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LET THE STORYTELLING BEGIN
Hello, student filmmaker. Welcome to the most refreshing, exciting film competition in the world! We’re delighted that you 
are part of this program and we can’t wait to read your script, and if selected, see how you bring it to life on the big screen.

The task at hand: Write a :35 (including intro and bumper) Coca-Cola and Regal co-branded film to run in all Regal 
locations in the period before the start of the feature movie. This is your chance to show Regal moviegoers everywhere 

your filmmaking and cinematic skills.

Thanks in advance for all of your hard work.  We can’t wait to see the ideas!
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LIGHTS. CAMERA. REFRESHMENT.

 Going to the movies is an emotional journey that allows consumers to be entertained, to relax, cry, laugh and most 
important of all… share an experience with friends, family or both. It’s also a time for consumers to enjoy the ritual that is an 
integral and refreshing part of their moviegoing experience. You can’t fully enjoy a movie without Regal popcorn and a cold, 

refreshing Coca-Cola.

Coke, popcorn, and a movie is a symbiosis of taste and place almost as old as time—it has become an integral part of 
 the movie-going experience. One of the most famous reminders to buy concessions launched in 1957 and we’re looking 
to renew that classic. We need to continue to remind today’s moviegoers that a Regal movie experience is not complete 

without a delicious ice-cold Coca-Cola and Regal Popcorn.

Your film should bring these insights to life in a way that is on-brand, yet told through a creative vision that is uniquely yours. 
And while creative freedom is encouraged, remember that the brand truths and promises should remain intact.  

Also, your film needs to be appropriate for all audiences, meaning it will be shown with G, PG,
PG-13 and R-rated films.



PROGRAM OVERVIEW
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PARTICIPATING SCHOOLS
Twenty-five film schools have been selected to participate in this initiative

AFI (LOS ANGELES)

AMHERST COLLEGE (AMHERST)

CALIFORNIA UNIVERSITY (LONG BEACH)

CHAPMAN UNIVERSITY (ORANGE)

COLUMBIA COLLEGE (CHICAGO)

COLUMBIA UNIVERSITY FILM SCHOOL (NYC)

DILLARD UNIVERSITY (NEW ORLEANS)

ELON UNIVERSITY (ELON)

FLORIDA STATE UNIVERSITY (TALLAHASSEE)

INDIANA UNIVERSITY (BLOOMINGTON)

MINNEAPOLIS COLLEGE OF ART & DESIGN  
(MINNEAPOLIS)

MOREHOUSE COLLEGE (ATLANTA)

NORTHWESTERN UNIVERSITY (EVANSTON)

NOTRE DAME (NOTRE DAME)

NYU (NYC)

RELATIVITY SCHOOL (LOS ANGELES)

SCAD (SAVANNAH & ATLANTA)

SCHOOL OF THE ART INSTITUTE OF CHICAGO (CHICAGO)

SCHOOL OF VISUAL ARTS (NYC)

THE NEW SCHOOL (NYC)

UCLA (LOS ANGELES)

UNIVERSITY OF IOWA (IOWA CITY)

UNIVERSITY OF NORTH CAROLINA SCHOOL  
OF THE ARTS (WINSTON-SALEM)

UNIVERSITY OF TEXAS (AUSTIN)



COCA-COLA AND 
REGAL FILMS 

 PROJECT BRIEF
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PROGRAM DETAILS
•  Develop a 35-second Regal & Coca-Cola co-branded pre-feature short film to run in all Regal locations nationally  

(30 seconds for film, 5 seconds for bumper)
• Up to five scripts/finalists chosen
• Finalists will receive $15,000 to produce their 35-second film (30 seconds for film, 5 seconds for bumper) and capture  
 behind the scenes footage
• Finalist entries will be viewed and judged by a collection of industry experts – the Red Ribbon Panel
• The panel will judge the technical aspects of the films and select the Coca-Cola and Regal Films Red Ribbon Panel  
 grand-prize winner.
• The Coca-Cola and Regal Films winner will be featured in Regal theaters nationwide
• Additional PR opportunities may become available and finalists may be invited to participate in events at a later date
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WHO ARE WE TALKING TO? 

