e
LIGHTS, CAMERA,

ALGORITHM

The Independent Theatre Owner’s Complete Guide to Using Al

Fill More Seats. Tell Better Stories. Run a Stronger Theatre.

Includes 30+ Ready-to-Use Al Prompt Templates
| [ === . % 4. i ’_,;;_-_:__\;_ |_“




LIGHTS, CAMERA, ALGORITHM | The Independent Theatre Owner’'s Al Guide

A Letter to Independent Theatre Owners

You are doing something rare and important.

In a world where streaming services and home entertainment compete for every spare hour,
you have chosen to keep the shared experience of cinema alive — the darkened room, the

collective gasp, the popcorn smell, the feeling of sitting beside a stranger who laughs at the

same moment you do. That matters more than you may realize.

But running an independent theatre is hard. You wear every hat: programmer, marketer,
manager, accountant, and often janitor. You don’t have the marketing budget of a multiplex
chain. You don’t have a social media department. You have yourself, maybe a small team, and
a deep love for what you do.

This book is written for you.

Artificial intelligence — specifically the new generation of Al writing and creative tools — is the
most powerful equalizer to arrive for small business owners in decades. Used well, it can give
you the marketing muscle of a much larger organization, without the cost or the hours. It can
write your social media posts, craft your email newsletters, brainstorm your events, help you
respond to customer reviews, and much more — all in minutes, not hours.

This guide will walk you through everything: what Al is and how it works, which tools to use, how
to write prompts that get great results, and — most importantly — a complete library of 30+
proven prompts built specifically for independent cinema marketing.

You don’t need to be technical. You don’t need to spend a fortune. You just need to start.
Let’s fill those seats.

Page 2



LIGHTS, CAMERA, ALGORITHM | The Independent Theatre Owner’'s Al Guide

Chapter 1: What Is Al and Why Should You Care?

1.1 The New Kind of Al

When most people hear “artificial intelligence,” they picture robots, science fiction, or something
impossibly complicated. But the Al tools available to you today — tools like ChatGPT, Claude,
Gemini, and others — are something quite different. They are conversational tools that you talk
to in plain English, and they respond with useful, human-quality writing.

Think of them as an extremely capable writing assistant who is available 24 hours a day, never
gets tired, and has read an enormous amount of material about marketing, communication,
business, and culture. You describe what you need, and they write it.

This technology is called a “large language model” (LLM). Without getting technical: these
systems have been trained on billions of pages of text and have learned patterns of language
well enough to generate original, contextually appropriate writing on demand.

1.2 What Al Can Do for Your Theatre

Here is a practical, grounded list of what these tools can help you accomplish today:

» Write social media posts for Facebook, Instagram, and X (Twitter)
» Draft email newsletters to your subscriber list

» Create promotional copy for your website

» Write press releases for special events or screenings

* Brainstorm themed event ideas around upcoming films

» Craft responses to online reviews (both positive and negative)

* Generate captions for photos and behind-the-scenes content

»  Write scripts for short videos or reels

+ Create FAQs and customer communications

» Develop seasonal campaigns and promotional calendars

» Brainstorm fundraising language for community support campaigns
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1.3 What'AI" Cannof Do

Being honest about limitations is just as important. Al tools:

» Cannot access your local community’s specific culture unless you describe it
* Do not know your theatre’s history, staff, or personality unless you provide it

» Cannot replace genuine human connection and authentic storytelling

*  Will occasionally produce content that sounds generic or needs editing

* Do not know your showtimes, pricing, or current programming automatically
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The rule is simple: Al provides the raw material. You provide the local knowledge, the
personality, and the final polish. Together, you produce something much better than either of
you could alone.

1.4 Which Al Tools Should You Use?

There are several excellent Al writing tools available. The most widely used and recommended
for small business marketing are:

Tool Best For Cost

ChatGPT (OpenAl) All-round social & email writing, Free tier available; Plus from
brainstorming ~$20/mo

Claude (Anthropic) Long-form content, nuanced tone, Free tier available; Pro from
email drafts ~$20/mo

Gemini (Google) Integrated with Google Workspace, Free tier available with Google
research tasks account

Canva Magic Write Social graphics + text together in Included with Canva Pro (~$15/mo)
one tool

Buffer Al Assistant Social media scheduling + Al Included with Buffer paid plans

caption writing

s& Pro Tip: Start with the free version of ChatGPT or Claude. Spend two weeks using it daily
before deciding whether to upgrade. Most theatre owners find the free tier is sufficient to begin.

