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Overview  

Flatpack is a BAFTA qualifying festival that takes place in Birmingham each year. Many 

people from all over the world participate in the event and a wide variety of films, innovative 

performances and magnificent artforms are put on display. The main part of the event includes 

animation, music, documentaries, archive footages, live cinematic visuals and short offerings for 

kids as well. During the festival, a sense of occasion is created that makes up the basis that 

explores terra incognito where there is an amalgamation of films with other forms of art and 

putting such a show on display that is not available to the audience on any other platform. The 

history of the event dates back to the 2000s when there used to be a mixed-media night at the 

Rainbow pub in Digbeth. These events gained popularity slowly and so the event was able to 

take place in one of the winters in the year 2006. Since then, the festival can grow drastically and 

can attract a huge amount of audience from the country while other parts of the world could not 

ignore such a festival being staged at such a humungous level. The festival showcases several 

screenings, mixed performances, installations and the programme did not only include the 

nationwide talent but also offers a playful, versatile and fresh new international talent.  

Being a lead partner in Film Hub Midlands – an initiative of the BFI Film Audience 

Network, it is contributing towards building a thriving film culture in the Midlands and helping 

to promote the future generation of exhibitors through Build Your Film night. Flatpack festival 

can help to contribute towards supporting artists and establishing new frameworks for the 

festival and the family programme Colour Box has a wide reach and children are becoming 

aware of this event as it reaches through schools activity and public events.  

  

Positioning 

 Film pack festival has become one of the renowned events in the world by including the 

BAFTA-award qualifying short film competition which includes features from UK and there are 

at least six cash prizes that accompany the awards. One of the best filmmakers from all over the 

world takes part in the event. All genres of films are included from trashy entertainment films to 

documentary films that have great substance and some of the great music ever incorporated in art 

events along with creative animations. The new venture Flatpack outdoors offers a chance to 

light up green spaces in communities all over Birmingham and offering a noble experience with 
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a twist of cinema under the stars. Several screenings take place if dive deep into the archived 

footage and offer a glimpse from the buried treasure of the past. Offering insights into the secret 

history of Birmingham’s adventure playgrounds and showcasing folk horror from the East, the 

Time Machine tries to put a new light on the events and cinema from the past. In addition to this, 

AV performances, screenings and most importantly a weekend live score sets up a great festival 

(Kruger and Saayman, 2009). 

SMART Objectives: 

SMART objectives and goals are critical to a company's success. Managers, marketing 

directors, sales, human resources, and other departments must be fully involved in developing 

these objectives. Thus, everyone understands that company growth entails personal growth. Only 

by having order and structure that specifies the goals can this be accomplished (Schlegelmilch, 

2016). SMART objectives gives a certain path toward a certain goal, complete with distinct 

milestones and an anticipated deadline for completion. The abbreviation SMART stands for: S-

specific, M- Measurable, A- Achievable, R- Realistic, and T- Time bound (Bangsa and 

Schlegelmilch, 2020). Linking sustainable product attributes and consumer decision-making: 

Insights from a systematic review. Journal of Cleaner Production, 245, p.118902.Therefore, for 

organizing a film festival of such huge stature, smart objectives should be defined in order to 

execute a great flatpackfestival.  Becoming one of the most reachable film festival should be one 

of the objectives. In this regard, measurable KPIs can help to fulfill specific goals. Increasing 

social media management and media coverage can help a great deal in reaching audience and 

facilitate them by providing relevant information, so that the number of attendees can be 

increased as compared to the last film festival. Due to the current COVID situation, it is 

imperative that the health and safety requirements be fulfilled and all the precautions are taken to 

avoid any type of undesirable situation. Securing venues and keeping account of all the 

deliverables can help to organize a memorable film festival (Suryawardani et al., 2017). 

Furthermore, effective social media campaigns and influencers can help in advertisement 

campaign which increases number of people who can attend the festival. And specific plan 

should be scheduled in advance in order to be able to give a detailed look as to how the festival 

will turn out. Similarly, specific tasks assigned to staff will help to meet the various deadlines 

and execute the event properly (Cimbaljević, 2021). 
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Market Research and Analysis 

 The aim of marketing research and analysis to study the wants, need and the expectation 

of potential customer. The market research aimed to determine the response toward company 

product (Burns et al. 2014). These marketing research aimed at lowering the risk and uncertainty 

by offering information related in order to make informed marketing decision. On the other hand, 

the aim of research is to develop testable and measurable data in order to add information to the 

human knowledge (Babin and Zikmund, 2015). Consequently, the marketing analysis is 

recognised as diagnostic process for uncovering the root cause related to why the market is 

underperform. A thorough analysis of marketing assist in developing knowledge regarding the 

operation of market in which the organisation operates. Hence, it is significant for marketing 

team to conduct marketing research. According to BFI’s 2019-2020 tracking study, 

comprehensive details are outlined that measures the screen engagement and provides statistics 

that can help to give insight into the niche audience that will be interested in attending the event. 

