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 EXECUTIVE SUMMARY
 “The 70 mm screen is a product as well as a medium…a great medium of entertainment...Therefore, cinema the product becomes relatively important to promote and pull in audiences”
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It’s very rightly said that cricket and Bollywood sell in India. The long queues
 outside cinema halls of ardent movie lovers who want to catch the movie on its
 release day with bated breath and the magic of muhurats,premieres etc all prove
 the fact rightly! This paper examines the various nuances connected to popularizing
 the Bollywood movies before they release such that they have great openings. It
 aims to reflect on the trends that influence the ‘junta’ through traditional or non-
 traditional mediums and rake in the money for the film. The contents of the report
 comprises of the Bollywood film industry, the various trends and inflections that are
 prevalent currently and then to film marketing in detail. Marketing in movies always
 existed but never in such a big way as today. Everyone in the marketplace wants to
 be seen and heard but the person who manages to do that better than others walks
 away with the success. Today we produce the maximum number of movies but
 sadly they bomb at the box office also at the same or even faster. There is a new
 breed of film makers and production houses who want to curb this and ensure high
 possibility of making a movie a hit and get maximum footfalls, which brings us back
 to the original question ‘is marketing a film through unconventional media/methods
 more effective than the traditional methods?’
 The methodology employed for researching on this subject comprised of literature
 review wherein four reports (one dissertation on film marketing, report by Mr.
 TarunTripathi, ex-CMO, Yashraj Films Ltd. and two FICCI Frames report dated 2003
 and 2006) were studied and reviewed. This literature review formed the basis of the
 dissertation. Further due to unavailability of adequate data related to the marketing
 expenses with respect to the spends on conventional and unconventional media, I
 resorted to a case study approach wherein I studied the marketing campaigns of
 the following movies in detail:
 • Drona
 • JaaneTuYaJaane Na
 • Om Shanti Om
 • Rock On
 • Jodhaa Akbar
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The case study approach helped me understand the fine line which divides the
 conventional media/methods from the unconventional ones. Further to analyze the
 consumption pattern of the end consumers, I did a qualitative (Focus group
 discussions conducted with families, students and young professionals in Mumbai
 and Ahmedabad) and quantitative research (Online questionnaire survey with a
 sample size of 764 respondents across Mumbai, Delhi, Kolkata and Ahmedabad and
 smaller cities in the northern, central, western and central eastern belt of India).
 The results of the survey were then subjected to factor analysis to draw further
 inferences.
 The major findings of the research would be as follows:
 • No particular preference for conventional or nonconventional media/method
 came out. As a matter of fact, the communication media be it the traditional ones or
 otherwise, has to be in sync with the movie content, positioning of the movie and
 the target audience.
 • The research proves that the way of interpreting the film’s texts (in this case all
 the communication targeted for marketing purposes) differs from age to gender to
 geography and hence marketing would differ likewise and hence its marketing
 success would also differ within all those parameters.
 • After studying the cases we also get to know that newer mediums need to be
 explored for the same medium needs to be used innovatively to get the noise
 louder. All of this works under the assumption that the content happens to be good
 which is a very case to case basis.
 I have also included the integrated marketing framework for film marketing and the
 innovative means that can be and is being deployed for the existing mediums in the
 space of film marketing punctuating the report.
 INTRODUCTION
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“5 lac rupees for anyone who can watch my film alone in the theatre without getting
 frightened”echoed Ram GopalVerma for his latest offering ‘Phoonk’ . Katrina Kaif on
 a special episode of Star Plus’s ‘ Baa, Bahooaur Baby ’ and Hrithik’s Coke being
 integrated in the film ‘Dhoom 2 ’!
