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ABSTRACT

“Affinity Feature Films”—a cooperative direct marketing strategy—
was created to help progressive, cause-oriented non-profit 
organizations and charities (“affinity groups”) overcome the growing 
barriers to cost-effective fund raising, issue promotion and solution, 
and, above all, membership acquisition. 

Affinity Feature Films uses feature films as a direct marketing and 
issue promotion medium. Integrated, interactive websites serve as 
response devices. The supporters of the participating affinity groups 
are the base target audience.

Affinity Feature Films brings together three participants: a coalition 
of cause-related affinity groups that have an aggregate supporter base 
of 10 million people or more, established feature film production 
companies and distributors, and investment entities. The affinity 
groups provide a financially viable base audience by promoting 
affinity films to their millions of supporters. The film industry 
participants make and distribute the Affinity Feature Films motion 
pictures. The investment entities provide production funding. 

Affinity Feature Films begins with an assured, economically viable 
audience. As a consequence, the traditional fundraising and 
membership acquisition barriers confronting affinity groups, and the 
barriers to profitability facing film producers and motion picture 
investors, are overcome.
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Executive Summary:
Cooperative Direct 

Saving Dinah, the story of 
their stolen border collie,
element of a $10 million, 
cooperative direct marketing campaign
created by producer/writer Stephen
Keys Direct Marketing & Communications of 
Ottawa to help animal protection charities and 
non-profit organizations (“affinity groups”
worldwide promote pet protection issues, 
funds, and acquire new supporters
cost to the affinity groups. 

In return for those benefits, affinity groups
(there are more than 12
membership of over
will actively promote 
groups’ marketing efforts will include placing 
marketing materials (provided by the film’s producers),
advertisements in membership mailings, house publications, on websites, 
and in e-mail communications. The 
their supporters to help the
when it’s shown in their 
asking their friends
groups will also promote the 
various television market windows

The Saving Dinah Affinity Feature Films campaign will give affinity 
groups modest participation in the film’s net profits, 
donations raised on the 
event that will greatly 
and cruelty—and their solutions
Truth did for climate change. More importantly, 
through its website, will recruit 1.5 to 3 million potential new supporters 
for the affinity groups
memberships. Acquiring new supporters
critical issue facing most cause

Executive Summary: Saving Dinah and Affinity Feature Films 
Cooperative Direct Marketing

the story of a family’s search for 
their stolen border collie, is the feature film 

million, Affinity Feature Films 
marketing campaign. It was

created by producer/writer Stephen Best and 
Keys Direct Marketing & Communications of 

to help animal protection charities and 
profit organizations (“affinity groups”) 

promote pet protection issues, raise 
funds, and acquire new supporters—all at no 
cost to the affinity groups. 

In return for those benefits, affinity groups
(there are more than 12,000 of them in North America with an aggregate 
membership of over 30 million people and another 30 million worldwide

promote Saving Dinah to their memberships. The affinity 
marketing efforts will include placing Saving Dinah articles, 

marketing materials (provided by the film’s producers), and
in membership mailings, house publications, on websites, 

mail communications. The affinity groups will also directly
help the animals they love by going to Saving Dinah

when it’s shown in their neighborhood theatre, by taking friend
asking their friends, family, and colleagues to go to the film as well.
groups will also promote the Saving Dinah DVD, its release into the 
various television market windows, and merchandise marketing

Affinity Feature Films campaign will give affinity 
participation in the film’s net profits, much needed 

donations raised on the Saving Dinah website, and a transformative media 
greatly elevate the importance of companion anim

and their solutions—in the public mind, as An Inconvenient 
did for climate change. More importantly, Saving Dinah, again 

through its website, will recruit 1.5 to 3 million potential new supporters 
for the affinity groups who are faced with declining and aging 

cquiring new supporters, cost-effectively, is the most 
critical issue facing most cause-oriented, membership-supported

and Affinity Feature Films 

an aggregate 
million worldwide) 

to their memberships. The affinity 
articles, 

in membership mailings, house publications, on websites, 
directly ask 

Saving Dinah
friends, and by 

to go to the film as well. The 
its release into the 

, and merchandise marketing.

Affinity Feature Films campaign will give affinity 
much needed 

and a transformative media 
the importance of companion animal abuse 

An Inconvenient 
again 

through its website, will recruit 1.5 to 3 million potential new supporters 
aced with declining and aging 

is the most 
supported affinity 
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groups today. Affinity groups incur no costs participating in the Saving 
Dinah Affinity Feature Films direct marketing campaign.

The Saving Dinah Affinity Feature Films campaign also overcomes today’s 
greatest barrier to profitability confronting film producers and their 
financial and corporate partners: identifying and cost-effectively 
marketing to a film’s target audience. The base target audience for Saving 
Dinah is the supporters of the affinity groups participating in the Saving 
Dinah Affinity Feature Films campaign. The cost of marketing to them 
through the affinity groups is less than 5% of what a traditional feature 
film marketing campaign would cost. More importantly, a traditional 
marketing campaign would not include the enthusiastic endorsement and 
encouragement of a trusted third party: the affinity groups whom the 
audience financially supports. Assuring an economically viable base 
audience for Saving Dinah—one that will pay to see Saving Dinah itself and
encourage others to do so—reduces, perhaps even eliminates, the risks 
normally associated with feature film production and investment.

