
Advertising opportunities through Dance of the Goblins  
 
The project and demographic: 
 

Dance of the Goblins is a fantasy film directed primarily at the young adult 
audience 18-35 who are prolific Internet users and consumers of food and 
cosmetic products and new technology. This is the same audience that went 
to see Lord of Rings, Harry Potter, Pirates of the Caribbean and Star Wars. 
 
The appeal of the film will spread into mainstream, as did the above 
examples. We are targeting a 12A rating in order to catch the family 
entertainment category (both parents and children) as well. 
 
We have commitment from actor Kevin McNally who has become  
very recognisable through his role as Mr Gibbs in the Pirates of 
the Caribbean series, which is continuously enjoying massive 
popularity. He will play a primary role as Haghuf, the goblin who 
has befriended the primary human character. 
 

Within the film: 
 

The film is set in post-apocalyptic London. There are ample opportunities for 
placing products in walk-by positions, such as actors interacting in front of old 
billboard adverts.  
 

Scene 9 in particular portrays Haghuf (Kevin McNally) going into a goblin 
cavern where human objects have been collected. He will riffle through 
several of these looking for a pair of sunglasses. The camera can focus on 
brand names of packaged food products or small cameras, radios, and other 
items. 
 

In the credits sequence: 
 

We plan to intersperse advertising credits on one side of the screen with out- 
takes and skits to amuse the audience as the credits roll on the opposite side. 
It is here that we can focus in on product placement sponsors and create 
amusing skits where the actors interact directly with products that may not 
otherwise fit into the plot. 
 
 
 
 
 
 
 
 
 
 
For example, putting sauce on goblin food, or discovering the wonders of 
human technology on a radio or a camera flash, or goblins entering and 
interacting with a business. It is even possible to have a group of goblins joy 
riding in a car around a car park during this sequence. 



 
Distribution: 
 

We already have an offer from Norwich Odeon to premiere the film at their 
cinema, based on the local angle the company takes. This will likely create an 
opportunity to release nationwide at other Odeon cinemas. We also have a 
letter of intent from a Los Angeles distributor, and can look forward to 
substantial worldwide distribution of the film. 
 
We already have an IMDB listing and have recently submitted press releases 
to trade papers such as ���������� �	
���	�
� ������ ����	��� ���� �����
�����
� and after the appearance of the producer on the television 
programme Dragon’s Den, have been able to create a high profile for the 
project throughout media.  
 
Before the film is released: 
 

Advertising for products sponsoring Dance of the Goblins starts long before 
the film is released. 
 
An aggressive campaign of combined film awareness and sponsor promotion 
is planned which will make full use of the internet, especially through word of 
mouth and YouTube and LiveVideo. These are the outlets that were used by 
The Blair Witch Project  to bring attention to the film and create a history-
making success out of a micro-budget project. 
 
We already have presence among Internet social networks such as MySpace, 
Facebook, and many Yahoo groups and other Internet forums. Links placed 
within messages on these groups and forums lead thousands of readers to 
YouTube film samples that can run for several minutes. Links are also passed 
from group to group, so that the entire demographic worldwide is exposed to 
amusing goblin skits where they interact with products. 
 
· As soon as initial filming is accomplished, plans are to include product 
placement skits intended for the credits sequence in the second unit filming. 
These can be extracted to short films for immediate release on YouTube. The 
pattern of spread for similar methods of placing links of interest on the Internet 
suggests that within a few months of production, these films will be well known 
among the frequent users of these resources worldwide, particularly in the UK 
and USA. 
 
· In addition, we plan a live publicity event in London to bring additional 
interest to the film and its sponsors. We will seek permission from the 
appropriate council for a live concert in Trafalgar Square or another popular 
London location, where actors made-up as goblins will draw bystanders into 
the music and dancing, which creates a perfect opportunity for passing out 
free samples of products provided by sponsors.  
 



Also, we plan to have a free drawing at this event, perhaps several times 
during the day, to give away prizes such as cameras and radios. A public 
address system will allow us to announce brand names of prizes as part of the 
announcement of the drawing. 
 
We will invite BBC and other press to this event, but we will also have our own 
camera and actress as presenter to be sure we get the shots we want to 
make another YouTube presentation targeted at the wider spread market. The 
event will take place on a Saturday during the height of tourist season. The 
filming will be uploaded to YouTube and LiveVideo, and word spread 
throughout the forums and groups within two weeks of the event. 
 
More ideas for pre-release promotion will be added as they occur. Businesses 
in Norwich and London in particular can look forward to local advertising 
through DVD sales, which are traditionally popular in the locations where a 
film is made. 
 
Investment-Advertising  
 
Goblin Films Limited offers a unique deal to business advertisers which is 
likely to result in profit from advertising. How this works is that advertising 
money is contracted as film investment. The advertising itself is effectively 
thrown in for free, and begins to be distributed before the film is even finished. 
Investors receive the benefits of advertising regardless of the success of the 
film. 
 
This is followed by the return of investment money soon after release of the 
film, before the film company makes any profit, and percentage profits to the 
advertiser in accordance with percentage agreements comparable with private 
investors.  
 
The advertising continues as part of the film’s ongoing publicity and in written 
form as well as extras on the DVD. 
 
Product Placement   
 
There is a lot of scope for product placement within the script without making 
any changes whatsoever.  
 
The story is set in a post-apocalyptic future where most of technology has 
become useless and without power sources, so many common items are 
used for whatever practical purpose may be found for them. Actor interaction 
can occur with a variety of branded objects, and there is a goblin cavern filled 
with human objects (as mentioned above), which can be panned as part of the 
scene.   
 
Product placement must be negotiated on a case-by-case basis to determine 
possible placements for specific products or services. But advertisers in 
Dance of the Goblins can expect to become household names as a result of 
involvement with the project. 
 


