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Regal Cinemas
Regal Cinemas is a subsidiary of the Cineworld Group. With 7,321 screens in 560 theatres, Regal Cinemas has 
become a staple in the movie watching industry. Founded in 1989, Regal Cinemas has expanded to 43 states 
along with Guam, Saipan, American Samoa and the District of Columbia. Regal Cinemas is present on various 
social media platforms. While its website only links to its Facebook, Twitter and YouTube accounts, the company 
is also present on Instagram, LinkedIn and Pinterest. With such a large social media presence, Regal Cinemas 
has an opportunity to take advantage of its millions of followers online. The movie industry isn’t going anywhere. 
Therefore, Regal Cinemas must differentiate itself from its competition. It is time to elevate Regal Cinemas to the 
next level. This social media plan will differentiate Regal Cinemas from large movie chains like AMC Theatres and 
small local theatres like Movie Tavern. 

This social media plans outlines Regal’s 
newest promotion: the inclusion of beer, 
wine and liquor at every theatre. While this 
is already present in some theatres, this 
plan will happen as it expands to all theatres 
across the country. This plan will make Regal 
Cinemas a movie destination. Who needs pre 
movie drinks when you can do it all in one 
place? Parents can enjoy a beverage during 
the next family movie night, and couples can 
enjoy signature cocktails during their next 
date night. Picture it now: Regal Cinemas 
as a one stop shop for every moviegoer. 
This extensive social media plan outlines 
how Regal Cinemas attempts to make this 
announcement in the following months.

This plan capitalizes on Regal Cinemas’s extensive social presence. We think this is just the beginning. 
Eventually, alcoholic beverages will be included with the Regal Crown Club card perks. Eventually, every 
movie will have a signature cocktail. We are so excited for the potential of this plan. 

However, this plan assumes that Regal Cinemas has already secured a liquor license and received the 
appropriate clearances at every location. We know that this will cost money; however, we think that the liquor 
sales within the first few months will make up for this cost.

We can picture it. Right now, Regal Cinemas is committed to being “The Best Place to Watch a Movie.” 
Currently, the theatres provide an IMAX experience, a 3D experience and an overall average movie 
experience. This plan will make Regal Cinemas a “Movie Destination.” Because what goes better with a movie 
than popcorn and an adult beverage? 
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Social Media Audit

• 2,756,191 likes
• multimedia
• posts multiple   
 times a day
• number of likes  
 fluctuates

•94,193,797 views
• trailers, interviews   
 and exclusive clips
• created in 2010
• extension of the   
 movie experience

•498K followers
• 3  to 5 tweets per  
 day
• promote movies,  
 merchandise and  
 offers

• 205K followers
• 2 to 3 posts per  
 day
• number of likes  
 fluctuates
• mix of photos   
 and videos

•1 to 2 posts per   
 week
• 14,620 followers
• receives between   
 15 – 50 likes
• uses links and    
 graphics

•37 boards
• 8,292 followers
• links to website
• #LoveRegal, #Love  
 Movies
• boards relate to   
 movies in theatres
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SWOT Analysis 

Strengths Weaknesses

Opportunities Threats

• Established brand. Regal Cinema 
is already well known in the minds of 
moviegoers everywhere. 
• Movies aren’t going anywhere. The 
movie industry is a well-established 
industry. 
• Strong social media presence. As 
seen in the social media audit, Regal 
Cinema is active and engaging on every 
platform. 

• Lack of product differentiation. 
Other theatres offer the same products 
as Regal Cinemas. 
• Expensive ticket prices. Movies 
are already expensive as is so to 
add another purchase may dissuade 
potential moviegoers. 
• Space. Some theatres are 
overcrowded so it may be difficult to 
incorporate new features. 

• Expand product offerings. Regal 
Cinema could offer alcohol or other 
fine dining options. 
• Improved marketing. New 
offerings could allow Regal to improve 
marketing to align with new releases.
• Improved social media. Adding 
new products could create new 
campaigns on social media. 

• Other Cinemas. Other cinemas like 
Movie Tavern and AMC offer constant 
competition. 
• Economic Environment. Business 
fluctuates as the economy fluctuates. 
• Streaming  Services. People do not 
spend money to go to the movies if 
the films will be released on streaming 
services like Netflix or Hulu shortly 
after. 
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“Regal Cinemas is currently committed 
to being ‘The Best Place To Watch a Movie.’ 
Through the inclusion of beer, wine and 
liquor in its product portfolio, Regal 
Cinemas will go from the best place to 
watch a movie to a movie destination. The 
easiest way to make this announcement is 
through this social media plan.”
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Audience Personas
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Max the Moviegoer

Age: 34
Gender: Male
Income: $90,000 – $100,000
Location: Southbury, CT
Education: University of Connecticut 
Family: Married with two children

About Max: 
Max Johnson is a 34-year-old-man from Southbury, 
CT.  A graduate of the University of Connecticut, 
Max works as an accountant. He is married with 
two children. His daughter is ten years old, and 
his son is eight years old. Max goes to the movies 
for date nights with his wife and family fun days 
with his children. He goes to the Regal Cinemas in 
Southbury twice a month and is a loyal Regal Crown 
Club member. 