 Although the concept is in its nascent stages in India, film marketing is evolving into
 a burgeoning industry. This area of study has been undertaken by us to reflect the
 changing paradigm in the Hindi film industry – popularly called Bollywood with
 respect to marketing and promotions. Over the years we have seen a seamless
 integration of marketing ideas selling the film and being responsible for its success
 rather than the content itself. Gone are the days when the film’s director and
 banner was good enough to draw the audiences. The multiplex crowd of today
 wants novelty and more than just storyline and star-cast to watch a movie. The
 entertainment created through the hype and hoopla created by the film marketers
 goes down a long way in predicting the film’s success. More and more film makers
 are adopting out-of-box strategies to cut through the clutter in the highly
 competitive business.
 From content related meaningful cinema to now commercial blockbusters with
 wafer thin plots which are minting money, Bollywood churns out the maximum
 number of films in the world in a given year. According to the Dodona report (by
 Cinema-going India), Indian cinemas would admit 4billion cinema goers by 2011.
 Movies as a medium are carriers not only of the content or story they portray but
 also transmit various cultures other than our own which we assimilate, absorb and
 then react to. As Steven Speilberg has rightly put it “Cinema is the strongest
 weapon we have in the world today”.
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Movies are, as mentioned before, products – the only difference being, it has an
 extremely short shelf life and is intended for one time consumption. It takes a lot of
 effort to produce, make and then market a movie as the product, making it a
 complex process. Due to the short life cycle, the movies have to be competing in
 the minds of the viewers for space so that they come to the theatres to watch their
 films. So much so that, a Bollywood movie doesn’t compete for mind space only
 with their competitors releasing the same week or the next, it also competes with
 its predecessors from the same production house, with a fear of being type-casted
 as a movie in the similar league as the previous one. For example ‘a Yash Raj movie
 is bound to be lavish and hit… we better book our tickets in advance’, ‘Madhur
 Bhandarkar’s films are surely hard hitting and it is good to see the true side of
 society through his films’. It works perfectly fine for production houses like the
 Barjatiya’s, the YashRaj’s, the Bhandarkar’s who specialize in a particular genre of
 movie, however for the experimentative ones, it works against them, even more if
 their last production wasn’t a ‘hit’.
 Now coming back to the point, for both these sections of the industry, marketing
 would play a vital role. We need to understand that a Yash Raj or a Bhandarkar
 wouldn’t be what they are unless they establish their forte through proper
 marketing channels. Also for the more adventurous film makers it’s imperative to
 realize the importance of establishing the differences between his/her movies
 through proper marketing techniques, so that the movies flourish or flounder
 individually.
 Marketing has now evolved as a separate business entity within the domain of film-
 making and is considered one of the most important variables in film-making today.
 It’s the ‘packaging’ that matters, says most film-marketing gurus today. With
 almost 30% of the films budget being actually allocated to film marketing, it is
 something that the organizations and Corporates are sitting up and taking notice.
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The message being the same, the medium used are multiple – be it the world wide
 web or the mass appealing television (75% of the film marketing budget) or even
 below the line activities like contests and integrated marketing activities.
 Through this research paper I shall study films over this decade to prove how
 marketing is a vital tool for the film’s success and has brought about a change in
 the ways consumers have started ‘consuming’ Hindi feature films. I studied the 360
 degree marketing platform provided to films today and how it has impacted the
 audiences.
 I have supported my research study by a general overview on the dynamics of the
 film industry, its working, marketing and its role in Indian film industry and have
 supported it with case studies of recent movies to substantiate our hypothesis
 based below.
 #1 Interview with Mr. Rahul Merchant, PPC
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METHODOLOGY
 The subject at hand, as put earlier, is film marketing and the role of conventional
 and unconventional media and methods in influencing the viewer’s decision. Before
 getting into the nitty-gritty’s of the topic, it’s important to define the ‘conventional’
 and ‘unconventional’ media and methods employed for film marketing. When we
 say ‘conventional’ media or methods it refers to legacy media/method which is
 being used traditionally for film marketing. In case of bollywood, this domain would
 cover print ads, outdoor posters, TV commercials and radio jingles. When we say
 ‘unconventional’ media/methods it refers to newer and less frequently used
 techniques. This includes digital signages, internet, user generated content on
 SMS’s, podcasts, BTL activities and events, social networking etc. This also includes
 usage of traditional media in an unconventional medium like advertorials, radio
 contests where listeners provide content etc.