We are speaking to all moviegoers while they are at a Regal movie theater. Note that frequent/avid moviegoers will see the 
film more often (six times per year).

The film will be used for all movies shown at Regal and needs to be appropriate for ALL audiences (i.e. will be used for 
G-rated to R-rated films).
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WHAT DO WE WANT TO COMMUNICATE?
We want to build the ritual of Coke and popcorn as an integral part of the movie going experience in a way that evokes a craving—because going 
to the movies isn’t complete without an ice-cold, delicious Coca-Cola and freshly-popped popcorn.

• Think: I need to satisfy this craving for a Coke and popcorn right now
• Feel: This movie is not complete without an ice-cold, refreshing Coca-Cola and Regal popcorn
• Do: Stop by concessions and buy a Coke and Regal popcorn

The film should make fans so thirsty they crave a Coke and popcorn, leave their seats, and make a purchase at the Regal concession stand.  
And while that may not happen every time, the end goal is to evoke this craving to aid in building the ritual of Coke, popcorn, and Regal movies 
so they ultimately never make it to their seats without them.
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REASONS TO BELIEVE
• In order to build the ritual of Coke, Regal popcorn, and a movie at Regal Cinemas, we must first educate moviegoers how 

these things enhance their experience. It’s similar to the way that singing “Happy Birthday” makes us perceive the cake as 
better-tasting. Or the way that champagne helps us to make a celebration feel more special . . .

              . . . they are inextricably linked.

• The delicious crispness of an ice-cold Coca-Cola (or Coke Zero or Diet Coke) is the perfect pairing to hot, buttered, and salted 
Regal popcorn. The smell, the taste, and the feel all help to enhance the Regal movie going experience.



CREATIVE GUIDELINES
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COCA-COLA GLOBAL BRAND  
LOOK, FEEL & TONE

Your film should align and fit with the new Coca-Cola global brand campaign. Please keep the following in mind when writing your scripts and,  
if selected, producing your film.

• Echo brand values: optimism, social, unpretentious, simple, inclusive, authentic
• Seamless integration between product benefits: delicious, unique taste, refreshing, uplifting
• Drive product “cravability”
• Use of subtle red accents in key moments of the film
• Use of Instagram saturated/color-corrected look
• Do not have to use the campaign tagline “Taste the Feeling” anywhere in your film

On the slides that follow, you will find a few examples of commercials that were produced for the new Coca-Cola global campaign. Please watch 
these commercials and keep the tone and visual aesthetics of each commercial in mind as you write your script, and if selected, produce your film. 
These examples should only serve as thought-starters and idea-ignitors for you.

However, due to the unique context around the occasion of Coke & Popcorn at the movies, this project gives you the opportunity to depart from 
the emotional drivers of the Taste The Feeling campaign and pursue more a product-focused, intrinsic approach to the creative solution.
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COCA-COLA PRODUCT  
INTEGRATION IN FILM

Coke is integral part of the film and where appropriate add coke zero or diet coke. It should be clearly defined and recognized as the 
delicious and refreshing thing that, when combined with Regal popcorn, makes the movie moment(s) better. 

Refer to the Coca-Cola creative (found later in this brief) where you’ll see how a physical Coca-Cola product is always positioned at the 
center of the action and always makes the moment more special. Any Coca-Cola product shot inside of a Regal theater should be shown 
inside of, or being enjoyed from, a Coca-Cola branded cup suitable for filming (hero prop), while anything outside the theater should be in 

the Coca-Cola contour glass bottle.
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INSPIRATION EXAMPLES

Click the link to view the commercial on  
https://coke.box.com/v/RegalThirst

Click the link to view the commercial on  
https://www.youtube.com/watch?v=1rcgypBD34s

REGAL THIRST

“Thirst” drives product cravability and the “ahh” moment  
of sipping an ice-cold Coca-Cola. 