For cause-oriented, membership-supported affinity groups and film 
producers and their investment partners, Affinity Feature Films is a direct 
marketing revolution. No other marketing strategy offers its cost/benefit 
return. No other marketing strategy so effectively overcomes the most 
significant barriers to profitability faced by the marketing campaign’s 
non-profit and profit-oriented partners. No other direct marketing 
strategy is itself a viable profit making venture that benefits all its 
participants.

But above all—because Affinity Feature Films cooperative direct 
marketing brings together the most determined cause-oriented affinity 
groups, the persuasive power of a feature film, and the financial 
wherewithal of the investment community—no other marketing strategy 
has such potential to help make a better world.

Once Upon a Time…

Affinity Feature Films cooperative direct marketing was developed to 
help cause-oriented charities and non-profit organizations (“affinity 
groups”) and their hundreds of millions of donors and volunteers achieve 
their goals. These determined, caring people struggle and sacrifice every
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day to make the world we all share a better place to live. It’s a struggle 
that gets more difficult and demands more sacrifice every day.

Specifically, Affinity Feature Films was developed in response to a request 
from the Animal Alliance of Canada (AAC), an animal protection 
organization. AAC needs to overcome the problem of its membership 
aging and declining. Failure to do so will render the AAC ineffective in 
dealing with its issues and unable to fulfill its implied contract with its 
donors. But what is more important to AAC’s supporters is that if AAC 
falters the many tens of thousands of animals they help every year will 
suffer.

AAC has tested traditional membership acquisition programs, including
direct mail, cold call telemarketing, space advertising, and direct response 
television. Soaring costs and poor response rates made them money losing 
investments. The AAC needed something new. Affinity Feature Films was 
developed. The board of directors of AAC unanimously approved the 
strategy, and provided half the seed money necessary to develop the 
project. Saving Dinah was born.

Three ever-growing obstacles confront all affinity groups. When affinity 
groups fail to overcome them, they suffer ineffectiveness and insolvency. 
The obstacles are raising funds, building public support for their causes, 
and, above all, acquiring new supporters.

Affinity Feature Films can overcome all of these obstacles, and can do it at 
no cost to the groups. Affinity Feature Films won’t work for all groups, 
but can work for tens of thousands of groups who enjoy the support of 
many millions of caring people.

The Affinity Feature Films direct marketing strategy requires three 
participant groups working in close cooperation:

1. Affinity groups that share a common cause, and that, in aggregate, 
enjoy the support of 10 million or more contributors. The affinity 
groups’ role is to market the affinity film to their supporters using 
advertising materials provided at no cost by the film’s producers. 
This will assure an economically viable core audience for the film. 
It is this assured, motivated audience that makes an affinity film an 
attractive investment.
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2. Feature film production companies who have the expertise and 
credits to attract established directors and stars, and a record of 
producing films with broad public appeal. Their role is making a 
film that will not only entertain and move the core affinity group 
audience to action, but also attract a broader audience from whom 
the affinity groups can acquire new supporters.

3. Investment entities that may include investment funds, individuals, 
foundations, national or international retailers, consumer goods 
manufacturers, etc. Their role is to provide the production funding. 
In the case of a national retailer or consumer goods manufacturer 
that role could expand to include cross promotions, in store 
marketing, merchandising, and premiums that relate either to the 
affinity film’s themes and larger objective or simply to the film 
itself.

Each of these participants brings a crucial element to an affinity feature
film. In return, the affinity feature film can provide them a sound return 
on their involvement and/or investment with minimal to no risk. The 
return may include new supporters and charitable donations for affinity 
groups; a profit or income for investors, producers, and stars; and a
broadened, more loyal customer base for retailers and manufacturers who 
invest in the affinity feature film.

Below, the role and benefits accruing to each of these participants will be 
discussed in greater detail. But first, a quick description of the Affinity 
Feature Films direct marketing strategy, and then consideration of the 
theatrically released feature film as a medium, because feature films are 
uniquely effective not only at delivering a message, but also at eliciting a 
desired response from a target audience. After all, isn’t that the purpose of 
a marketing strategy?

Affinity Feature Films Direct Marketing

Affinity Feature Films is a revolutionary direct marketing strategy that is 
based on proven direct marketing concepts: using media to deliver a 
compelling sales message directly to a pre-qualified target audience who 
use a response device to buy the product. However, Affinity Feature Films 
differs from usual direct marketing by taking the basic elements to the 
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maximum expression possible in today’s communication, media, and 
marketing environment.

In the Affinity Feature Films marketing strategy:

 The original medium is a cause-inspired feature film that is shown 
initially in North American and international theatres, and then, 
using other media, globally distributed through DVD sales and 
rentals, pay television, specialty cable television, national broadcast 
television, and eventually local television.

 The compelling sales message is seamlessly embedded in an 
entertaining, deeply moving story about empathetic characters who 
match the demographic profile of the target audience. 

 The pre-qualified target audience is the tens of millions of donors and 
volunteers asked by the affinity groups they support to go to the 
movie and to take a friend. The movie will also attract moviegoers 
who are not affiliated with any affinity group, but who are 
interested in the film’s themes and genre, or merely want to see a 
good movie with friends and family.

 The response device is a dedicated, interactive website that is used 
not only to capture donations and contact information, but also for
public education and advocacy.  

 The product buy is a new or newly inspired donor making a 
donation to the affinity groups to support their cause or a website 
visitor making an online request to be contacted by the affinity 
groups so they can do more to help.