 Now that I have given an overview of the subject and defined its domain, I need to
 review the question in hand; which is ‘are traditional media/methods a passé and
 are newer and more innovative mediums/methods more effective than the
 traditional ones?’ As stated earlier, bollywood has been churning out movies at an
 exorbitant rate and as a result, it has been bombing at the box office at a similar
 rate or even faster. In such times, probably budget allocation in the lines of
 Hollywood towards the marketing of the film would help differentiating the products
 per say, which would eventually benefit the category as a whole. Such
 differentiation factors would also involve the way you communicate to your TG,
 which would involve all of such innovative methods so as to break the clutter.
 Hence its important for a film marketer to know which of the two would work the
 best? Is it that traditional media/methods still works for the audience who’s young
 and experimentative? Or is it that they have moved onto the newer communication
 mediums and forums? Answers to such questions might open the doors to new
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generation film marketing in this country. However, even before I begin, we
 understand that we might come across the following problems:
 • Clearly demarcating the line between traditional media/methods for marketing
 films and the unconventional ones. For example, in theatre advertisement have
 always been employed which qualifies it to be traditional, however, when this is
 differently using technology or innovative techniques to break the clutter it qualifies
 to be an ‘unconventional’ method.
 • Understanding the market scenario at this hour so as to understand the divide
 and according spends on each of this. For the research purposes, it is important to
 understand the present trends and proportionate spends on either of them, because
 if certain producer or marketer of the film is investing in unconventional
 media/method instead of the tried and tested methods and media, there should be
 some kind of a catch in such a situation which might prove helpful for the
 dissertation.
 • Understanding the consumer behavior so as to gauge their consumption pattern
 in terms of the movie content, media used to promote the movie, factors effecting
 their decision to watch a movie, effect of the promotional activities etc. All of this
 data would go a long way in defining the 7 P’s of film marketing namely product,
 placement, packaging, positioning, people involved (i.e. star cast), public relations
 and partner brands.
 MODE OF STUDY/UNIVERSE SIZE/TOOLS USED
 In order to understand all of the above and finding satisfactory answers to the same
 I will be employing a two pronged approach i.e. in order to answer the first two
 points mentioned above I would be conducting a secondary research on the existing
 data. This will give me the entire research framework in terms of information
 16 | P a g e
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related to film marketing, definition to various terms involved etc. The advantage of
 such a study of existing data is that it saves on time, money and effort.
 However I might have to compromise on the inherent errors and biases. Also, the
 literature survey might not meet one’s demands completely. Hence the need of an
 authentic primary survey…
 As for the second prong, I would be conducting a primary research- both
 quantitative and qualitative. The quantitative research part would be done through
 questionnaires which would be targeted towards the urban crowds from cities of
 Mumbai, Delhi, Ahmedabad and Kolkata. Also, it would cover the smaller cities like
 Nagpur, Chandigarh, Kanpuretc for a more holistic research. The total number of
 respondents that I target is approx. 100 respondents. The reason why I target such
 specific number is, for a broad topic such as this the population of the universe is
 impossible to determine and hence taking a figure in the upward range of 20,000,
 at a confidence level of 95% and percentage of 50% the confidence interval comes
 out to be approx. +/- 3.5% which is acceptable.
 In order to collect data from the respondents I would use the online medium for a
 larger reach along with contacting people personally at schools, colleges, offices
 and localities in Mumbai, Delhi and Ahmedabad. Using the online medium, gives a
 farther reach without actually travelling to places making it much more economical.
 However, in this case it is entirely at the discretion of the respondent to fill the
 survey i.e. if he/she doesn’t fill the survey nothing can be done about it.
