockingly turned upside down 

in just one day. It is a short film full of compelling emotional twists.’ 

This campaign was 100% funded on October 14th 2016, with 53 backers raising £1,700. 

The campaign has many strengths as it has a short video with the creators describing the film 

and what they hope to achieve. There is also links to their social networks to keep updated 

on the film. There is also a section that identifies who the crew is, their ambitions for the film, 

a small summary of the perks they offer, a rundown of the budget and other ways that the 

audience can help. There is also a selection of perks that are more affordable, starting from 

£1 to £350, including perks such as a meeting and a hug, thank you’s on social networks and 
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in the credits, script/poster/DVD packages, invite to a digital premier, invitation to spend a 

day on the sets and be made an associate producer of the film. 

This campaign unfortunately has many weaknesses. There isn’t a detailed description of the 

film that says what it is about including such things as character names. There is also more 

focus on who the crew is and no mention of any actors. The video and page contains no 

image that relates to the film such as a poster or film storyboards and clips. The campaign 

doesn’t outline any of the risks that they may face while producing the product either. The 

campaign doesn’t really show any passion that the creators have towards the film as it seems 

to be heavily based around who they are rather than what the production is. I would suggest 

that they change around their campaign page to reflect the film and give more details to do 

with the film rather than who they are and what perks they offer, as the audience isn’t likely 

to pledge if there is little to find about the film. 

The audience isn’t clear with this campaign as there is little information to do with the film as 

opposed to what there is about the crew. This means that they haven’t effectively target an 

audience well as there is little to know about who they are aiming the film at. Overall, I think 

this campaign is less successful as opposed to the other two I looked at, even though it 

reached 100% of funding. 