The other revolutionary difference between Affinity Feature Films and 
traditional direct marketing is that the customer pays to hear the seller’s 
sales message. Affinity Feature Films is not an advertising cost, as are
most marketing strategies and campaigns, but rather a potentially—and 
likely—lucrative investment in its own right.



The Transformative Medium: the Feature Film

The Affinity Feature Films
visiting a website, making
requesting that affinity groups

Persuading people to act in this
enormous communicative
medium proven to have th
movie theater. Also, no medium matches the feature film’s power to 
elevate an important, but obscure
concern that demands a legislature’s action.

There is nothing like a movie
extreme range of control over how a message is crafted and delivered, and 
simultaneously the almost total control ov
audience experiences the message. 

Since human speech first evolved 50,000 years 
around a fire, the most effective storytelling tool 
humankind remains the motion picture. 
around us, recreating the age

silver 
borne into a brave new land bordered only by the 
moviemakers' imaginations. We laugh. We fear. We 
lust. We cry. We recoil. We care. No other medium 
can match the persuasive power of a movie in a 
theatre, because no other medium 
word
can evoke emotion so deeply. 
that motivate us. We are not thinking creatures who 
feel; we are feeling creatures who think.

More importantly, a movie, even while entertaining us, can 
change how we perceive the challenging issues of our time. From 
which changed how people feel about sport hunting, the list of movies 
that transformed perceptions includes 
(interracial marriage), Coming Home
(AIDS), Free Willy (captive marine mammals), 
(global warming), Erin Brokovich
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Transformative Medium: the Feature Film

Feature Films’ sales objective is ambitious: millions of people 
making contributions, joining in a cause, and 

affinity groups contact them.

in this extraordinary way demands a medium of 
power, a transformative medium. The only 

that power is a feature film experienced in a 
Also, no medium matches the feature film’s power to 

but obscure, issue to a matter of serious public 
concern that demands a legislature’s action.

a movie. Why? No other medium offers both the 
extreme range of control over how a message is crafted and delivered, and 
simultaneously the almost total control over the environment in which the 
audience experiences the message. 

Since human speech first evolved 50,000 years ago, and tales were told 
the most effective storytelling tool ever devised by 

remains the motion picture. Movies. The houselights dim 
age-old hush around the nighttime fire. The 

silver screen flashes into light. Music. Sound. We are 
borne into a brave new land bordered only by the 
moviemakers' imaginations. We laugh. We fear. We 
lust. We cry. We recoil. We care. No other medium 
can match the persuasive power of a movie in a 
theatre, because no other medium – not the spoken 
word, the written word, the theatre, nor the radio 
can evoke emotion so deeply. We feel. It is feelings 
that motivate us. We are not thinking creatures who 
feel; we are feeling creatures who think.

More importantly, a movie, even while entertaining us, can profoundly 
perceive the challenging issues of our time. From Bamb

changed how people feel about sport hunting, the list of movies 
perceptions includes Guess Who's Coming to Dinner

Coming Home (Vietnam veterans), Philadelphia
(captive marine mammals), An Inconvenient Truth
Erin Brokovich (corporate polluters), Good Night, and 

millions of people 

a medium of 
only 

Why? No other medium offers both the 
extreme range of control over how a message is crafted and delivered, and 

er the environment in which the 

and tales were told 

he houselights dim 
. The 

We are 
borne into a brave new land bordered only by the 
moviemakers' imaginations. We laugh. We fear. We 
lust. We cry. We recoil. We care. No other medium 
can match the persuasive power of a movie in a 

not the spoken 
or the radio –

We feel. It is feelings 
that motivate us. We are not thinking creatures who 

profoundly 
Bambi,

changed how people feel about sport hunting, the list of movies 

Good Night, and 



After Free Willy’s last fade out and before the final credit roll, an 
telephone number was displayed that people could call for informatio
about how they might help the whales. The San Francisco
Island Institute took the calls. David Phillips, Executive Director of the 
Earth Island Institute and Founder of the Free Willy Foundation, said in a 
1997 PBS Frontline interview for the

"So once we started the 800 number 
at the end of the film and people 
started finding out about the plight 
of Keiko, hundreds of thousands of 
people were calling saying: What are 
you going to do about this whale? 
Not the whales out in the ocean. 
They were doing that, too, but their 
concern was about the wild whales 
and their concern was about this whale because this whale 
had a name, this whale had a face, this whale had a story 
and people just grabbed onto 

"We got more than 400,000 phone calls, which was 
unbelievable, unprecedented. There had never really been 
an 800 number at the end of a movie, so nobody even knew 
how to judge what kind of numbers we were going to get. 
But the switchboards completely lit up. W
services operating 24 hours a day with kids calling in and 
parents calling in. Everybody wanted to get involved, what 
they could do for whales an
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Good Luck (political abuse of power), and 
Country (discrimination of women).