 The reason why I have restricted my research to the urban areas of northern,
 western, eastern and central India’s urban setup is because of the advent of the
 multiplex culture in these cities which would be the major growth driver in the near
 future. Also, southern expanses have been excluded owing to the minimal reach of
 Bollywood films in that region. The advantages of questionnaire survey are the
 large sample sizes, cheap option and easiness to quantify. However the quality of
 the data made available is not of a particular standard which necessitates focus
 17 | P a g e
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group discussions as the qualitative research method. The reason why an FGD is
 preferred over personal interviews, in this case, is that movie watching is a
 collective activity or an activity done in groups. Hence I would target the usual
 movie going for mytargets which includes families, romantic couples and friends
 group. I have conducted the FGD’s in three cities namely Mumbai, Delhi and
 Ahmedabad.
 The data obtained from the survey would be analyzed using factor analysis or
 correlation-prediction method. The data would majorly speak of the likes and
 dislikes of the TG so as to unearth any particular trend which explicitly shows the
 shift in momentum towards the unconventional media usage or methods usage and
 the TG’s response towards the same. As a part of the research I would also do a few
 case studies on the movies that have been well marketed in the recent past and
 their fate at the box office so as to understand what works in the actual scenario.
 EXPECTED OUTPUT FROM THE RESEARCH
 The research conducted as discussed earlier would go a long way in establishing a
 few facts about my dissertation which could be helpful in inferring the following:
 • Whom should the film marketer communicate to?: A movie as a product
 appeals to different section of the society and accordingly every section looks for a
 particular attribute in the product (a movie in this case) which would appeal to
 him/her. However, it is important to understand that if the decision maker is
 influenced enough, it would translate into theatrical viewership thus raking in the
 big bucks.
 • What appeals to whom? It’s important to know what are the product’s
 attributes that appeal to different sections of the society when divided in terms of
 age groups and gender? So that when the communication plans designed for the
 movie it would be accordingly positioned.
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• What are the factors that influence the decision? The factors that
 influence the audience to see a movie in a theatre helps the film maker/marketer to
 focus on individual aspects which holds value for the consumer.
 • Which media reaches the most? Now that I have boiled down on the
 characteristics of the product, it’s important to know where and how do you
 communicate with the TG so as to have the maximum reach.
 • Which aspect of film marketing appeals the most? What in terms of the
 content or media works the best with the TG when it comes to film marketing is
 what I am trying to determine.
 LIMITATIONS
 As stated earlier, the domain of my research in geographical terms is restricted to
 northern, central-eastern and western India. This sample need not be
 representative of the whole of India, however research done by media houses and
 industry suggests that this is the biggest domestic market for Bollywood movies, as
 this region contributes majorly to the Hindi speaking population of the country.
 Another drawback of the research is that more than 2/3rd of the respondents would
 be contacted online or through emails, which open up the possibilities of data
 duplication, fake responses, wrong responses owing to inability to understand the
 questions asked etc. In order to take care of such mishaps I would be conducting
 FGD’s in three cities namely Mumbai, Delhi and Ahmedabad so as to have concrete
 data to back my findings.
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LITERATURE SURVEY
 SUBJECT OVERVIEW
 As discussed earlier the subject of this dissertation is to understand the film
 marketing industry and analyze if conventional or traditional media/methods have
 lost their edge over to the unconventional media/methods employed by film
 marketers. In other words, is it that the unconventional methods are much more
 effective than the conventional ones, or is it the other way round?
 The objective of the literature review is to understand and assimilate the work done
 previously on the same subject or any literature which could have any bearing on
 the subject under consideration. Now film marketing as an industry is in its nascent
 stage in India, leave alone the unconventional mediums. As a result of which not
 much of literary work has been published on this subject.
 However, reports and dissertation have been made on the subject of film marketing
 as a whole which remotely touches onto these topics and many others. Following
 the literature reviews of the works that I found relevant to my research:
 1. SinhaSaurabh (2000), Life cycle of a film and role of marketing (Post Graduate
 dissertation,
 Mudra Institute of Communications, Ahmedabad, 2000)
 20 | P a g e
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2. TarunTripathi (2008), The Business of Entertainment
 3. Unraveling the potential: The Indian Entertainment and Media Industry, FICCI
 Frames, March
 2006, by Price Waterhouse Coopers (PWC)
 4. The Indian Motion Picture Industry: A structural and financial perspective, FICCI
 Frames, 2003, by Rabo India Finance Pvt. Ltd.