Main takeaway: drives product cravability, conveys refreshment

SIP STEALER

“Sip Stealer” tells the Coke story of desired thirst and refreshment 
through a simple model in a relatable way. 

Main takeaway: simple storytelling, conveys thirst and a desire  
for the product.



REGAL  
BRAND LOOK & FEEL
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REGAL BRAND VOICE & TONE
“We love the movies!” – Fun loving in a clever way, sincere, movie experts yet friendly, warm and helpful

From Alaska to Florida and almost everywhere in between…chances are, if you’ve seen a movie, you’ve enjoyed seeing one in a Regal theater.

And while there, you probably got the sense that providing our guests with a moviegoing experience like no other is something we take very seriously. 
Now, while we may be serious when it comes to customer service and satisfaction, we enjoy having fun too…we love the movies and love making sure we 

keep everyone’s Regal experience playfully positive, memorable, and awesome.

The Regal brand is unique and speaks to a broad audience in a way that is welcoming and lighthearted and has a bit of a tongue-in-cheek edge to it; yet 
at the same time carries an informative tone. This overall tone and voice (and design) applies to in-theater communications, social media posts, food & 

drink packaging, websites, and so much more. To sum it up, Regal is a classic theater brand that keeps it fresh and fun.

This brand tonality is reflected in the examples of creative social pieces, imagery, and packaging you’ll find below and in the following pages. Please keep 
all of this in mind when writing your scripts and, if chosen, producing your film. While Coca-Cola makes movie moments at Regal more special, the Regal 

experience makes those special moments even more memorable.
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UNDERSTANDING AND INTEGRATING  
THE REGAL BRAND

Regal brand promise: Reward those who love the movies. 

Regal is the entertainment destination that rewards the love of movies by consistently delivering a best-in-class experience for the most passionate 
movie fans. Regal’s primary offerings include great movies shown on the big screen with awesome sound, excellent service, Regal Crown Club and 
craveable concessions.

Delivering on what Regal calls, the “Only at Regal” experience, Regal’s team is made up of passionate movie lovers (employees) who enjoy surprising, 
delighting, and giving back – through loyalty programs and service – to all those who experience the movies at Regal.

FUN FACTS YOU SHOULD KNOW
• 7,329 screens in 567 theaters in 42 states along with Guam, Saipan, American Samoa, and the District of Columbia
• Approximately 217 million people saw a movie at Regal in 2015
• Regal operates theaters in 46 of the top 50 U.S. designated market areas

REGAL THEATER ACCESS & RULES
All finalists will be given access to a Regal theater in their area. Any filming inside or outside of a theater must be done at a Regal theater.

See official program rules for a complete list of guidelines and restrictions.
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OVERALL PRODUCT INTEGRATION 
AND MANDATES

• Throughout the program — in text, voice over and logo usage — it is acceptable to refer to the Regal brand simply as  
 “Regal” and not Regal Cinemas or Regal Entertainment Group.
• Any Coca-Cola product shot inside of a Regal theater should be shown being enjoyed from a Coca-Cola branded hero  
 prop cup suitable for filming. Anything outside the theater should be in the Coca-Cola contour glass bottle.
• Must showcase a small size Coca-Cola in your film and when applicable include additional choices such as diet, etc.
• Must show Regal popcorn in branded tub or bag
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MUSIC
Music will play a key role in delivering the connection with the viewer. When writing your script, and if chosen, producing your film, take into 

consideration how music can make your film even more memorable and effective. Please refer to the Taste The Feeling music example provided 
below. The music should be young and relatable – like you would hear on a mainstream popular/pop 100 type of radio station. Students must 

use original music and own the rights to anything featured in their film.