But do feature films, in fact, have the persuas
power to motivate people to support affinity groups 
promoting a cause? Yes. In 1993 Warner Bros. 
Pictures released Free Willy, the story of a 
who frees a whale doomed to be killed by an 
unscrupulous aquarium owner.  Free Willy
over $154 million at the box office, and inspired two 
sequels.

last fade out and before the final credit roll, an 
number was displayed that people could call for informatio

about how they might help the whales. The San Francisco-based Earth 
Island Institute took the calls. David Phillips, Executive Director of the 
Earth Island Institute and Founder of the Free Willy Foundation, said in a 
1997 PBS Frontline interview for the program A Whale of a Business

So once we started the 800 number 
at the end of the film and people 
started finding out about the plight 
of Keiko, hundreds of thousands of 
people were calling saying: What are 
you going to do about this whale? 

ales out in the ocean. 
They were doing that, too, but their 
concern was about the wild whales 
and their concern was about this whale because this whale 
had a name, this whale had a face, this whale had a story 
and people just grabbed onto that story…

got more than 400,000 phone calls, which was 
unbelievable, unprecedented. There had never really been 
an 800 number at the end of a movie, so nobody even knew 
how to judge what kind of numbers we were going to get. 
But the switchboards completely lit up. We had phone 
services operating 24 hours a day with kids calling in and 
parents calling in. Everybody wanted to get involved, what 
they could do for whales and what they could do for Keiko."

(political abuse of power), and North 

But do feature films, in fact, have the persuasive 
power to motivate people to support affinity groups 

In 1993 Warner Bros. 
a street kid 

who frees a whale doomed to be killed by an 
Free Willy earned 

over $154 million at the box office, and inspired two 

last fade out and before the final credit roll, an “800” 
number was displayed that people could call for information 

based Earth 
Island Institute took the calls. David Phillips, Executive Director of the 
Earth Island Institute and Founder of the Free Willy Foundation, said in a 

A Whale of a Business,

and their concern was about this whale because this whale 
had a name, this whale had a face, this whale had a story 

unbelievable, unprecedented. There had never really been 
an 800 number at the end of a movie, so nobody even knew 
how to judge what kind of numbers we were going to get. 

services operating 24 hours a day with kids calling in and 
parents calling in. Everybody wanted to get involved, what 

d what they could do for Keiko."



A more recent example of the feature film
feature documentary An Inconvenient Truth
circuit presentation on climate 
An Inconvenient Truth has taken in more than $40 million worldwide at the 
box office (DVD sales figures are not available) and persuaded more than 
1.1 million people to leave contact information at the 
http://stopglobalwarming.org

An Inconvenient Truth
world’s scientists and environmental protection 
groups were unable to accomplish, despite over three 
decades of determined effort. 
made climate ch
urgent issue in the public’s mind
feature films have a
They are transformative.
transform
organization, a company

and messaging “noise” that 
shut out. The feature film is a welcome “noise”, one we pay to hear
Affinity Feature Films capitalizes upon 
participant groups.

The power of feature films
is well understood by retailers and film producers
Us and Wal-Mart attest. This same power can be used to sell support for a 
cause and membership in organizations who champion it.

Bums in Seats

The three participant groups in a
affinity groups, film product
to the campaign’s success. However, 
an Affinity Feature Film campaign
failure: the paying audience

William Goldman, the quintessential 
classics as All the President’s Men
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A more recent example of the feature film’s persuasive power is the 2006 
An Inconvenient Truth based on Al Gore’s college

presentation on climate change.  Budgeted at less than $1 million, 
has taken in more than $40 million worldwide at the 

box office (DVD sales figures are not available) and persuaded more than 
1.1 million people to leave contact information at the 
http://stopglobalwarming.org website.

An Inconvenient Truth also did something that the 
world’s scientists and environmental protection 
groups were unable to accomplish, despite over three 
decades of determined effort. An Inconvenient Truth
made climate change a pressing political issue, an 
urgent issue in the public’s mind. The reason is that 
feature films have a quality that no other media enjoy
They are transformative. Movies can elevate—
transform—an issue, a person, an idea, a product, an 
organization, a company above the day-to-day media 

that perpetually bombard us and that we try to 
The feature film is a welcome “noise”, one we pay to hear. 

Affinity Feature Films capitalizes upon that to keep its promise to its three 

The power of feature films to create and sell merchandise from cars to toys
is well understood by retailers and film producers, as the aisles of Toys R 

Mart attest. This same power can be used to sell support for a 
cause and membership in organizations who champion it.

three participant groups in an Affinity Feature Films campaign—
affinity groups, film production companies, and investors—are all critical 

mpaign’s success. However, it’s the affinity groups who bring
an Affinity Feature Film campaign the absolute determinant of success or 

audience.

quintessential Hollywood screenwriter of such
All the President’s Men, Butch Cassidy and the Sundance Kid, and 

he 2006 
college-

change.  Budgeted at less than $1 million, 
has taken in more than $40 million worldwide at the 

box office (DVD sales figures are not available) and persuaded more than 

mething that the 

groups were unable to accomplish, despite over three 
An Inconvenient Truth

, an 
The reason is that 

enjoy.

, a product, an 
day media 

try to 

three 

to create and sell merchandise from cars to toys
as the aisles of Toys R 

Mart attest. This same power can be used to sell support for a 

—
critical 

bring to 
determinant of success or 

screenwriter of such
, and 



international market, “bums in seats” 
rights sales, merchandising, 
there is no magic combination of stars
lesser extent producers and writers
come. The list of talent
Golden Compass is a recent example

William Goldman is only partially right. We 
enthusiastic audience that will recommend a 
film a success. Affinity 
Films campaign.

Mel Gibson’s The Passion of the Christ
feature film marketed through affinity 
groups. Gibson made the film for $30 million. 
To date, it has taken in at the box office over 
$600 million. DVD sales, which are 
confidential, likely exceed that figure. 
Passion of the Christ
religious groups, not 
traditionally favored
studios.