In the year of 2020, there has been a surge in the audience who watch film- with numbers rising 

from 40 percent to 54 percent of people who watch films on digital platforms. Apart from this, 

despite of the sanctions imposed by the government, almost 30% of adults chose to watch at least 

a single film at cinema or big screen in the year 2020 (Audiences, 2021). Furthermore, the 

survey conducted also mentioned that on average, the number of cinema film-goers did not 

decline even after the pandemic situation. This clearly indicates the love for movies and cinemas 

in the UK audience- and thus a huge potential for events like flatpackfestival.  

There exist different type of tools and techniques for marketing analysis. These are 

recognised as the potential tool that assist the company in understanding the environment of 

organisation. These tools are SWOT analysis and PESTLE analysis; these all enable the 

organisation to undertake decision more strategically. For instances, SWOT analysis is 

considered as the potential marketing analysis tool that offer understanding regarding the internal 

and external environment. A SWOT analysis is potential tool for organising the strength, 

weakness, threats and opportunities (Phadermrod et al. 2019). On the other hand, PESTLE 

analysis is also notable tool that assist organisation in developing wider understanding related to 

external environment. PESTLE analysis is recognised as the framework that analyse the key 

aspect such as Political, environmental, legal, social and technological aspects influencing the 

organisation. It provides organisation with in-depth insight related to which of the external 
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environment factors are influencing their organisational activities. This tool increasingly assists 

in attaining the macro picture of industry (Srdjevic et al. 2012). Thus, these all techniques of 

marketing analysis can be effectively utilised in order to undermine the factor influence the 

operation of flatpackfestival.  

SWOT Analysis 

SWOT review examines the strengths, shortcomings, opportunities, and risks. The internal 

factors in an SWOT Analysis are strengths and weaknesses, while the external factors are 

opportunities and risks. SWOT Analysis is a tried-and-true management framework that allows a 

company to compare its market and results to its rivals and industry.  

Strength  

1. Film pack festival has become one of the renowned events in the world by including the 

BAFTA-award qualifying short film competition which includes features from UK. 

2. Flatpack is a BAFTA qualifying festival that takes place in Birmingham each year. 

3. Several screenings are shown which attract large number of audiences. 

4. Promotes not only nationwide but international talent as well.  

5. Building a new generation of filmmakers that can positively contribute towards a thriving film 

culture. 

6. Offers a noble experience by providing new venture Flatpack outdoors with a twist of cinema 

in open green spaces. 

Weaknesses 

Here are the weaknesses in the SWOT Analysis: 

1. The number of movie-goers has reduced after COVID pandemic. 

2. Most of the people prefer to watch films at digital platforms or TVs 

3. After the pandemic, the rate at watching films at cinema has declined by a considerable 

measure. 
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Opportunities 

Following are the Opportunities in SWOT Analysis: 

1. Consumers are willing to spend more money on unique products 

2. Sustained number of audience from pre-pandemic and after lockdown in UK. 

 3. Promotes not only nationwide but international talent as well. 

Threats  

The threats in the SWOT Analysis are mentioned below: 

1. Audience choosing to watch films on digital platform. 

2. Uncertain economic times 

3. Need for safety precautions even after pandemic situation. 

PESTEL Analysis 

Accounting for the PESTEL analysis, it can be inferred that England is a politically stable 

country, where the there is a less chance of political upheaval. As, having a political stable 

environment can contribute to the business in a positive way and will enable the industry to 

perform its business operations with freedom and autonomy (Caselli, and Tesei, 2016). 

Considering the economic factors, it can be deduced that the stable economy can provide a 

favourable condition for the company to operate. Having a low unemployment rate and one of 

the better standard of living in the world, it is inferred that such conditions will be favourable for 

the staging an event like flatpackfestival. Having a technologically innovative outlook while 

believing in use of cutting edge technology, use of technology is promoted and favours such 

festival. As far as legal matters are concerned, the UK laws are applied to the company and law 

policies in UK does not differentiate between a local and international company, and providing 

them with a number of benefits (David, 2019). 

Marketing mix and 7 P’s of Marketing 

Marketing mix is the arrangement of strategy in terms of product, price, place, 

promotion, physical evidence, people, and processes. Product is the offering which can help the 

customer with its needs. The filmpackfestival provides the a number of products for the 
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customers which includes animation, music, documentaries, archive footages, live cinematic 

visuals and short offerings for kids as well. The new venture Flatpack outdoors offers a chance to 

light up green spaces in communities all over Birmingham and offering a noble experience with 

a twist of cinema under the stars. Furthermore, price is another factor that is reasonable 

considering the products that are offered (Thabit and Raewf, 2018). Another factor in marketing 

mix is the place at which organization is located. It is important that screenings are located at a 

flexible place which can ensure wide range of audience. Promotion is a factor that affects 

marketing mix, in this regard, it is a method to increase sales and ensure that the product is 

recognized (Išoraitė, 2016). In order to ensure that the customers are offered valuable services, it 

is important that well-trained and skilled staff is hired and a great website is designed for easy 

access that gives a physical evidence of the progress and is also a part of marketing mix. In 

addition to this, people working in the festival should be equipped with relevant skills and the 

processes, logistic operations carried out by the people should be satisfactory in nature. These are 

some of the factors that make up marketing mix (Chang, 2011) 

