
ArcLight Cinemas, a division of national exhibitor 
Pacific Theaters, is considered to be one of only 
two premier movie theater chains in the country. 
The other is IMAX. 

With just two locations in Los Angeles, the 
ArcLight has become the go-to theater for new 
and speciality movies. The two theaters attract 
hundreds of thousands of movie-goers every year 
from as far as fifty miles away.

The ArcLight surpasses other theater experiences 
for many reasons. The JBL speaker systems, 
already far superior to most set-ups, exceed THX 
requirements. Kinoton projectors, in every 
screening room, are considered to be the best in 
the world and are only in a handful of other 
theaters.

The ArcLight also boasts extra wide stadium 
seating for one of the most comfortable viewing 
experiences, and allows patrons to reserve 
seating  thus avoiding frustrating lines prior to 
the movie.

Mission Control was asked to provide a presence 
for ArcLight among its diverse fan base. This 
includes movie-goers who prefer tentpole films, 
those who enjoy small independents, and all 
other interests in between. 
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Through review of ArcLights’ marketing data, it 
was clear the common denominator among their 
patrons is enjoying a superior movie experience. 

To ensure we captured the essence of ArcLight - 
not just a movie, but an experience - we 
suggested building a Facebook page. The page 
would serve as an opportunity for fans to 
interact easily with the brand and extend their 
enjoyment of movies beyond the screen, 
creating a conversation with them.

Our first post was a Wikipedia entry about the 
ArcLight, providing details of the theater, its’ 
history and the equipment used. 

Then, we added links to third-party blogs about 
movie theater experiences and reviews of the 
theater itself, followed by videos and photos 
featuring the state-of-art equipment used to 
create the overall experience.

As the Page fan count grew, tone became 
especially important. We did not want to 
alienate anyone, but did not want to have the 
voice of the ArcLight be corporate.  Therefore 
MC moderates both positive and negative 
reviews with a light and friendly tone, without 
removing any fan posts, winning over many fans. 

MC also takes the time to directly respond to 
fans who are having issues with ticketing and 
the like, garnering kudos from ArcLight 
management for deft handling of potentially 
negative situations.
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To secure the initial fan base, MC used Facebook ads, 
which simultaneously promoted upcoming films such as 
Disney/Pixar’s UP, Michael Bay’s “Transformers: 
Revenge of the Fallen” and Warner Bros. “Harry Potter 
and the Half Blood Prince”. Targeting based on location 
and keyword helped drive fan conversion to over 60% 
from clicks.

MC also gave fans inside scoops on special events 
happening at the theater, such as Michael Bay 
introducing the first screening of “Transformers 2”, a 
Q&A with actors from the cast of “Hurt Locker” and in-
theater exhibits like the costumes from “Public 
Enemies” and models from “Star Trek”.

MC then went a step further to continue interactions by 
asking fans to post about these events. Fans continue to 
respond enthusiastically and each post typically has 
dozens of comments. 
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When MC spends advertising dollars for new movie openings, the 
conversion rate from click to new fan is approximately 60%. When 
advertising is down, the site grows at approximately 100 new fans a day  
as well. In the eight weeks since launch, the fan base has grown to over 
22,000, allowing MC to expand outreach. Fan engagement has increased 
since including information about special screenings and giveaways.

As an example, for the AFI screening of “Die Hard”, MC posted a 
request for fans favorite quotes from the film. Within three hours the 
page received 33 responses and the theater sold out the screening by 
the end of the day.  For the new Harry Potter film, MC posted two 
quizzes for a pair of free tickets and over 350 people took them, with 
more than half taking both.

By continually interacting with the audience, the ArcLight Facebook 
page has become a place where fans can create conversations about 
their  favorite movies and let the world know what they think about 
them. 

The ArcLight has extended the campaign through the year.
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