The importance of affinity grou
motivated audience, at low cost, to an Affinity Feature Films production 
cannot be exaggerated. Thousands of excellent films have failed 
financially because they lacked the marketing 
seats”, and word of mouth was too slow building. Mark Cuban, producer 
of such films as Redacted
issued on his blog a marketing challenge.
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Absolute Power, said in his book, Adventures in the 
Screen Trade, that in the Hollywood movie business, 
“Nobody knows anything.” He wasn’t saying
movie executives and producers were stupid. His 
point was that no matter which producers
directors, and stars, or combination of them
movie there’s no guarantee it will make money.

A movie’s success is decided by one thing: 
sales, “bums in seats”. In today’s broad, 

international market, “bums in seats” includes DVD sales, broadcast 
merchandising, etc. Movie business history has shown that 

there is no magic combination of stars, directors, and budgets—
lesser extent producers and writers—that guarantees the audience will 
come. The list of talent-packed, mega-budget movies that failed

is a recent example) is depressingly long.

William Goldman is only partially right. We do know something
enthusiastic audience that will recommend a movie to friends will make a 

Affinity groups bring this audience to an Affinity Feature 

Passion of the Christ is a 
eted through affinity 

Gibson made the film for $30 million. 
it has taken in at the box office over 

$600 million. DVD sales, which are 
confidential, likely exceed that figure. The 

was marketed through 
groups, not by the usual methods 

traditionally favored by distributors and 

The importance of affinity groups’ capacity to deliver a large, highly 
audience, at low cost, to an Affinity Feature Films production 
xaggerated. Thousands of excellent films have failed 

financially because they lacked the marketing budgets to put “bums in 
and word of mouth was too slow building. Mark Cuban, producer 

Redacted, Good Night and Good Luck, and We Own the Night
a marketing challenge.

Adventures in the 
, that in the Hollywood movie business, 

saying that 
movie executives and producers were stupid. His 
point was that no matter which producers, writers, 

or combination of them, make a 
will make money.

one thing: ticket 
”. In today’s broad, 

DVD sales, broadcast 
Movie business history has shown that 

—and to a 
the audience will 
that failed (The 

something: a large, 
will make a 

an Affinity Feature 

ps’ capacity to deliver a large, highly 
audience, at low cost, to an Affinity Feature Films production 
xaggerated. Thousands of excellent films have failed 

budgets to put “bums in 
and word of mouth was too slow building. Mark Cuban, producer 

We Own the Night, 
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The Movie Business Challenge

Jul 23rd 2006 10:03AM

This is an open challenge. You come up with a solution, you 
get a job. Seriously.

This is the problem that consumes me more than what Free 
Agent we are going to sign. How to get the NBA to get their 
act together. Which 7-11 I'm going to run by to get a 
sandwich. It's that important.

Only HDNet takes more time out my day than trying to 
solve this problem. It's the holy grail of the movie business. 
How do you get people out of the house to see your movie 
without spending a fortune. How can you convince 5 million 
people to give up their weekend and go to a theater to see a 
specific movie without spending 60 million dollars.

For those of you doing the math. You are right. It's not 
unusual to spend 8, 10 , 12 dollars PER PERSON that goes to 
a movie in the opening weekend. Shoot, it's not unusual for 
studios to spend that much per person to get people to go to 
the theater through a movies entire run !

How crazy is it to spend more on marketing than the 
revenue received when they go to the movie? Its double 
crazy because that revenue is split with the theater. So if a 
studio spends 12 bucks to get someone to go to the theater, 
they might only be getting 4 dollars back in return.
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You would think that there has to be a better way than 
spending 1x, 2x, 3x or more times the initial revenue 
received opening weekend or week ? Right?

For all of you thinking that there are other downstream 
revenues such as PPV, DVD, TV, whatever....no shit. Yes, 
those revenue streams will benefit from the initial spend, but 
they don't make the economics of getting people into 
theaters any less frightening.

We are looking at affiliate programs. So people with lots of 
myspace or other social network friends could get a buck or 
2 or 3 if someone goes from their myspace page directly to 
fandago, moviefone, movietickets.com etc and buys a ticket 
to a film of ours prior to its release. Get 100 friends to buy 
tickets to a movie, get a 100 bucks from us.

We are looking at other similar ideas.

We already do movie marketing 101. We do buzz marketing. 
We put up videos all over the net. We set up websites, 
myspace accounts for the movies and its characters, we work 
with movie forums, we buy ads, etc, etc, etc. If it's been done 
before, we are doing it.

So if you want a job, and have a great idea on how to market 
movies in a completely different way. If your idea works for 
any and all kinds of movies. If it changes the dynamics and 
the economics of promoting movies, email it or post it. If its 
new and unique, I want to hear about it. If it's a different 
way of doing the same thing you have seen before, it 
probably won't get you a job, but feel free to try.

So go for it. Come up with a great idea that i want to use 
and I will come up with a job for you to make that idea 
happen.

for real.
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It didn’t take long for Cuban to get over a 1,000 responses. None of the 
marketing ideas were the answer to The Movie Business Challenge, except 
one. Cuban said, 

… [it] isn't done often enough, including by our film 
companies HDNet FILMS, Magnolia Pictures, and 2929 
Entertainment. The perfect examples are religious, political 
and social groups who drove viewers to Passion of the Christ, 
An Inconvenient Truth and other movies that entertain or try 
to educate with a message that supporters of that message 
go out of their way to support.

