DOCUMENTARY AUSTRALIA FOUNDATION
TRACKING / CASE STUDY TEMPLATE

OVERVIEW

The Film

Add a project summary: key milestones and achievements
· Film synopsis:
· Logline:
· Film team: make this a short snapshot of key creatives in the film team. 
· Link to the trailer or where to watch: 

Film aim
(This section will come from your impact strategy) 
Context and need
· Add in the context surrounding the issue in your film. Include key statistics to convey the need for your film. 
List the main messages in your film (suggest 3 to 5):
· 
List your impact goals (suggest 3 to 5):
· 
Identify your target audience:
· 

Supporters
List your funders
· 
List your impact partners
· 

Assets
Link to any assets as they are developed including:
· Website
· Social media sites
· Press kit
· Impact strategy 
· Educational resources
· Other:

Film and campaign roll out
A brief timeline and description of your campaign roll out e.g. 

Date – Production commenced
Date – Film completed
Date – Film premiered (e.g. at X Festival or X Broadcast)
Date – Film release 
Date – Screenings 
Date – Screenings
Date – Screenings
Date – Outreach activity
Date – Outreach activity.

Add in any major contextual events relevant to your film and issue area as well. 

RELEASE
It isn’t expected that you will have examples across all of the below categories – the headings are to provide a prompt and guide your thinking about film reach, how the film has been received and used and its influence. 

Film reception
Add any information as you get it under the following headings including links and quotes. 

Critical acclaim, reviews and ratings:

Awards and nominations:

Festival acceptance: 

Media coverage:

Reach
This could include number of screenings, number of people who have seen the film, online views, follows or impressions, views, downloads, and / or a description of the geography and locations touched by your film, etc. 

Broadcast views:

Number of festivals:
Festival attendance:  

Cinema audiences: 
Box Office: 

Number of screenings: 
Screening audiences: 
Locations of screenings:

Online release views:
Streaming views:
Trailer views:

Purchases e.g. DVDs:   

Social media followers:

Downloads or purchases
· Resources/assets:
· Educational resource downloads/ uses:  

Response
Film response includes for example any feedback or evidence about audience and community response, including whether people connect with the film, are affected emotionally, are engaged, inspired, or simply like the film, were interested or satisfied. You can collect this through media articles, email or written feedback, or online commentary. 

Partner / sector response: 

Social media response:

Media coverage (list links to media):

Celebrity / influencer endorsements:

Politician or public figure endorsements:

OUTCOMES
Again it is unlikely you will have examples for each of the below – the headings are to provide a prompt and guide in thinking through your project outcomes and the levels at which they have occurred. 

USE
Films may be adopted for use in a variety of ways, including by organisations to meet their unique goals, to support social campaigns, educational activities and outcomes, and/or fundraising etc. Provide a short overview of how the film has been used. 

Use in social or advocacy campaigns: 

Use for fundraising:

Use for general or community awareness: 

Use to achieve organisational goals:

Use for educational purposes:

Individual outcomes
Examples or evidence of individual outcomes and how the film has contributed, for example: 
· Individuals empowered
· Increased awareness, empathy, knowledge and understanding
· Increased connectedness 
· Individual action 
· people discuss and share
· Seek further information
· act (by hosting, donating or volunteering) 
· advocate (signing, lobbying) 
· change their behaviour (purchases, practices, approaches).


Organisational outcomes 
Examples or evidence of organisational outcomes and how the film has contributed, for example: 
· Organisational goals progressed  
· New or improved initiatives, products or interventions, policies, procedures or practice approaches  
· Increased resources or capacity e.g. volunteers, funds, partnerships or assets 
· Staff impacts e.g. improved satisfaction, motivation, knowledge and skill
· Improved profile e.g. visibility, reach, public perception
· Increased engagement e.g. access, sales, use. 

Community outcomes 
Examples or evidence of community outcomes and how the film has contributed, e.g.:
· Increased awareness, empathy, understanding and knowledge 
· Increased connectedness e.g. community level conversations, new networks and partnerships, increased community engagement or participation
· Community action e.g. events, resources, community initiatives
· New research
· Educational outcomes 
· Economic outcomes.  



System-level outcomes
Examples or evidence of system-level outcomes and how the film has contributed, for example any influence your film has had on public discourse, public pressure, changes to or advocacy for policy, legislation or new/redirected funding.
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WRAP UP 
This is a critical part of the tracking, so we can share learnings with others. 

What do you think worked well? What didn’t work so well? How were obstacles overcome? What do you think are the critical factors for success? What were your main lessons? What tips would you provide to others? 

Lesson 1: 

Lesson 2: 

Lesson 3, etc: 

Your favourite campaign moment: 

Your most effective impact activity or strategy: 

What you would recommend to others: 