For most independent theatre operators, ChatGPT or Claude is the best starting point. Both
have free tiers that are generous enough for regular marketing use, both are conversational and
easy to use, and both produce excellent social media and email copy.
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Chapter 2: The Art of the Prompt

The quality of what Al produces is almost entirely determined by the quality of what you ask it.
In Al, this request is called a “prompt.” Learning to write good prompts is the single most
valuable skill you can develop to get the most out of these tools.

The good news: it’s not hard. It just takes a small shift in how you think about giving instructions.

2.1 The Four Elements of a Great Prompt

Element 1: Context

Tell the Al who you are and what your theatre is about. The more context you provide, the more
tailored and authentic the output will be.

Without context: “Write a post about a movie.”

With context: “You are writing for The Odeon, a 200-seat independent cinema in a small Ontario
town. We’re known for being friendly, community-focused, and showing a mix of blockbusters
and art house films.”

Element 2: Task

Be specific about exactly what you want created. Specify the platform, the number of posts, the
type of content.

Vague: “Something for Instagram.”

Specific: “Write 3 Instagram posts promoting our Saturday evening screening of [Movie Title].
Include emqjis, a call to action, and keep each under 150 words.”

Element 3: Tone

Describe the voice and feeling you want. This‘is where your theatre’s personality comes
through. Options might include: warm, nostalgic, playful, dramatic, community-focused, funny,
sophisticated, family-friendly.

EIement4 Constralnts I AN A\ -

b

Tell the Al what to aVOLd orwhdat Ilrmts app&y Post Iength no
use Canadian spelllng — whatever matters to your brand.

rl P’ i =1

Yy ||_"

|scountmenhlons no spoilers,

o Pro Tip: Save a short paragraph describing your theatre — your name, location, size,
personality, and what makes you unique. Paste this at the start of every prompt. It takes 10
seconds and dramatically improves results.

2.2 Your Theatre Description Template

Here is a fill-in-the-blank template you can customize and reuse:
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@@ YOUR THEATRE CONTEXT TEMPLATE

You are writing marketing content for [THEATRE NAME], a [NUMBER]-seat
independent cinema located in [CITY/TOWN], [PROVINCE/STATE]. We are known
for: [2-3 things that make you unique, e.g., 'our warm community
atmosphere, great popcorn, and showing a mix of popular films and local
favourites'] Our audience is: [e.g., 'families, couples, seniors, and
film lovers of all ages'] Our tone is: [e.g., 'friendly, welcoming, and
community-focused — never corporate or salesy'] We [do/do not] offer:
[special deals, memberships, concession specials, etc.]

2.3 lterating: The Secret Power Move

Most people stop at the first response they get from an Al tool. This is a mistake. The real power
comes from iteration — refining the output through conversation.

Here is a simple iteration workflow:

1. Send your initial prompt and read the response
2. Identify what works and what doesn’t

3. Ask the Al to adjust: “Make the second post shorter.
tone warmer and less like an ad.”

4. Repeat until you're happy
5. Copy, lightly edit, and post

Add more local flavour.” “Make the

A single prompt session — even with 4 or 5 back-and-forths — typically takes less than 10
minutes and produces a week’s worth of content.

2.4 Common Prompt Mistakes and How to Fix Them

The Mistake What Happens The Fix
Too vague Generic output with no local Add your theatre context and
personality be specific about platform and

goal

Asking for too much at once Confusing, jumbled output Ask for one type of post at a
time

Accepting the first result Missing better options Always ask for 2—3 variations,
then iterate

No tone guidance Corporate-sounding content Describe your voice: ‘warm and
local’ vs ‘exciting and urgent’

Forgetting the call to action Posts that don’t drive tickets Always specify: include a call
to action to buy tickets or visit
our website
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Chapter 3: The Complete Prompt Library

This chapter contains 30 ready-to-use prompt templates, organized by category. For each
prompt, you will find the template itself, notes on how to use it, and tips for getting the best
results.

How to use this library: Replace every [BRACKETED ITEM] with your specific information
before submitting the prompt. Start with your theatre context paragraph (from Chapter 2) every
time.

Part A: Core Weekly Prompts

These are your bread-and-butter prompts. One of these, used consistently each week, will
establish a strong and engaging social media presence.

Prompt 1: Weekly Social Content

Use this when you want a balanced, complete week of social content in a single prompt
session.