It’s interesting to me how supporters of the various 
messages feel they are having their message reinforced with 
box-office success of the movie they are promoting. That 
desire to do well at the box office as a message itself, often 
leads to a lot of hard work by the groups organizers and 
followers to get people to the theater. In fact, the grassroots 
efforts of these groups can actually bring millions of viewers 
to a movie. The problem is that this doesn't apply to every 
movie. Only a select few. It's an approach we will use with a 
new Mag Pictures movie we have coming out called Jesus 
Camp, but it wouldn't apply to 90% of what we do.

What Cuban is discussing, of course, is the basic idea behind the 
marketing strategy used by Affinity Feature Films. Cuban, however, has 
perhaps not fully explored just how broad and effective the strategy can 
be made.

We know that when affinity groups promote a movie a significant number 
of their supporters will go to see it, take a friend, and ask others to go too. 
The two remaining questions that the participant groups need answering 
about the Saving Dinah Affinity Feature Films campaign are:

1. Why would animal protection groups become involved in 
marketing Saving Dinah?

2. What is the potential audience that animal protection affinity 
groups can bring to Saving Dinah?
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Animal Protection Groups: Why Saving Dinah?

Why would animal protection groups become involved in marketing 
Saving Dinah? The short answer is “new supporters”. The longer answer 
includes the economics of acquiring new supporters and competition 
between affinity groups.

Affinity Feature Films—as a marketing strategy for fundraising, issue 
promotion, and new supporter acquisition—competes with other direct 
marketing methods that affinity groups might choose.

To appreciate how attractive Affinity Feature Films can be to affinity 
groups, let’s compare the costs and benefits of an Affinity Feature Films 
campaign with a comparably performing direct mail campaign, the past 
mainstay of affinity group supporter acquisition campaigns.

Participating in an Affinity Feature Film campaign costs affinity groups 
$0. It’s free (to use one of the most potent words in direct marketing). In 
return for being actively involved in the Saving Dinah Affinity Feature 
Film marketing campaign, each affinity group receives the following:

1. A share of the 5% of the Producers’ Net Profits from Saving Dinah. 
(The distributors and producers of An Inconvenient Truth
contributed 5% of box office returns to the climate change issue.)

2. A share in all donations made on the Saving Dinah website

3. Access to the contact information left by website visitors and 
contributors.

At the end of Saving Dinah and before the closing credit roll, an 
onscreen appeal will be made by one of the stars asking people to 
go to the Saving Dinah website where they can learn how they can 
help resolve the animal protection issues explored in the film.
Given the size of the audience the affinity groups might attract, and 
the examples of Free Willy and An Inconvenient Truth, an estimate of 
1.5 million to 3 million people leaving contact information is 
reasonable. 

The value of these people to the affinity groups is enormous. These
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are highly motivated people asking affinity groups to contact them 
so they can help the groups address the issue raised in Saving 
Dinah. Animal Alliance of Canada converts to donors over 90% of 
the people who contact it for information about how they can help 
the animals.  

Like other supporter acquisition campaigns, some of these people 
will already be supporting affinity groups. But unlike the direct 
mail campaigns used by most affinity groups, a significant number 
will be people who have never made a donation to an affinity 
group.

Lastly, the people who visit the Saving Dinah website to make 
contributions and request they be contacted are “e-mail 
responsive”. Converting them to donors can likely be done with 
inexpensive e-mail rather than very expensive regular mail. The 
low cost, high return of e-mail fundraising is the foundation of 
organizations like MoveOn.org and modern political campaigns 
like those run by Barack Obama.

4. A profile on the Saving Dinah website.

5. Use of the Saving Dinah website for organizing or to direct visitors 
to the affinity group’s website.

6. A means of distributing news and information on a website being 
accessed by millions of people.

In contrast, the cost/benefit ratio for the usual direct marketing techniques 
used by affinity groups, including direct mail, print advertising, door-to-
door canvassing, direct response television, infomercials, etc. is not as 
promising. A June 2006 study published in the Journal of Nonprofit & Public 
Sector Marketing (vol. 16, no. 1/2) revealed that 

"…nonprofits earned just 39 cents in donations for each $1 
they spent on direct mail. Altogether, fundraising through 
direct marketing, which includes direct mail, television and 
print advertisements and face-to-face solicitation, generated 
just 44 cents for every $1 invested."
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Mal Warwick is the head of a U.S.-based, nonprofit direct marketing firm. 
In his view, 

"…it’s extraordinarily expensive to raise money. I've seen 
nonprofits spend as much as $300 per new donor through 
direct marketing. Organizations slowly, if ever, recoup that 
initial loss."

What the affinity groups have traditionally bet on—and it is always a bet,
not a sure thing—is that the newly acquired donor will go on to make 
further contributions or bequests that will eventually cover the cost that 
the group incurred acquiring them. What's not included in these gloomy 
assessments is the zero-sum fact that donors' funds invested in money-
losing fund raising and membership acquisition programs are 
cannibalized from the campaigns needed to address the group's issues, 
issues which their current supporters make contributions to help resolve.

To compare Affinity Feature Films with direct mail, let’s assume a small, 
local animal protection affinity group, using e-mail, acquires 5,000 new 
supporters from its involvement in Saving Dinah. The costs would be 
minimal, and the 5,000 new supporters would likely contribute at least 
$150,000 per year, netting the organization, after solicitation costs, about 
$110,000. This is a simplified view of what actually happens in a well-
managed supporter relations program, but it will suffice for this 
comparison. All the monies raised are available for the group’s operating 
costs or programs. No contributor’s donations were used in bringing in 
the 5,000 new supporters. No debt was incurred.