Media and Distribution Channels:
Max maintains Facebook, Twitter, and LinkedIn and 
Instagram accounts. However, the easiest way to contact Max 
is via email.  Online, he mostly posts content related to his 
family. He engages with content that relates to his personal 
interests and his children’s interests. He is always browsing 
social media for fun things to do with his wife and children. 

Goals and Challenges: 
As a father, husband and young 
professional, Max has a lot on his plate. 
He has to balance date nights with his 
wife and family time with his children. 
Luckily, the movies is a destination 
where both of these things can occur. 
He is also working on climbing the 
corporate latter. One day, he hopes to 
become senior partner at his firm. In 
the meantime, he is enjoying his life as a 
doting father. 

7



Cynthia the Cinephile

Age: 60
Gender: Female
Income: $50,000 – $60,000
Location: Tamarac, Florida
Education: Brooklyn College
Family: Married with two children and five 
grandchildren

About Cynthia: 
Cynthia Smith is a 60-year-old woman from 
Potomac, Maryland. Following her retirement, she 
moved to Tamarac, Florida. Cynthia is married with 
two children. She is a proud grandmother of five 
adorable grandchildren. Cynthia enjoys going to 
the movies with her husband and her friends. She 
loves guessing which films will be nominated during 
awards season. When her grandchildren come 
to visit, she loves taking them to her local Regal 
Cinemas. She goes to Regal Cinemas once a month, 
but does not have a Regal Crown Club card. 

Goals and Challenges: 
Cynthia went into early retirement; 
however, her husband still works full 
time. Therefore, she looks for things 
to occupy her day, like the movies! 
Cynthia’s family still lives in Maryland, 
so she misses her children and her 
grandchildren often. She is adjusting 
to her new life in Florida but has really 
enjoyed her new retirement. 

Media and Distribution Channels:
Cynthia has a Facebook account that she uses to see photos of 
her children and grandchildren. Her family has encouraged her to 
create a Twitter account, but she refuses. She often communicates 
with her family on FaceTime. However, the easiest way to reach 
Cynthia is via telephone. Online, she loves sharing content related 
to her family. She loves emailing jokes to her friends and family. 
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Our Social Media Plan
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Objectives

Hold quarterly social media contests 
with at least 150 participants 

Create a Pinterest board of DIY 
cocktails to correspond with new movies

Increase social media engagement among 
users age 25 to 39 by 15%.
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Strategy

Increase social media engagement among 
users age 25 to 39 by 15%.

Increasing awareness online that Regal 
Cinemas now offers alcohol through an 
extensive social media campaign.

Expanding current social 
media content to include 
alcohol in Regal’s product 
portfolio.

Creating social media posts targeted 
toward people ages 25 to 39.
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Tactics

Create a Tasty-style video for movie-specific cocktails 
and share the recipe on a new Pinterest board.
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Additional samples available in Appendix 1 

Tasty Video Thumbnail 



Timeline
May 14, 2018: Storyboarding begins 
for the video for the Bahama Mamma 
Mia corresponding to the release of 
Mamma Mia: Here We Go Again. 

July 20, 2018: Release promotional 
video of Meryl Streep making the Bahama 
Mama Mia. 

May 16, 2018: Contact Meryl 
Streep to create promotional video.

June 4, 2018: Shooting begins for 
the Tasty-style video for the Bahama 
Mamma Mia. 

June 20, 2018: Meryl Streep visits 
the studio to film promotional video.

July 6, 2018: Clips of the video 
are released on Facebook, Twitter, 
Instagram and YouTube. July 9, 2018: Full video and recipe 

are released on Pinterest. Announce 
the drink will be served in theatres.July 12, 2018: Video is posted again 

on Facebook, Twitter, Instagram and 
YouTube with links to Pinterest board. 
Announcement of a special surprise on 
movie release date. July 16, 2018: Video is posted again 

on Facebook, Twitter, Instagram and 
YouTube with links to Pinterest board 
to celebrate Mamma Mia Monday! 
Provide hint about the special surprise.
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Evaluation
Regal Cinemas is currently active on Pinterest. This tactic capitalizes on this trend and helps us to achieve the second 
objective of creating a Pinterest board of DIY cocktails to correspond with new releases. The goal of this campaign 
is to increase awareness of the inclusion of alcohol in Regal’s product portfolio. Therefore, this tactic will add to the 
goal of our campaign since it will show social media followers the new product. 

