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SITUATION 
  
  
  

MARKET 
This campaign is necessary because it can draw on the old idea that dinner 
and a movie is one of the best and easiest date night ideas. By combining a 
movie and dinner all in one, it takes the hassle out of deciding on a place for 
dinner and adds the convenience of having the movie right there. It also 
makes it easy for adults to have wine, beer, or a cocktail on their night out 
without having to even contemplate driving under the influence. There are 
other cine-dines around Omaha, but the fact that Alamo is one of the newer 
ones will draw in new consumers and/or more business. 
  
PRODUCT 
We are selling a movie theater that makes date night the easiest possible 
task - catch a movie and dinner all in the same place. The creative team 
needs to take into account the consumers we trying to reach that want to roll 
the idea of a dinner and movie all into one. We should take into account that 
there aren’t many other theaters like this, so we need to capitalize on this 
and what sets us apart from those other few theaters.  

  
OPPORTUNITY 
It would be a good idea for the Alamo Drafthouse to create some kind of 
social media platform that would allow for consumers to see deals they are 
offering. If you could get two tickets to a movie plus dinner for a certain lower 
price, that is going to win over people getting dinner elsewhere and only 
coming to Alamo for the movie. Another idea is to possibly do a punch card 
that allows you to buy a certain amount of dinners/movies where after so 
many you get one for free. The Alamo can take advantage of the fact that 
they are a newer cine-dine in Omaha, which will draw new consumers. 
Gaining new consumers will be great for business because if they have a 
great first experience, they are far more likely to return in the future. 

    

OBJECTIVE 
  

Increase awareness for the Alamo’s “In Case You Missed It” series and 
reaching 80% capacity for the film, Mad Max . 

    

STRATEGY 
  

Unlike other movie theatres, the Alamo Drafthouse embodies the whole 
‘date night’ experience. Whether it be for families or couples, guests are 
offered a total nighttime experience with drinks, food, and a good film. The 
Alamo takes care of you, all you need to do is show up! 

    

TARGET 
AUDIENCE 

We need to reach young adults and new parents. Sometimes life gets in the 
way when raising children and getting your life started, that you often miss 
the movie-going experience of your favorite movie or even miss seeing a 
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movie you were anxious to see. This audience doesn’t have a ton of time to 
plan out a whole date night, but crave a break from life. 

  
BRAND TONE/ 
PERSONALITY 
  

  
The brand tone/personality is adventurous, and all-encompassing. Our 
young couple doesn’t want to have to plan every detail of a date night in 
their busy schedules. Alamo wants to provide the complete experience, all 
they have to do is show up. Alamo is a luxury experience customized to your 
tastes. Let us treat you to cocktail hour, dinner and a movie without any of 
the hassle. Our campaign is going to make consumers feel relieved that 
there is something out there they can do on a missed date night that doesn’t 
require a ton of planning. We hope to make people feel pampered, yet 
excited by a high-quality experience at greatest convenience. 

  

  CURRENT CONSUMER BELIEF BRAND INSIGHT DESIRED CONSUMER BELIEF 

Emotional 
Junk 

Once there, the experience is 
great all around, but the hassle 
comes with getting there. When 
some think of theaters with bars, 
they think of an awkward 
placement of a bar in a regular 
theater.  

Make the Alamo experience as 
much before the movie as during. 

The Alamo is worth the drive. It’s 
not just a movie theater, it’s an 
all-encompassing experience. 
The Alamo is a bar/restaurant 
with a luxury theater. 

  CURRENT CONSUMER 
ACTION 

REASONS TO BELIEVE DESIRED CONSUMER ACTION 

Rational 
Junk 

A movie theatre is not considered 
to involve an upscale experience. 
Dinner and a movie is not 
associated with Dinner WITH a 
movie. 

Alamo prides itself in kicking 
disruptive patrons our of the 
theatre, people can be confident 
coming in that they will have a 
good experience. 

Frequent the Alamo as their 
“getaway” and go-to date night 
spot. 

  

TACTICAL 
ELEMENTS 

- We will focus on network media, We will creative our own website, In this 
website, we can post our trailer in it. We will also focus some famous social 
media such like youtube. We can  randomly pick some lucky people who 
subscribed our trailer and give them a free ticket。 Moreover, If the 
subscription people More than 100w, we will promise add the credit cookie 
after the movie end.  
 
- role play events will be held. we will invite audience dressed in clothing of 
the  film role being shown, and take photos for free. 
 
- “Lucky Alamo wheel” will be designed and used for website and mobile 
app. People can spin the wheel online or by mobile app to proceed  prize 
draw, the award can be film ticket, a soft drink, a bag of popcorn, and even a 
free dinner. This can encourage more customers pay attention to Alamo and 
show up in the cinema. 
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- We will design a limited edition tickets made of toughened materials,  
the audience who buy this ticket can watch any movies without limit of times 
in a day. The advertisement is “any movie at any time, as many as you like”. 
- Point card will be designed to encourage audience continue see 
films in Alamo. Each ticket can exchange 5 points card, 50 points can be 
used to change any film tickets being shown. 
Point card can be physical or digital. 
 
 

    

EXECUTIONAL 
MANDATORIES 
  

Logo, Trailer, Lucky Alamo Wheel, Limited Edition Ticket, Point Card  

  

 