To achieve these figures in direct mail, the affinity group would need to 
drop 350,000 pieces of mail at a cost of $275,000 or more. The affinity 
group would not have that investment for program activity until repaid. 
A typical 1.5% response rate would bring in 5,250 new supporters. 
Assume an average gift of $35. The affinity group’s initial loss would be
over $90,000. Assume the affinity group convinces 40% (the non-profit
industry average) of its new supporters to give a second gift. The affinity 
group might recoup its investment (after solicitation costs) in about 3 
years. Only then would its new supporters’ contributions go to help 
alleviate the cause that convinced them in the first instance to support the 
affinity group. Bear in mind, the new supporters were never told—not in 
the original “Dear Friend” letter nor in subsequent appeals—that their 
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donations were being used to pay off creative, production, printing, and 
postage costs rather than help alleviate the cause that concerned them.

For affinity groups, Affinity Feature Films is a no cost, no risk, high 
return, rapid recoupment on an affinity group’s investment. The 
investment amounts to an affinity group permitting access for marketing 
purposes to its membership list and encouraging its supporters to go to a 
theatre to see Saving Dinah, rent or buy a DVD, watch Saving Dinah on 
television, and promote the film to friends and family. Traditional direct 
marketing is a high cost, high risk, low return, slow recoupment 
investment. What should also be remembered is that traditional direct 
marketing techniques have very little program value, whereas a feature 
film can help change fundamentally how the public feels about an issue.

Competition between groups will also be an incentive for affinity groups 
participating in Affinity Feature Films campaigns. Affinity groups often 
make common cause to address issues. At the same time, they compete 
with each other for supporters and their donations. The pool of potential 
supporters is finite, and supporters often contribute to more than one 
affinity group. Nevertheless, competition for supporters is intense. An 
affinity group that does not participate in the Saving Dinah Affinity 
Feature Film marketing campaign will not have access to the millions of 
people who ask to be contacted, putting these groups at a competitive 
disadvantage. The competitive disadvantage is further exacerbated if the 
supporters of an affinity group not involved in the Saving Dinah Affinity 
Films campaign see Saving Dinah, visit the website, and leave contact 
information which would be available to competing groups. Participating 
groups could gain access to hundreds of thousands of supporters of non-
participating groups.

The Audience: 60,000,000 Animal Lovers Worldwide

GuideStar (http://www.guidestar.org) lists United States charities and 
non-profit organizations. According to GuideStar, there are almost 12,000 
affinity groups in the United States concerned or directly involved in the 
animal protection issues raised in Saving Dinah. Almost 600 of them have 
annual budgets in excess of $500 thousand.  Collectively, these affinity 
groups raise over $1.5 billion annually, thanks to the generosity and 
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commitment to the cause of animal protection of over 30 million 
supporters.

International figures are not as readily available as U.S. statistics, but they 
are likely of a similar order. WorldAnimal.net (http://worldanimal.net), 
for example, lists over 16,000 animal protection organizations. Animal
protection organizations in the United Kingdom and the European Union 
have similar sized or larger budgets as those in the United States. For 
example, the United Kingdom-based Royal Society for the Prevention of 
Cruelty to Animals raised £114 million (over $200 million US) in 2006. The 
Humane Society of the United States, the largest US animal welfare group, 
raised half that in the same year.

Allowing for the fact that many supporters give to more than one 
organization, the potential audience for Saving Dinah that could be 
accessed at low cost through affinity groups involved in an Affinity 
Feature Film campaign is in the 60 million range. It’s worth noting for 
feature film marketing purposes that this represents 60 million households
not individuals: an important marketing distinction as few people go to 
feature films alone. 

Beyond the potential audience that affinity groups can provide access to, 
there remains a general audience of people who will go to Saving Dinah
for the simple reason that the genre, story, or themes interest them.

Making and Distributing Movies

It’s the feature film production companies and the talent they attract that 
actually make an affinity feature film. Film productions companies range 
from service production companies that just make the film to companies 
that make films, secure investment, and handle distribution. It is the latter 
who will find the Affinity Feature Film direct marketing strategy most 
attractive. To appreciate why, a brief discussion of an economic absurdity 
unique to motion picture production and distribution will be useful.

The cost of a motion picture has no relation to its selling price. In the 
United States, the moviegoer pays, on average, $7 to see a feature film. It 
doesn’t matter if the movie is The Dark Knight which cost $185 million to 
make and was supported with a [rumored] $100 million advertising 
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Harold & Kumar Escape from Guantanamo 
production and advertising 

The Dark Knight’s. This 
where the price of goods 

has no influence whatsoever over the selling 
applies to no other product. The absurdity

is repeated in the video rental store, on the sale of 
DVDs, and in subsequent distribution markets.
Moviegoers paid $7 or less to see The Lion King at 
their local Cineplex. Theatergoers are paying 

$250 to see a live production of it at the 
Street in New York.
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Having an economically viable audience assured has a direct impact on 
production costs and the cost of talent. The film’s production and 
marketing budget can be the minimum necessary to make and sell the 
movie. While recognizable “stars” are always preferred for some leading 
roles, the most expensive talent is not needed for an affinity film to attract 
an audience. As a consequence, Saving Dinah, can be made and distributed 
for a quarter of the production and marketing budget that would be 
required if it was produced and distributed as most feature films are.