@ PROMPT 1: WEEKLY SOCIAL CONTENT

Create 3 social media posts for [THEATRE NAME] showing [MOVIE TITLE] this
week: 1. A fun movie promotion that gets people excited about the film 2.
A post highlighting the theatre experience (the big screen, great sound,
atmosphere) 3. A community engagement post that invites local connection
Tone: friendly, local, and inviting. Include emojis and a call to action
in each post.

s& Pro Tip: Use this prompt Monday morning. Schedule the three posts across the week: fun
post Tuesday, theatre experience Thursday, community post Saturday.

Prompt 2: Movie Promo Focus

Use this when you want to build excitement around a specific film, especially a new release or
event screening.

@ PROMPT 2: MOVIE PROMO FOCUS

Write 3 creative posts promoting [MOVIE TITLE] at [THEATRE NAME]. Make
the movie feel exciting, fun, and worth seeing on the big screen rather
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than at home. Emphasize the communal, shared experience of cinema. Tone:
engaging and upbeat. Include a different angle in each post. (No
spoilers.)

Prompt 3: Concession Sales

Concessions are a critical revenue source for independent theatres. This prompt keeps that
revenue front of mind.

@ PROMPT 3: CONCESSIONS SPOTLIGHT

Create 3 posts for [THEATRE NAME] promoting [MOVIE TITLE] with a focus on
concessions: 1. A snack + movie pairing (e.g., what snack perfectly
matches this film?) 2. A combo deal or concession special we offer 3. A
fun, playful snack-related post that invites people to share their
favourites Tone: fun, tempting, and light. Make the snacks feel like part
of the experience.

s& Pro Tip: Post your concession content on Thursdays and Fridays when people are planning
weekend outings. The visual association of food and movies is proven to increase concession
sales.

Part B: Attendance & Sales Prompts

Use these when you have specific attendance goals: filling a slow night, creating urgency for a
closing film, or maximizing a big opening weekend.

Prompt 4: Weekend Push

@ PROMPT 4: WEEKEND PUSH

Create 3 high-energy posts for [THEATRE NAME] showing [MOVIE TITLE] this
weekend: 1. A hype post that creates excitement and momentum 2. A 'don’t
miss it' message with light urgency (last few days, don’t wait) 3. A
strong, clear call-to-action post (get your tickets now, see it this
weekend) Tone: energetic and exciting without being pushy.

Prompt 5: Friday Night Kickoff

@@ PROMPT 5: FRIDAY NIGHT KICKOFF
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Create 3 posts for [THEATRE NAME] promoting [MOVIE TITLE] this Friday: 1.
A 'start the weekend right' excitement post 2. A concession highlight that
makes Friday night feel special 3. A social 'tag who you’re bringing' post
that encourages sharing Tone: upbeat and social. Friday should feel like
an event.

Prompt 6: Slow Night Rescue

Every theatre has slower weeknights. This prompt helps you fill those seats without desperation.

@ PROMPT 6: SLOW NIGHT RESCUE

Create 3 posts to boost attendance at [THEATRE NAME] on a slower
weeknight: 1. A 'why tonight is actually perfect' message (quieter,
relaxed, great experience) 2. A small perk or incentive (midweek magic,
mention any specials) 3. A light, low-pressure engagement post that keeps
us in people’s minds Tone: relaxed and inviting, not desperate. Make a
qguiet night sound appealing.

s& Pro Tip: Never write posts that feel like you’re begging people to show up. Slow nights
should be framed as a benefit: more intimate, less crowded, relaxed. People choose quiet nights
on purpose.

Prompt 7: Increase Attendance

@ PROMPT 7: INCREASE ATTENDANCE

Write 3 persuasive posts for [THEATRE NAME] showing [MOVIE TITLE]: 1. A
FOMO-driven message: 'everyone 1is talking about this film' 2. A full
experience post: sell the complete night out, not just the movie 3. A
strong, irresistible call to action Tone: persuasive and exciting, but
still warm and human. Not corporate.

Prompt 8: Big Event Promotion

i@ PROMPT 8: BIG EVENT PROMOTION

Create 3 bold posts for [THEATRE NAME] that make [MOVIE TITLE] feel like a
major event: 1. A big announcement post: this is not just a movie, it’s
an event 2. An urgency-driven post: seats are limited, don’t miss your
chance 3. An invitation post that makes people feel personally invited
Tone: dramatic, exciting, and special. Think opening night energy.
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Prompt 9: Excitement Builder

@ PROMPT 9: EXCITEMENT BUILDER

Write 3 posts that build anticipation for [MOVIE TITLE] at [THEATRE NAME]
before it opens: 1. A hype teaser: coming soon, get ready 2. An event-
style post: mark your calendars 3. A fun challenge or share post: who are
you seeing this with? What are you most excited about? Tone: playful,
energetic, and fun. Build genuine excitement.

