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Crowd-funding and the Future of Viral Marketing 

 In the 21st century, with digital technology making it easier than ever before to create a 

movie independently, more and more filmmakers are looking to have their projects funded, 

produced, and distributed. Websites such as Kickstarter, Indiegogo, and other outlets for crowd-

funding are making this a reality, and filmmakers are taking full advantage of this method. With 

the success of Kickstarter leading to the theatrical release of hundreds more motion pictures 

every year (469 independent films were released in cinemas in 2012, compared to 270 ten years 

before [Horn and Rome, 2012]), these crowd-funding outfits will surely continue to further 

impact viral marketing for feature films. 

 More importantly for myself and my areas of interest in film, I believe that these crowd-

funding sites are ways for more ‘faith-based films’ that would not otherwise find distribution (or 

production) to see the light of day. Ten years ago, when Christian filmmakers tried to market 

their work to churches, there were so few that it could be done. It’s much harder in 2015, when 

the number of these films have increased dramatically: marketer Tim Gray said, “Pastors are 

[telling] me, ‘I can’t market a film every month. I can’t market a film every three or four months. 

It’s not my job.’” (Wilkinson, 2015) 

 Kickstarter has become a particular site for filmmakers, including Christians, that has 

been utilized to great effect. The film adaptation Blue Like Jazz, for example, held a 30-day 

Kickstarter campaign in 2010 that “raised $346,000 from 4,495 supporters” (Fleming, Jr., 2010), 

many donors being supporters of the original book. “The [film’s] backers claim it’s the largest 

crowd-sourced creative project ever,” said Fleming, Jr. In 2012, the faith-based action/adventure 



period film Beyond the Mask raised over $24,000 on Kickstarter to convince other investors to 

help them begin production. Using a campaign on Gathr.com in 2014 to play the film in select 

theaters around the U.S., the film made $242,000 on its first day in 181 theaters, leading to 

Freestyle Releasing picking the film up for a mainstream theatrical release. “The production, 

marketing, and distribution of Beyond the Mask,” as Deadline reported, “has been completely 

grassroots.” (Busch, 2015) 

 In the past, Christian marketers and their audiences have helped the films they want to 

see find wider distribution, with churches promoting films like Fireproof and God’s Not Dead. 

Now, Christians are actually helping to make these films, through Kickstarter, Gathr, and other 

crowd-funding and user-supported outlets. To think that a $1 million film like Blue Like Jazz was 

saved from going bankrupt by its fans, or that a $4 million period piece like Beyond the Mask 

was made possible through a vast amount of crowd-funding, would likely have been 

unimaginable several years ago. And yet, this is the new way of marketing faith-based films, and 

it has set a standard for how future films will be funded, created, and released. 
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