Movies & Money

Of the three participant groups in an Affinity Feature Film—affinity 
groups, film producers and production companies, and investors—it is 
the investors, whether financing the production or the marketing of the 
film, who assume the financial risk. It is also the investors who have the 
most to gain from an Affinity Feature Film.

It’s called the “movie business” and it’s deemed a “risky business”, for 
good reason. Movies, because they are so expensive to make, require 
investors to finance their production and distribution. Investors—in 
whatever form they take: individual, corporate, or institutional—may love 
the movies, but they also expect a return on their investment that is 
commensurate with the risks they assume. With the exception, perhaps, of 
sequels to blockbuster hits like Spiderman and Harry Potter and the 
franchise films like Batman and James Bond, movies are made with the 
hope that the “package” of script, star, director, and marketing will attract 
an audience—get the “bums in seats”. As discussed above, the risk lies in 
the high degree of uncertainty about whether or not an audience of 
sufficient size will, in fact, go to the film. Substantially reduce—or even 
remove—this uncertainty and a feature film investment is no longer a 
“risky business”.

This overview of Saving Dinah and Affinity Feature Films direct marketing 
is not intended to serve as an investment prospectus or an Offering 
Memorandum. Consequently, it is not the appropriate vehicle to make 
financial projections on which an investor might rely. Nonetheless, it is 
worth sharing the financial rationale that the seed money investors—Keys 
Affinity Films (subsidiary of Keys Direct Marketing & Communications, 
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Ottawa) and Animal Alliance of Canada—relied upon to justify their 
investment.

In the United States, about 30 million people (“households” for marketing 
purposes) financially support animal protection affinity groups. Keys 
Affinity Films expects that affinity groups representing 50% of these 
supporters will participate in Saving Dinah. The principals of both Keys 
Affinity Films and Animal Alliance of Canada know, from experience, 
that 15% to 25% of animal protection group supporters respond when 
they are asked to take action by the groups they support to help animals. 
Assuming that the affinity groups’ supporters go to see Saving Dinah, a 
$10 million feature film, with at least one friend or relative, the initial U.S.
theatrical audience would be between 4.5 million and 7.5 million people. 
Assuming an average ticket price of $7.00, the box office gross would be 
between $31.5 million and $52.5 million for the audience generated by the 
affinity groups. This U.S. domestic box office performance, alone, would 
likely insure that Saving Dinah would return a profit to its investors. This 
projection does not include the audience who would go to Saving Dinah on 
the encouragement of the affinity groups’ supporters, other animal and 
dog lovers, and a general audience. This would likely equal the affinity 
group generated audience, putting the U.S. domestic box office gross at 
between $63 million and $105 million. 

The U.S. domestic market (which includes Canada) is just the beginning. 
Today the so-called “foreign” theatrical market is as large as the U.S. 
market and it, like the U.S., has thousands of animal protection affinity 
groups. The base audience for this market, too, would be generated by 
local animal protection affinity groups. 

Over and above these figures are the ancillary markets, including DVD 
sales and rentals; various North American and Worldwide cable, satellite, 
and broadcast television sales; and merchandise. These too would be 
promoted through the affinity groups to insure a financially viable 
audience and customer base for Saving Dinah in all its marketable forms.

The motion picture business, as it is traditionally pursued, is, with few 
exceptions, inherently risky, but at times enormously profitable. Risk and 
profitability in feature film production are audience-dependent. Affinity 
Feature Films—which is fundamentally a direct marketing strategy—
begins, unlike traditional feature films, by identifying an audience (a well-
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buy“ and encourage others “to buy”
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Coda

Of necessity this overview dwells primarily on the fundra
business benefits that can accrue to affinity groups, film production 
companies and distributors, and investors who participate in 
Dinah, an Affinity Feature Films direct marketing campaign. What should 
not be lost in the business 
discussion are the millions of 
companion animals who suffer 
excruciating cruelty and abuse
and who Saving Dinah

Animal abuse is not a tri
matter, neither for the animals nor 
for us. It’s often a precursor of 
violent family abuse and other 
criminal behavior. 

The companion animals who share our homes offer unconditional love, 
something worth emulating. When we make the effort to include
in our moral considerations, and treat them compassionately for no other 
reason than it’s within our ability to do so, we become better people.
Much good can come from 
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customer base”) which can be marketed to efficiently and cost
aided by a respected third party’s endorsement and a plea 
courage others “to buy”. This is a radical departure from 

e film production and marketing, a departure that 
, at the same time, increases profit potential.

Of necessity this overview dwells primarily on the fundraising and 
business benefits that can accrue to affinity groups, film production 
companies and distributors, and investors who participate in Saving 

Affinity Feature Films direct marketing campaign. What should 
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are the millions of 
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excruciating cruelty and abuse,

Saving Dinah can help.

Animal abuse is not a trivial 
matter, neither for the animals nor 
for us. It’s often a precursor of 
violent family abuse and other 

The companion animals who share our homes offer unconditional love, 
something worth emulating. When we make the effort to include
in our moral considerations, and treat them compassionately for no other 
reason than it’s within our ability to do so, we become better people.
Much good can come from Saving Dinah for animals, much good 
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Saving 
Affinity Feature Films direct marketing campaign. What should 

The companion animals who share our homes offer unconditional love, 
something worth emulating. When we make the effort to include animals 
in our moral considerations, and treat them compassionately for no other 
reason than it’s within our ability to do so, we become better people.

much good for us all.
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