Part C: Connection & Story Prompts

These prompts build the long-term emotional connection between your theatre and your
community. They won’t always drive immediate ticket sales, but they are essential for loyalty,
word-of-mouth, and making people feel that your theatre belongs to them.

Prompt 10: Storytelling / Nostalgia

@ PROMPT 10: STORYTELLING / NOSTALGIA

Write 3 storytelling posts for [THEATRE NAME]: 1. A nostalgic movie
memory post: 'remember when...' or 'some films you just never forget' 2. A
community connection post: about what it means to share stories together
in this space 3. A warm theatre message: why we do what we do Tone:
personal, heartfelt, and genuine. Not salesy at all.

s Pro Tip: Community storytelling posts typically generate the highest organic engagement
(likes, comments, shares) of any content type. Use them at least twice a month.

Prompt 11} Community' Togetherness

@ PROMPT 11: COMMUNITY TOGETHERNESS

Create 3 posts that highlight community at [THEATRE NAME]: 1. A welcoming
invite: whoever you are, there’s a seat for you here 2. A shared
experience post: celebrating what we all have in common as movie lovers 3.
A memory-based question: what’s your most memorable cinema moment? Tone:
warm, inclusive, and community-focused.

Prompt 12: Theatre Personality

Page 10



LIGHTS, CAMERA, ALGORITHM | The Independent Theatre Owner’s Al Guide

@ PROMPT 12: THEATRE PERSONALITY

Write 3 posts in the distinctive voice of [THEATRE NAME]: 1. A friendly
'we’re your local theatre' message that shows our personality 2. A fun,
personality-driven post that couldn’t have come from a chain cinema 3. A
welcoming invite that sounds like a real person, not a press release
Tone: conversational, human, and authentic.

Prompt 13: Behind the Scenes

@ PROMPT 13: BEHIND THE SCENES

Create 3 behind-the-scenes posts for [THEATRE NAME]: 1. A staff spotlight
or 'day in the life' style post 2. A concessions or operations highlight:
the craft behind the experience 3. A fun insider moment that audiences
never usually see Tone: authentic, friendly, and human. Make people feel
like they’re part of our world.

s Pro Tip: Behind-the-scenes content builds tremendous trust and affection. People love
seeing the humans behind their favourite local businesses. Even a photo of your team setting up
before opening has genuine appeal.

Prompt 14: Habit Building

i PROMPT 14: HABIT BUILDING

Create 3 posts encouraging weekly movie habits at [THEATRE NAME]: 1. A
routine message: 'make it your weekly ritual' 2. A simple joy post: the
small pleasures of a regular cinema visit 3. A 'who would you bring'
question that plants the idea of regular cinema-going Tone: relaxed,
warm, and welcoming. No pressure — just good habits.

Prompt 15: Treat Yourself

@ PROMPT 15: TREAT YOURSELF

Write 3 posts positioning [MOVIE TITLE] as a personal treat or well-
deserved reward at [THEATRE NAME]: 1. A 'you deserve this' message:
you’ve earned a night out 2. A relaxing escape post: two hours away from
everything 3. A self-care question: how do you like to unwind? Tone:
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uplifting, relatable, and kind. Speak to the person who needs permission
to treat themselves.

Part D: Seasonal Prompts

Matching your content to the season makes your posts feel timely and relevant. Use these
throughout the year to keep your feed connected to what’s happening outside the doors.

Prompt 16: Fall / Cozy Season

@ PROMPT 16: FALL / COZY SEASON

Create 3 fall-themed posts for [THEATRE NAME]: 1. A cozy movie night
post: the perfect evening as the nights get longer 2. A seasonal snack
post: autumn flavours and concession highlights 3. A fall memory question:
favourite fall films, first time going to the movies in autumn Tone:
warm, nostalgic, and cozy.

Prompt 17: October / Halloween

@ PROMPT 17: OCTOBER / HALLOWEEN

Write 3 October posts for [THEATRE NAME]: 1. A fall movie promo with a
seasonal tie-in 2. A spooky or Halloween-themed post (if showing a horror
or thriller film) 3. A community engagement post around favourite
Halloween films or traditions Tone: festive, playful, and fun. Lean into
the season.

Prompt 18: Winter Movie Magic

@ PROMPT 18: WINTER MOVIE MAGIC

Create 3 winter-themed posts for [THEATRE NAME]: 1. A cozy movie night
post: the perfect escape from cold and dark 2. A warm concession post: hot
drinks, comfort food, warmth inside 3. A winter traditions question:
holiday films, December memories, annual rituals Tone: cozy, cheerful,
and inviting.

