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Multiplexes: Binging on advertising

Apart from leveraging
blockbusters, cinemas are
turning to brand tie-ups
and activations to boost
revenue this holiday season

ANKITARA!

THEHOLIDAY SEASON could endonahigh
note for theatres, if the movies outlook is
anything to go by, A robust line-up of films
suchasthe Rajinikanth,Akshay Kumar-star-
rer 2.0and Shahrukh Khan's Zeroisexpected
tobolstercinemaadvertising thisfiscal.“The
second half of 2018 is better, with block-
busters coming in, Since it is the holiday
period, the frequency of visits is higher,and
occupancyisbetterAdvertisersunderstand
thatand takeadvantageofit,"says Siddharth
Bhardwaj,CMO, UFO Moviez.
Cinemachains, then,arelooking beyond
just the blockbusters to eam revenue,
Making hay
PVR Cinemas, which has raised its advertis-
ingincome guidance by 15% for the entire
fiscal, believes it will be able to garner
enough growthinthe third quarter Thereis
alwaysaboominthisquarter.Thisyearisno
exception,”says Gautam Dutta,its CEO.
Advertiserinterest hasevidentlypeaked.
Unlike the stipulated 19 minutes of adver-

tising time per auditorium during a movie
run, PVR says the demand rose to 50 min-
utes inthe first week of Thugs of Hindostan.
For INOX, the October-December quar-
teris crucial for business. "Advertising rev-
enueisdirectly proportional tothe number
of eyeballs you gamer which increases sig-
nificantly during the holiday season," says
Anand Vishal, VP - sales, INOX.
Meanwhile, UFO Moviezislookingat 15-
20 weeks of premium pricing.“Four years
back, festive and normal days were priced
similarly, Today, premium pricing tousasa
networkisavailable for fivetosixweeksina

‘axclyding S Cinemas

year,'says Bhardwaj.With all major releases
timed around the long weekend or festive
season, brands are looking to book slots
weeksinadvance, headds.

Beyond on-screen ads

“We make money by charging a premium
fora blockbuster ora mega blockbuster. It
couldbeata 300%premiumtoo,'says PVR's
Dutta. The average rate for advertising at
PVR Delhicould beaslowas 30,000 aweek
t0 ¥2.5 lakh a week, for the entire cinema
withacapacityof1,100-1,200 seats.
However, multiplexes are not limiting
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themselves to premium pricing; theyare
also exploring strategic brand tie-ups. PYR,
for example, discourages brands that only
playon-screenadsandinstead offers towork
onamore sustainable model. INOX, mean-
while, s focussing on experiential market-
ingwhilelimitingairtimeto 15-20 minutes.

Formultiplexes,in-cinemaadvertisingis
amongthe fastest growing revenuestreams,
with a gross profit of 90%, according to
KPMG.Infact,in-cinemaadvertising gener-
ated revenue of T950 crore in FY18,and is
expected togrowataCAGRof 13-15%over
the next five years. Last year, 13% of PVR's

revenue came from advertising and the
multiplex chain expects tomaintain it."We
generate highadvertising revenue perseat,
approximately¥40-45 worthofad revenue
peradmission,’says Dutta,

Interestingly, with the limitations of
on-screen advertising (20-30 minutes per
show), growth is expected to come from
experiential marketing,

Toboost advertisingincome, PVRislook-
ing at sponsorships, brand alliances and
long-terms deals. For instance, it hasa part-
nership with Rajnigandha for PVR Gold
Classcinemasand Kotak Mahindra Bank for
IMAX. Apart from these, it is focussing on
360-degree experiences such as music
launches, star visits and foyer advertising,
including tie-upswithAmazonand Netflix,

AtINOX, advertising revenue would be
around 12-13%of ticket sales. Thisincludes
on-screen advertising (airtime), activation
atthe foyer, digital displays and sampling,
Vishal of INOX says while the quality of ads
has improved, advertisers now also want
brand connection at the lobby level; they
want to engage customers with the video
wall,touch screen panel, etc. For instance,
instead of airing an ad on screen, Asian
Paints used the ceiling of one of INOX's
Mumbai theatres toputitsmessageacross.

Investing in premium properties, such
as PVR Gold Class and INOX Insignia, has
helped these chains carn higher ad rev-
enue, Furthermore, INOX has built a tool
with which advertisers can track thead in
realtime. Thisis important given that cin-
ema advertising attracts only 1-2% of
totalad spendsand only 209 of TVadver-
tisers are on the platform, “Cinema own-
ership is highly fragmented. Advertisers
are still discovering cinema. And as they
reap benefits, they will expand beyond
blockbusters,"says Bhardwaj,
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