In order to evaluate if this tactic was effective we want to receive 4,200 followers on this newly created Pinterest 
board by the launch of the Meryl Streep video. This figure accounts for just over 50% of the followers on the Regal 
Cinemas Pinterest account. On average, boards receive about 5,000  followers. Therefore, since this video and 
product is fairly new, we set a lower benchmark in order to measure the awareness of the product overall. At first, 
the point of this campaign is to get the message out there that now Regal Cinemas will be serving alcohol. Therefore, 
if this initial video receives 4,200 followers, we will know that at least 4,200 followers, or half of  Regal Cinemas 
followers are aware of the new product. 

We will also evaluate the success of this tactic by measuring how many times people view the link to the Pinterest 
board. As our timeline says, we will post a link to the full recipe on the Instagram, Twitter, Facebook and YouTube 
along with the video. We will make the link a bitly in order to track how many clicks it receives. We will know this 
aspect of the tactic is successful if at least 40% of the people who like, comment or interact with the post on one form 
of social media click the bitly link to view the full recipe. This way we will be able to track the traffic to the Pinterest 
board which will allow us to accomplish our overall objectives. 
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Tactics

Create a Twitter contest where participants can win two 
free drinks and two free movie tickets. 
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Additional samples available in Appendix 2 

Twitter contest examples



Timeline
May 29, 2018: Post graphic on 
Twitter to announce the upcoming 
Twitter contest. Followers who retweet 
the tweet have the chance to win two 
free movie tickets and two free drinks. 

May 30, 2018: Announce Twitter 
contest on Facebook, Instagram, 
and Pinterest. 

June 6, 2018:  Contest opens up to 
Twitter. Pin tweet so that every time 
people visit Twitter, they see the tweet. 

June 7, 2018: Promote contest on 
Facebook, Instagram and Pinterest. 
Include link to Twitter contest.

June 11, 2018:  Tweet about the 
contest for #MovieMondays. 

June 13, 2018: Tweet only one week 
left to participate in the contest.

June 18, 2018:  Tweet about the 
contest for #MovieMondays. 

June 19, 2018: Tweet only one day 
left to participate in the contest.

June 20, 2018: Twitter 
contest closes at midnight. 

June 22, 2018: Post picture on Facebook, 
Twitter, Instagram and Pinterest of winners 
with their free drinks. 
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Evaluation
Twitter contests are a great way to announce the new products and build awareness around new releases and new 
cocktails. It is an easy way to attract new people to Regal Cinemas. Ideally, they see the tweet, they win the contest 
and they go to the movies. Even if they don’t win, they still viewed Regal’s Twitter account and know that alcohol 
is being served at all theatres. This tactic helps to accomplish the first objective of holding quarterly social media 
contests with at least 150 participants. Though this tactic utilizes Twitter, if it proves to be effective, we will hold 
Instagram contests and Facebook contests. However, for now, we want to use Twitter because it is very easy to 
retweet. 

The evaluation of this tactic is multifaceted. First, we want to see how many retweets the tweet receives. We have set 
the benchmark of 150 participants. We think this figure is fair because it is only a small percentage of the 498,000 
followers that Regal Cinemas already has. Additionally, we will see how many additional followers Regal Cinemas 
receives following the contest. We have set a benchmark of 50 additional followers. This will help us accomplish our 
objective of increasing social media engagement. 

This tactic relies heavily on Regal Cinemas owned media. Through its Twitter and other social media channels, 
Regal will be able to promote not only its new releases but its new cocktails. If this proves successful, social media 
contests will be a great way to continue to promote this in the future. The timeline for this tactic is centered around 
the release of Jurassic World. This movie is expected to be very popular. The winner could use their free movies and 
drinks for a romantic date night or a fun family night. Since this movie is so popular, we know that if this contest is 
not successful, most future contests will be unsuccessful as well. 
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Tactics
Gain retweets from celebrities on new cocktails at Regal 
Cinemas. 
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Additional samples available in Appendix 3 

Receiving retweets 



Timeline
April 30, 2018: Create a Deadpool 
themed cocktail using Ryan Reynolds’s 
Aviation Gin. May 1, 2018: Contact Ryan 

Reynolds regarding new drinks and 
promotion. Ask him to promote the 
drink on his personal channels.

May 17, 2018: Regal Cinemas tweets 
about the new cocktail in honor of the 
release of Deadpool the following day. May 18, 2018: Ryan Reynolds 

retweets the tweet from May 17 and 
encouraging people to go to Regal 
and buy the Deadpool cocktail that 
uses his gin. 

May 21, 2018: Ryan Reynolds tweets 
about the new cocktail three times 
this week following the film’s opening 
week.

May 25, 2018: Regal tweets out 
the recipe to the Deadpool cocktail 
and promotes Aviation Gin. 