Prompt 19: Winter Escape
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@ PROMPT 19: WINTER ESCAPE

Write 3 posts positioning [THEATRE NAME] as a cozy break from winter: 1.
A 'warm up with us' message: come in from the cold 2. A comfort and warmth
post: everything cozy about a winter cinema visit 3. A weekend invite: the
perfect way to spend a cold afternoon Tone: comforting, warm, and
inviting.

Prompts 20-25: Spring & Transition Themes

The following six prompts cover the transition from winter to spring — a period that’s often
overlooked in theatre marketing but represents a real opportunity to re-engage audiences who
have been staying in.

@ PROMPT 20: LATE WINTER TRANSITION

Create 3 posts capturing the end of winter at [THEATRE NAME]: 1. A hopeful
'almost spring' message 2. A cozy last-of-winter evening plan 3. A spring
anticipation question Tone: uplifting and gently optimistic.

@ PROMPT 21: WEATHER GETTING BETTER

Write 3 posts for [THEATRE NAME] as the weather improves: 1. A 'get out
and enjoy it' message that includes a cinema stop 2. An evening plan post:
dinner and a movie as the days get longer 3. A seasonal 'what are you
looking forward to?' question Tone: fresh, positive, and energetic.

@ PROMPT 22: FIRST SIGNS OF SPRING

Create 3 spring-inspired posts for [THEATRE NAME]: 1. A fresh start
message: new season, new films 2. A day-to-night plan: spend the afternoon
out, wind down with a film 3. A spring excitement question: favourite
spring films or memories Tone: bright and optimistic.

@ PROMPT 23: OUT OF HIBERNATION

Write 3 posts encouraging people to get back out again at [THEATRE NAME] :
1. A 'we’ve missed you, come back' post 2. A simple, easy night out
message 3. A 'who are you bringing this spring?' post Tone: cheerful,
welcoming, and celebratory.

@ PROMPT 24: SPRING ENERGY

Create 3 posts reflecting spring energy at [THEATRE NAME]: 1. An upbeat,
high-energy post matching the spring mood 2. A wind-down message: end a
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busy spring day with a film 3. A community gquestion about spring
favourites Tone: lively and positive.

@ PROMPT 25: SPONTANEOUS PLANS

Write 3 posts promoting last-minute movie plans at [THEATRE NAME]: 1. A
'let’s go tonight, no plans needed' post 2. An easy plan message: pick a
showtime, show up, enjoy 3. A 'text a friend right now' post Tone:
playful, casual, and spontaneous.

Part E: Special Occasions

Prompt 26: Valentine’s Weekend

@ PROMPT 26: VALENTINE'S WEEKEND

Create 3 Valentine’s posts for [THEATRE NAME]: 1. A date night invite:
the classic Valentine’s night out 2. A 'Galentine’s/friends night' post:
Valentine’s is for everyone 3. A shareable snack or experience post: 'tag

who you’re bringing' Tone: romantic, inclusive, and fun. Not cheesy.

Prompt 27: Back to School

@ PROMPT 27: BACK TO SCHOOL

Write 3 back-to-school posts for [THEATRE NAME] : 1. A 'last burst of
summer freedom' post before school starts 2. An after-school treat
message: reward the students in your life 3. A fun school-related or
knowledge post tied to a film Tone: energetic, family-friendly, and
relatable.

Prompt 28: Fresh Starts (New Year)

@ PROMPT 28: FRESH STARTS / NEW YEAR

Create 3 New Year posts for [THEATRE NAME]: 1. A fresh start message: new
year, new films, same great theatre 2. A reset night out: start the year
right with a movie 3. A traditions question: do you have New Year movie
traditions? Tone: hopeful, welcoming, and celebratory.
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Part F: Event & Trend Prompts

Prompt 29: Themed Event

@ PROMPT 29: THEMED EVENT

Create 3 posts for a [THEME] themed event at [THEATRE NAME]: 1. Event
hype: what this event is and why it’s special 2. Experience highlight:
what attendees can expect beyond just the movie 3. An engagement post:
who’s coming? Dress code? Questions? Tone: fun and energetic. Make it
feel unmissable.

s& Pro Tip: Themed events — costume nights, trivia before the film, decade nights, director
retrospectives — are among the most powerful tools independent theatres have. They cannot
be replicated by streaming services. Use Al to plan and promote them systematically.