Communication Mix and IMC 

 Different types of marketing communication makes up communication mix, which 

consists of advertising, sales promotions, direct marketing, public relations, social media, 

interactive marketing and professional selling. In this regard, promotion refers to any type of 

marketing communication that is used for providing information to target audiences regarding 

the product, services, goods and their offerings (Morris, 2019). The main aim of promoting a 

product or service is to reveal its benefits and advantages to the consumers regarding why they 

need it and why should they pay they particular price for it which is mainly used by each 

organisation (Baldwin, Freeman, and Kelly, 2018). According to the location, at which, products 

appear on the website of the company or social media, triggers the customers by targeted ads for 

the products. Nowadays, organisations make excessive use of advertising through social media- 

Instagram campaigns and PR campaigns which showcase the products for reaching the audience 

at the right place and at right time (Rajak, 2020). In this regard, social media is considered the 

future of marketing especially when promoting festivals like flatpackfilmfestival.  

 Organisations tend towards transforming themselves into online environments, where 

online promotions are proven as increasing engagement which impacts directly on sales. The 
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online platform is the perfect environment for offering customers, different deals and offers and 

different online retailers have been utilising great effect for many years (Wildfeuer, 2018). In this 

regard, there are several promotions selling mechanics including link selling, recommend selling, 

buy one get one free offer, discounted offers and other loyalty discounts and according to the 

theory of IMC, digital marketing can prove be one of the best way to attract audience and 

promote the festival. The other benefits of online selling are that the promotions are easily 

viewable where it further helps customers with relevant prompts and reminders. According to 

Wielki (2020), online selling of festival tickets and products ensures that it is effectively selling 

the customers right up to the point of purchase. Online promotion has become as significant as 

the traditional one. Strategies are usually in the form of print advertising, promotional activities 

or customer-focused strategies. For promoting flatpackfilmfestival, promotional campaigns on 

mugs, pens, T-shirts or in the form of giveaways can help to reach a wide audience (Manthiou, 

2014). 

Mission Statement 

  To foster love for films and movies of every genre and in every shape and size; 

putting up an event that showcases wide variety of films, innovative performances and 

magnificent artforms on display while the new venture Flatpack outdoors offers a chance to light 

up green spaces in communities all over Birmingham and offering a noble experience with a 

twist of cinema under the stars. 

Vision Statement 

 Flatpackfestival will be an internationally recognized film festival that includes features 

from UK and provides platform for the best filmmakers from all over the world to take part in 

the event. Giving chance to all genres of films from trashy entertainment films to documentary 

films that have great substance and some of the great music ever incorporated in art events along 

with creative animations.  

Budget Plan 

All budgetary information should be listed within this section. Applicants should ensure that 

information contained within the budget is accurate 
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Summary 

Description Total Budget 

Design & Print  £ 100000 

Distribution/display, £ 200000 

Website & on-line 

activity 

£ 50000 

Advertising £ 400000 

Market Research £ 50000 

Other £ 100000 

  

Total £ 900000 

  

  

  

  

  

  

 

A Gantt chart (marketing activity calendar) 

 

Specific 

Objecti

ves 
Activities 

August September 

Week I Week II 

Week 

III 

Week 

IV Week V 

Week 

VI 

Week 

VII 

Week 

VIII 

              

I Planning 

and Drafting 

Planning 

initiation       

    

   

Gathering 

Requireme

nts     

    

         

         

II Hiring, 

Recruitment 

and 

Marketing   

Conduct 

interviews      
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Hire 

relevant 

staff and 

volunteer  

    

     

Online 

and 

digital 

marketing 

campaign 

   

II 

Event 

scheduling 

and 

management     

Finalize 

event 

schedule 

and 

logistic 

operations 

   

     

 Check 

venues 

and 

ensure 

availabi

lity 

  

     

  Event 

Week 

 

 

Conclusion 

The above report has been performed in order to develop in-depth insight regarding the 

notion and the significance of marketing. From the above report, it has been found that 

marketing is one of the potential elements in order to promote the filmpackfestival effectively 

particularly in the post pandemic era. It is because nowadays the organisation is increasingly 

inclined toward marketing product through different means. Therefore, flatpackfestival must 

utilise different marketing channel in order to develop the brand name and reach toward the 

prospective customer more steadily. Moreover, the utilisation of marketing tools such as SWOT, 

PESTLE, 7ps of marketing and IMC are increasingly significant as it informs the company 

regarding the internal and external factor influencing company performance and helps to reach 

wide audience, so that flatpackfestival can become a successful event 
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