Avicii vs. Conrad Sewell Music Compilation:

This video will give you a better understanding of the style of music that drives the Coca-Cola Taste the Feeling  
brand campaign. You do not have to, nor should you, use their music, but simply use it as a guide  

when selecting a song to be used in your film.

Click the link to view the commercial on https://www.youtube.com/watch?v=F82W3tKtr8c

Avicii Conrad Sewell



PROGRAM TIMING,
RULES, DETAILS & 

MANDATES



2323AND FILMS

APPROXIMATE TIMELINE

ACTION APPROXIMATE TIMELINE

CALL FOR ENTRIES OCTOBER 19 - NOVEMBER 13

SCRIPT SELECTION AND NOTIFICATION NOVEMBER 14 - DECEMBER 14

PRODUCTION DECEMBER 15 - FEBRUARY 9

EDITING/POST PRODUCTION FEBRUARY 11 - MARCH 17

RED RIBBON PANEL JURY CHOOSES WINNER MARCH 18 - 22

CINEMACON MARCH 27 - 30
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SCRIPT GUIDELINES AND RESTRICTIONS
Script for a branded 30-second film + 5-second bumper = 35-second piece. Your script must be for a film no longer than 30 seconds; any script longer than this 
will be disqualified. Please follow the script requirements as listed below and ensure your content does not violate the restrictions listed in the official rules.

Script requirements:
• Must be in English
• Must be the length appropriate for a 30-second film (approximately 1 to 2 pages)
• Must contain a title page (in addition to the pages above) that ONLY includes the title
• Must NOT display the names of the team members or the name of the school, and
• Must not include any other competitive beverages, brands, or theater locations

Content restrictions:
• Must be able to be created and produced as a film for $15,000 or less
• Must not include any private information of a third party such as a name, address, phone number, or email address
• Must not disparage, ridicule, denigrate, or embarrass The Coca-Cola Company or its employees or products or Regal Entertainment Group or its employees
• Must not include the image of a child under the age of 13 holding or drinking a beverage product of any kind
• Any use of a child under the age of 13 must be restricted to a secondary role and he or she must appear with an adult in the same scene
• Must not include more than 10 actors
• Must not include any live animals
•  Must not contain any indecent, vulgar, obscene, or offensive material or any other material, including, but not limited to, material surrounding terrorism, guns, 

foul language, and/or adult content
•  Must not contain brand names or trademarks other than those owned by The Coca-Cola Company and/or Regal Entertainment Group, which team members 

have a limited license to use to create and submit material for this contest only
• Must be the original work of the team and created specifically for this contest

See official program rules for a complete list of guidelines and restrictions.
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SUBMISSION AND JUDGING
Eligible students may write and submit scripts as an individual or as part of a team. Up to two eligible students will be allowed 
to form a team. Each individual applicant or team of two is asked to include their key crew information. This helps showcase 

the student talent that will be working on your project if selected.
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JUDGING CRITERIA

Creativity – 30%
Overall quality of script and storyline

Creativity and originality
Ability to effectively tell a compelling story

Creative Fit To Theme and Tone – 40%
Adherence to the Taste the Feeling attitude

Does the storyline successfully answer the creative brief?
Does the concept represent/reflect the Coke brand? 

Does the concept express the Regal brand tone and promise?

Entertainment Value – 30%
Does the story provide a new, untold perspective?
Is the story entertaining? Does it have replay value?
Is the subject of the film worthwhile? Is it engaging?
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SUBMISSION PROCESS
Make sure you have read and understand the official rules and this Program Overview. If chosen as a finalist team, you will be required to adhere to 
all detailed instructions including, but not limited to, the contest timing and budget requirements.