Prompt 30: Trend / Social Style

@ PROMPT 30: TREND / SOCIAL STYLE

Write 3 social posts for [THEATRE NAME] using current social media trends
and styles: 1. A meme-style or reel-style post that fits current platform
trends 2. A participation post: fill in the blank, this or that, would you
rather 3. A fun, highly shareable post designed to be passed along Tone:
playful, current, and platform-native. Sound like a real person, not a
brand.
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Chapter 4: Beyond Social Media — Other Al Uses for
Your Theatre

Social media is where most theatre owners will start with Al, and rightly so. But the potential
applications extend far beyond posts and captions. This chapter explores additional ways Al can
save you time and strengthen your operation.

4.1 Email Newsletters That Actually Get Read

Email remains the highest-converting marketing channel for most businesses. An engaged
email list of local customers is worth more than any social media following. The challenge:
writing compelling emails consistently takes time.

Al can dramatically reduce the time it takes to write your monthly or weekly newsletter. Here are
effective prompt approaches:

@ EMAIL NEWSLETTER PROMPT

Write a friendly email newsletter for [THEATRE NAME] subscribers. This
month’s highlights: - [UPCOMING FILMS AND DATES] - [SPECIAL EVENT IF ANY]
- [CONCESSION SPECIAL OR NEWS] Format: Short intro paragraph, then brief
sections for each highlight, closing with a warm sign-off. Tone: Personal,
warm, like an email from a friend who loves movies. Length: 300-400 words.
Include a subject line that will make people want to open it.

s& Pro Tip: Send your newsletter on Tuesday or Wednesday mornings. Open rates are
consistently higher mid-week than on Fridays or weekends when inboxes are more crowded.

4.2 Responding to Reviews

Online reviews on Google, Yelp, and Facebook significantly influence whether new customers
choose your theatre-~Responding to.every feview — positive, or negative™—signals that you
care and are engageds Al/makes this'fasis=ahd easy.

@ REVIEW RESPONSE PROMPT (POSITIVE)

Write a warm, genuine response to this positive Google review of [THEATRE
NAME] : [PASTE REVIEW TEXT HERE] Keep it: short (2-3 sentences),
personal, specific to what they mentioned, and warm. Do not use the phrase
'Thank you for your review' as an opener.

@ REVIEW RESPONSE PROMPT (NEGATIVE)
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Help me respond professionally and warmly to this negative review of
[THEATRE NAME] : [PASTE REVIEW TEXT HERE] My response should: acknowledge
their experience without being defensive, invite them to give us another
chance, and show that we take feedback seriously. Tone: gracious, genuine,
and solution-focused. Length: 3-4 sentences maximum.

4.3 Event Planning and Brainstorming

One of the most underused applications of Al for independent theatres is event brainstorming.
You can describe your theatre, your audience, and the films you’re showing, and ask Al to
generate a list of themed events, programming ideas, or community tie-in opportunities.

@ EVENT BRAINSTORM PROMPT

I run [THEATRE NAME], a [SIZE]-seat independent cinema in [LOCATION].

Upcoming films we’re showing this season include: [LIST 3-5 FILMS] Our
audience is primarily: [DESCRIBE YOUR AUDIENCE] Generate 10 creative
themed event ideas that would: - Work with our programming - Appeal to our

community - Be practical for a small team to execute - Create an
experience that streaming cannot replicate For each idea, briefly
describe the event concept and one unique angle.

4.4 Writing Press Releases

Local press coverage is invaluable and free. Al can 'help you write professional press releases
for special screenings, anniversaries, events, and.community initiatives — content that might
otherwise go uncovered simply because writing a press release feels daunting.

@ PRESS RELEASE PROMPT

Write a professional press release for the following: Theatre: [THEATRE
NAME] Location: [CITY/TOWN] News: [DESCRIBE THE EVENT OR ANNOUNCEMENT]
Date: [EVENT DATE] Key details: [ANY ADDITIONAL INFORMATION] Format:
Standard press release with headline, dateline, 3-4 paragraphs, and a
boilerplate about the theatre. Tone: Professional but warm. Audience:
Local newspaper and community media.

4.5 Creating an Al-Assisted Content Calendar

One of the biggest challenges in social media marketing is consistency. Al can help you plan an
entire month of content in one session — something that would otherwise take hours.
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@@ MONTHLY CONTENT CALENDAR PROMPT

Create a 4-week social media content calendar for [THEATRE NAME]. Films
showing this month: [LIST YOUR PROGRAMMING] Special events: [ANY EVENTS]
This month’s themes: [E.G., 'BACK TO SCHOOL SEASON' or 'WINTER HOLIDAYS
APPROACHING'] For each week, suggest: - 3 Facebook/Instagram post ideas
(with brief descriptions) - 1 'community engagement' post idea - 1 email
newsletter topic Organize by week and include suggested posting days.