May 26, 2018: Regal Cinemas 
announces the next cocktail. 
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Evaluation
This tactic is important because it is the first signature cocktail to be served at Regal Cinemas. Ryan Reynolds is the 
perfect celebrity to help us increase social media engagement. First, he has a strong following especially in our target 
age demographic. Second, his Aviation Gin offers an opportunity for Regal Cinemas to create a mutually beneficial 
and strategic relationship. Finally, the release of Deadpool 2 offers a newsworthy event to announce the inclusion of 
alcohol at Regal Cinemas. 

With the support of Ryan Reynolds, the cocktails and new bar will receive a lot of recognition on social media. While 
we hope he would tweet this without monetary incentive, we are prepared to pay him for the Twitter endorsement. 
In order to measure if this tactic was effective, we will measure our Twitter traffic before and after Reynolds’s 
promotion. We will look at the number of followers and retweets the Regal Cinemas account receives. We are 
hoping for a 5% increase. We will use tools such as Hootsuite in order to get figures from before and after the 
promotion. 

Of all of our tactics, this one will be the most effective in increasing awareness and creating buzz about alcohol at 
the movies. With the help of a celebrity spokesperson, we will be able to create excitement. If the average person 
sees Ryan Reynolds encouraging people to  go to Regal Cinemas, he or she may make Regal Cinemas their movie 
destination. This tactic will be useful in accomplishing all of our overall objectives. 
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Tactics
Create a newsletter to inform all employees that Regal 

Cinemas will now serve alcohol. 

21The Newsletter



Timeline

March 1, 2018: Regal Cinemas 
receives liquor licenses and 
appropriate permits for all of its 
locations. 

 April 1, 2018: Communications 
department drafts a newsletter for 
all employees stating that Regal 
Cinemas will now serve alcohol. 

April 16, 2018: Communications 
department sends the newsletter to all 
employees stating that starting on May 
18, Regal Cinemas will serve alcohol. 

 April 23, 2018: Regal Cinemas 
employees receive mandatory 
training in order to serve alcohol. 

May 18, 2018: Regal Cinemas begins 
to serve beer, wine and liquor at all 
locations. 
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Evaluation
This tactic is important because it is our only internal tactic in this social media plan. Our employees are the most 
important stakeholder, and to make a decision without their approval or knowledge would be ineffective. In order 
for this entire campaign to work, we need the employees to be on board. After all, they are the most powerful brand 
representatives. Without their approval, Regal Cinemas would be nothing. 

We will know this tactic is effective if every employee opens the newsletter. While this is unlikely, we hope to at least 
have an 80% open rate within the first week. We will be able to measure this figure using MailChimp. This tactic will 
help us accomplish our overall objectives because it is the first necessary step in the inclusion of alcohol in the Regal 
Cinemas product portfolio. 
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Budget 

24

Tactic & Task Owner Start Date End Date Cost/Budget
Tactic 1: create 
cocktail videos for 
pinterest board
Category: paid/
owned
Measurement: 
number of followers, 
engagement

Social Media Manager 5/14/18 7/20/18 SMM salary, $2000 
for video production

Tactic 2: host 
quarterly twitter 
contests 
Category: shared/
owned
Measurement: 
number of 
participants, new 
followers

Social Media Manager 5/29/18 6/22/18

SMM salary,
$1500 for promoted 
tweets

Tactic 3: receive 
retweets from 
celebrities on 
new cocktail 
announcements
Category: earned/
paid
Measurement: 
retweets received, 
percentage of new 
followers

Social Media Manager 4/30/18 5/25/18

SMM salary, 
$3000 for promoted 
tweets, facebook 
posts

Tactic 4: create 
newsletter to inform 
all employees about 
addition of alcohol 
Category: owned/
paid
Measurement: email 
open rate

Social Media Manager 3/1/18 4/23/18

SMM salary, 
$199 monthly 
MailChimp 
membership fee



Final Thoughts
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Already “The Best Place to Watch a Movie,” with the addition of alcohol to its product 
offerings, Regal Cinemas has what it takes to become America’s number one “Movie 
Destination.” Long gone are the days where movie night consisted of having to stop for 
drinks before or after the movie. Parents may still have to compromise with their kids 
about the movie they see, but now mom and dad can take their pick of craft beers or 
signature cocktails to enjoy during the film.

Regal Cinemas has already established itself as one of the major players in the movie 
theatre industry, but now has the opportunity to distinguish itself from the rest. With a 
strong social media following already, Regal Cinemas can effectively get the word out 
about its new beverage options through the use of this social media plan. Expertly crafted 
Regal Signature cocktails, an extensive wine selection, and refreshing draft beers are sure 
to make the Regal experience even more enjoyable.
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Appendix
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Appendix 1 

Recipe for Pinterest board 



Appendix
Appendix 2

Social media contest for Facebook
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Appendix
Appendix 3

Recipe for Twitter 
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Tweet about new cocktail