The Program Overview is an additional tool to help students get to know the brands involved and help facilitate strong scripts. To submit your 
script(s) for consideration, please follow these steps in order:

1. Fill out an application online. You must fill out one application per script – http://bit.ly/Coca-ColaRegalFilmsApplication
2. Email your script and signed budget to  cokeregalfilms@gmail.com
 a. All information must be sent in one email and include “Coca-Cola and Regal Films Application” in the subject line
 b. Script (PDF) – Do not include your name or your school’s name (required)
 c. Please make sure all of your documents are saved by your script title. Example “BreakTheNight_Application” and “BreakTheNight_Script”
 d. You will need your school’s key faculty administrator’s signature on your budget. For a list of key administrators, see page 30
3. Repeat this process if you are submitting more than one script for consideration
 a. For every original script submitted, the applicant will need to fill out an additional Coca-Cola and Regal Films application form
 b. Submit only one application per email. If you plan to submit additional applications you must send each entry in separate email messages
4.  As many as 15 of the highest-scoring script teams will be potential semi-finalist teams and will proceed in the contest. Each semi-finalist team  

will work with the sponsor’s agent and will receive feedback on the script, rework it, and resubmit by December 6 with photo storyboards.  
Up to five final scripts selected will be notified on December 12, 2016. All applicants will be notified of their status by December 14, 2016.
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WHAT TO EXPECT IF YOU ARE A FINALIST
If your script is selected as one of the scripts to be produced, below is some information on the requirements of being a  
Coca-Cola and RegalFilms finalist:

•  The finalist teams will each receive $15,000 to produce their film based on the contest timeline outlined in the official rules. You will be 
required to submit a formal budget, and you must use the Coca-Cola and Regal Films program SAG requirements (Commercials Contract)
Requirements are outlined in the production handbook that will be provided to finalist teams

•  Should your team be selected as a finalist, Coca-Cola and Regal require that you create and include a 5-second introduction for your film
  -   Your introduction should introduce yourselves, your school, and the movie
• Finalists will be invited to a production kick-off event at Coca-Cola headquarters in Atlanta in mid-December
•  All pre-production will take place before the Christmas holiday with production occurring in early January. This means you and key members 

of your crew will need to be available during that time
•  The finalist team entries will be viewed and judged by a collection of industry experts, the Red Ribbon Panel, who will judge the technical 

aspects of the films and select the grand prize winner
•  The finalist team that receives the grand prize will have their film screened in Regal theaters nationally
•  Finalist teams are required to document their film development with a behind-the-scenes (“BTS”) crew and through social media.  

At the sponsor’s sole discretion, some or all BTS content may be shared on Coca-Cola-owned digital platforms and/or Regal platforms 
Additional details on BTS are included in the production handbook that will be provided to the finalist teams

•  Finalists will be responsible for all applicable taxes (see line item labeled “prize tax” in the budget worksheet). It’s recommended that each 
prize winner meet with a tax professional and budget for tax payments accordingly



QUESTIONS & 
CONTACT
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KEY FACULTY ADMINISTRATORS
All program applications must be signed and approved by the key faculty administrators.  

The list of school contacts is below:

For program questions that your key faculty administrator cannot answer please email cokeregalfilms@gmail.com

• AFI, David Chase

• Amherst College, Timothy Van Compernolle

• California University, Donna Thomas

• Chapman University, Kevin Harman

• Columbia College (Chicago), Karen Loop

• Columbia University Film School, Marissa Totino

• Dillard University, Keith Morris

• Elon University, Bryan Baker

• Florida State University, Brenda Mills

• Indiana University, Janis Ann Bolling

• Minneapolis College of Art & Design, Craig Rice

• Morehouse College, Avery Williams

• Northwestern University, Derek Trulson

• Notre Dame, Ted Mandell 

• NYU, Jonathan Weinstein

• Relativity School, Mark Millhone 

• SCAD (Atlanta), Shawn Kasinger 

• SCAD (Savannah), Michael Chaney

• School of the Art Institute of Chicago, Bruce Jenkins

• School of Visual Arts, Mary Lee Grisanti

• The New School, Robbie Powers

• UCLA, Belinda Starkie

• University of Iowa, Jessica McLean

• University of North Carolina School Of The Arts, Kate Miller

• University of Texas, Elana Wakerman



THANK YOU