4.6 Al for Customer Communications

Beyond marketing, Al can assist with everyday customer communications: answering FAQs,
writing accessibility information, creating group booking confirmations, drafting policies, and
more. Any time you find yourself writing a similar message repeatedly, Al can create a template
that saves you time every future instance.

Page 18



LIGHTS, CAMERA, ALGORITHM | The Independent Theatre Owner’'s Al Guide

Chapter 5: Building Your Al Workflow

Having the tools and prompts is one thing. Building a sustainable workflow — a regular practice
that becomes second nature — is what will determine whether Al actually changes your
theatre’s marketing output long-term.

5.1 The Monday Morning 20-Minute Routine

The most effective way to use Al for social media is a focused session once a week. Here is a
simple routine:
6. Open your Al tool of choice (ChatGPT, Claude, etc.)
Paste your theatre context paragraph
Enter this week’s film(s) and any events

Run the Weekly Social Content prompt (Prompt 1) and the Weekend Push prompt
(Prompt 4)

10. Iterate on any posts that need adjustment

11. Copy the final posts into your scheduling tool (Buffer, Later, Hootsuite, or Meta Business
Suite)

12. Schedule posts for the week

© © N

Total time: 15-25 minutes. Output: a full week of social'content. Done.

s Pro Tip: Use a free social media scheduling tool like Buffer or Meta Business Suite to
schedule your posts in advance. Combined with your Al routine, this means you can handle your
entire week of social media in one Monday morning session.

5.2 Building Your Theatre’s Al Prompt Library

As you work with Al tools, you’ll discover prompts that consistently produce great results for
your specific theatre. Keep a running document — a simple Word or Google Doc — with your
best-performing prompts yourltheatre oentext paragraph,aﬂd yrsp,eelrgc mstructlons you’ve
found helpf . l:-"""-'- e Al I » ) L ) J

I\~ SV S ._> _/--,-' J | |
This becomes your personal, customized prompt I|brary Over time, it's one of the most valuable
assets your marketing operation has.

\\\u __dy III =li‘

5.3 Maintaining Your Voice

The most important thing to remember: Al is your assistant, not your replacement. Every piece
of content that Al produces should pass through your judgement before it goes out.

Ask yourself about each piece of Al-generated content:

* Does this sound like us?
* Does it reflect our relationship with our community?
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*  Would | be happy if our most loyal regulars read this?
* s there anything that feels generic, corporate, or off-brand?

A single light edit pass — often just changing a word or two, adding a local reference, or
adjusting a tone — is usually enough to make Al content fully your own.

5.4 Keeping Up with Al
This technology is evolving rapidly. New tools, new features, and new best practices emerge
regularly. A few habits will help you stay current without being overwhelmed:

* Follow one or two small business marketing newsletters that cover Al tools

» Spend 30 minutes once a month exploring new features in your preferred tool
« Connect with other independent theatre operators to share what’s working

* Check the support documentation of your Al tool periodically for updates

The AIBOX OFFICE
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Chapter 6: Honest Conversations About Al

No guide about Al for independent businesses would be complete without addressing some
honest, uncomfortable questions. These tools are powerful. They also raise real issues worth
thinking about.

6.1 Is This Authentic?

This is the most common concern: if Al writes my posts, am | being dishonest with my
community?

The answer depends on how you use it. Al is a writing tool, like spellcheck, Grammarly, or a
copywriter you might hire. What matters is that the thoughts, values, and personality behind the
content are genuinely yours. If the Al produces content that reflects your real voice and your
real relationship with your community, and you review and approve it, it is authentic. If you use it
to post things that don'’t reflect who you actually are, it is not.

The simplest test: would you be comfortable telling your community that you use Al to help with
marketing? Most customers, if asked, would shrug and say “sure, that’s fine.” What they care
about is whether you care about them. That Al helped you write the post changes nothing about
that.

6.2 Privacy and Data

When you use Al tools, be thoughtful about what information you share. Do not enter private
customer data, financial information, employee personal details, or sensitive business
information into public Al tools. Use general descriptions (e.g., “a locally owned 180-seat
theatre”) rather than specific private information.

Maijor Al providers (OpenAl, Anthropic, Google) have privacy policies that govern how they use
the text you submit. Review these for the tool you choose to use.

