
 

 

 

Background 

20
th

 Century Fox wanted to create maximum 

impact and drive awareness of the theatrical 

release of its comedy, ‘The Rocker’. The film 

studio identified social networks as a key 

platform to leverage, on account of their brand 

integration solutions, enviable audience 

engagement scores and viral opportunities. 

The film featured an ageing rock star and his 

last chance at fame. MySpace, with its millions 

of registered bands, audience of 7.1m music 

loving Brits
1
 and leading music content was the 

clear partner of choice to host the campaign 

MySpace is also renowned for attracting fans of 

the silver screen. They are 21% more likely than 

the national average to be heavy cinema goers
2 

(go once/month+) and 39% of MySpace users 

regularly visit film listing sites (compared to the 

UK average of 29.5%
3
). This prompted the 

creation of MySpace’s standalone film site 

Trailer Park and the Black Curtain community 

which brings advanced screenings of the latest 

blockbusters to an audience of film fanatics. 

 

Campaign Objectives 

 Create excitement for the theatrical release 

of 20
th
 Century Fox film ‘The Rocker’ 

 Generate campaign endorsement/credibility 

from actual bands and drive awareness of 

film tagline ‘Live the Dream’ by running a 

rock band competition with Kerrang! 

 Reward user engagement and further drive 

awareness through spot-prizes offered by 

campaign partner Epiphone  

case study 

It’s only rock’n’roll, but 20
th

 Century Fox like it 

www.myspace.com/therockeruk 

 

 

http://www.myspace.com/therockeruk


The MySpace Solution 

20
th

 Century Fox and MySpace created a custom community for the film, featuring a competition to drive interaction 

and promote awareness of ‘The Rocker’. MySpace bands were invited to upload a track to The Rocker community in 

a bid to become the band on the community to ‘Live the Dream’ and win money can’t buy prizes including an 

interview and photo shoot in Kerrang! magazine and an interview on Kerrang! Radio. The winning band would also 

receive VIP treatment at the MySpace Black Curtain film preview and receive Gibson music equipment. To drive 

engagement with the audience and fans of the bands competing, The Rocker community awarded spot-prizes of four 

Epiphone guitars to users rating tracks entered by the bands. Users were also encouraged to display ‘badges’ on 

their MySpace profiles to show their support and spread the word amongst their network of friends. There were also 

badges for acts to feature on their band profiles to prompt their fans to vote and further drive campaign engagement. 

Traffic was driven to The Rocker profile via display media, editorial 

promotions and featured placements within MySpace, the MySpace 

homepage, user homepages and the Trailer Park and Black Curtain 

communities. The campaign was also promoted in bulletins sent to 

every MySpace UK user and via print media in Kerrang! magazine.  

The media placements were supported with a full PR campaign in 

Empire, Screen Rush, Zavvi, Get Closer and Comedy Demon. 

The campaign climaxed with a special preview of the film, hosted by 

MySpace Black Curtain. Visitors to The Rocker and Black Curtain 

could win tickets by adding both communities to their list of friends, 

further driving affinity with the film and extending the reach of the 

campaign amongst the personal networks of the target audience. 

View footage of the MySpace Black Curtain preview of ‘The Rocker’ 

 

Results 

This campaign was an excellent example of leveraging the core strengths of MySpace to create an impactful and 

engaging campaign. No other media owner can boast the same coverage of UK bands/acts who, through their 

participation in the competition endorsed the campaign and drove awareness amongst their fan bases (1,133 bands 

entered, making it one of the most successful MySpace UK band competitions ever). This was illustrated through a 

massive 34,279 votes and an average dwell time of 4 mins 35 secs. Effective targeting and leveraging relevant areas 

such as the MySpace homepage and Black Curtain community boosted awareness and enthusiasm for the 

campaign and resulted in strong click through rates, such as 0.13% for the MPU ad placements. The Black Curtain 

preview screening was oversubscribed, but those lucky enough to get tickets were treated to a VIP attendance of the 

winning band and handed a goodie bag containing a copy of Kerrang! featuring the interview and photoshoot. 

 

Conclusion 

MySpace’s reach of film fanatics made it a natural choice for 20
th

 Century Fox. Furthermore, by leveraging the 

millions of registered UK bands on MySpace with a simple but highly regarded competition, the film studio was able 

to extend the campaign beyond the media placements and simultaneously benefit from band endorsement. These 

elements, combined with the scale and range of advertising solutions, resulted in a campaign which prompted an 

engaged target audience to positively interact with the film and delivered impressive brand awareness from inception. 

 

Quote 

“MySpace was an obvious choice of media partner to spearhead the promotion for ‘The Rocker’ due to its heritage with UK bands and 

ability to reach a huge number of music and film loving users. The partnership with Kerrang! helped to reinforce the credentials of the 

campaign and was an innovative solution to interact with our target audience. The impressive number of entries and voters indicates a 

high level of interaction with MySpace users and contributed to an all-round successful promotion” 

                Jennifer Tang, Media Promotions Manager, Twentieth Century Fox 

          

 

1Source: comScore Media Metrix, January 2009 
2Source: TGI Netwave 16 2008 

3Source: Harris Interactive NetObserver Study, Autumn/Winter 2008 

 

 

MySpace would like to thank 20th Century Fox, Gibson, Epiphone and Kerrang for their assistance in producing this case study 

 

http://vids.myspace.com/index.cfm?fuseaction=vids.individual&videoid=45017075