6.3 Accuracy

Al tools canyand do make fact ors gkhey,can alse, predu qntt;n—t%h ounds plausible
but is macc%raﬁ‘é Alvays vEr(fy anTyH cfualw‘;lq,]ms Al m keSn rJén \éer us ﬁl to write content

about specific s'witheUt 'een
independently.

iim'réteasd dat tings=East lists, orﬁtheﬁ d Bhfirming them

6.4 The Fear of the New

It is completely understandable to feel uncertain or even sceptical about Al. These tools are
new, they are changing rapidly, and there is a great deal of hype around them. A healthy
scepticism is wise.

But the practical reality for independent theatres is this: your competitors — both other cinemas
and the entertainment alternatives competing for your audience’s time — are increasingly using
these tools. The cost of not experimenting with them is falling behind in the one area where
independent theatres can punch above their weight: authentic, engaging, local marketing.

Page 21



LIGHTS, CAMERA, ALGORITHM | The Independent Theatre Owner’s Al Guide

You do not need to embrace every Al trend. You need to master one or two practical
applications — social media and email — and do them consistently. That is enough to make a
meaningful difference.

The AIBOX OFFICE
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Chapter 7: Quick-Start Action Plan

Reading a guide is one thing. Action is what fills seats. Here is your step-by-step quick-start
plan to go from reading this book to actively using Al in your marketing within one week.

Day 1: Set Up and First Prompt

13. Create a free account at chat.openai.com (ChatGPT) or claude.ai (Claude)
14. Write your theatre context paragraph using the template in Chapter 2

15. Run Prompt 1 (Weekly Social Content) with one of your upcoming films
16. Read the output — just observe. No need to post anything today.

Day 2: Refine and Iterate

17. Return to your Day 1 output

18. Pick the post you like most and ask the Al to give you 2 more variations of it
19. Try adjusting the tone: ask for one version that’s funnier, one that’'s warmer
20. Notice how small prompt changes produce meaningfully different results

Day 3: Expand Your Repertoire

21. Try Prompt 10 (Storytelling/Nostalgia) — this needs no film, just your theatre
22. Try Prompt 6 (Slow Night Rescue) for your slowest upcoming night
23. Save any output you like in a document

Day 4-5: Build Your Workflow

24. Set up a free social scheduling tool (Buffer.com has a free tier)
25. Schedule your first week of Al-assisted posts
26. Create your personal prompt library document

|I L=~ 7~ __\\ xl ;I;‘II L ¥ o

27. Try the Email Newsletter prompt for your next subscriber communication
28. Run the Event Brainstorm prompt and see what ideas emerge for your next season
29. Share what you’ve learned with a fellow independent theatre operator

1~ e
fitr
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“The theatres that will thrive in the next decade are the ones that use
every available tool to deepen their connection with their community. Al is
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one of those tools. Your story, your values, and your love for cinema are
the rest.”

The AIBOX OFFICE
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Appendix: Prompt Reference Card

A quick reference to all 30 prompts in this library. For full instructions, see Chapter 3.

# Name When to Use

1 Weekly Social Content General weekly social media in one session
2 Movie Promo Focus Build excitement for a specific film

3 Concessions Spotlight Drive food & drink revenue

4 Weekend Push Friday/Saturday attendance drive

5 Friday Night Kickoff Kick off the weekend with energy

6 Slow Night Rescue Fill weeknight seats without desperation
7 Increase Attendance General attendance drive

8 Big Event Promotion Special screenings and events

9 Excitement Builder Pre-release anticipation

10 Storytelling / Nostalgia Long-term community connection

1" Community Togetherness Inclusive, welcoming community posts
12 Theatre Personality Voice and identity posts

13 Behind the Scenes Staff and operations content

14 Habit Building Encourage weekly cinema habits

15 Treat Yourself Self-care and reward framing

16 Fall / Cozy Season September—November seasonal content
17 October / Halloween Spooky season tie-ins

18 Winter Movie Magic December—January seasonal content
19 Winter Escape Cold weather indoor appeal

20 Late Winter Transition End of winter, hopeful content

21 Weather Getting Better Early spring, get-out-again energy

22 First Signs of Spring March—April fresh start content

23 Out of Hibernation Re-engaging winter audiences

24 Spring Energy High-energy spring content

25 Spontaneous Plans Impulse attendance on warm nights
26 Valentine’s Weekend February date and friends nights

27 Back to School Late August family content

28 Fresh Starts / New Year January renewal content

29 Themed Event Any special event promotion

30 Trend / Social Style Platform-native, shareable content
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8,

Keep the Lights On.

Independent cinema matters. You matter. Now go fill those seats.

Lights, Camera, Algorithm

The Independent Theatre Owner’s Complete Guide to Using Al

The AIBOX OFFICE
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