 All of the above mentioned work would be reviewed so as to understand which of
 the pieces with these documents best suits the research work and are the most
 convincing.
 1. Sinha Saurabh (2000), Life cycle of a film and role of marketing (Post
 Graduate dissertation, Mudra Institute of Communications, Ahmedabad,
 2000)
 The dissertation basically looks into the life cycle of any average bollywood flick
 taking it through the four stages namely:
 • Pre shooting phase: This stage involves script evaluation so as to have in film
 advertising in the form of ‘in-script’ placement and ‘in plot’ placement; followed by
 merchandising sign-ups and barter deals with corporate’s for getting more than half
 of the props used in the movie production sponsored.
 • Shooting phase: In this stage the in film advertising deals are executed, followed
 by on ground events like music launch and release, premier and ‘mahurat ’ of the
 film and accordingly opportunities for brand associations. It is during this stage that
 promos and the snippets of the film are released to the media partners to form
 television content.
 • Post shooting phase: This is basically the stage in which the communication for
 the film is decided upon i.e. the teaser campaigns, film logos (if any), photo shoots
 for posters and other art works, website launch, censor certificates, press releases
 etc is done. It is during this stage that the press and media planning for TV
 21 | P a g e
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advertisements is done along with the radio campaigns, merchandise campaigns
 and other communication activities to build the hype around the film.
 • Post release phase: It is a new trend by the film marketers to drive the audience
 in the initial three weeks to actually shoot the audience responses on the first day
 first show so as to form the media content to influence greater ticket sales.
 The dissertation shows a chart to demonstrate the marketing of a film followed by
 the ideal marketing campaign of a Bollywood flick. With due regards to the author,
 the chart has been reproduced here for better understanding of the subject:
 MARKETING OF A FILM
 22 | P a g e
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The dissertation also speaks of the ideal timeline to do the film marketing and
 promotional campaign.
 Conclusion: The dissertation speaks at length of the traditional media and
 methods used to communicate to the TG market the film; thus giving a thorough
 understanding of the conventional ways and means to promote the movie.
 However, it doesn’t really touch upon the unconventional aspect of film marketing.
 2.Tarun Tripathi (2008), The Business of Entertainment
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The report by Mr. TarunTripathi, CMO, Yashraj Films Ltd. gives a comparative
 analysis of the film marketing practices in India and abroad, venturing into the
 market size in India and for Indian movies outside India, the major markets for
 bollywood flicks, current industry scenario and also of the consumer behaviors.
 To start with, the report speaks of the major markets for Indian film industry which
 are Domestic and International exhibition media and home entertainment system.
 With the advent of the multiplexes and fall of single theatres, the ways the movies
 are marketed have gone a drastic change. It says the industry growth drivers would
 certainly be the multiplexes and the international market because of the larger per
 ticket value.
 The plot here shows the first week collection of the top grosser from the year 1999
 to 2008, it exhibits a peculiar behavior. From 1999 to 2003, the graph seems to
 have reached a plateau condition with not much variation in the collections each
 year. However, post 2003, there is a sharp rise in the first week collections and the
 trend continues to 2008 and so on. This can be attributed to the rise in the
 multiplexes phenomenon post 2003, without any attributed change in the
 consistency of the product quality.
 The report points out the rising competition from the Hollywood counter parts with
 their market share being 15% in 2002 and growing annually at 60%; thus forming
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major competition to bollywood flicks. In order to make the domestic market grow
 for bollywood, he points out, thegrowth drivers would be consistent product
 quality and improved communication and perception management , done
 through film marketing. The report also points out the five forces model for the
 industry, which is being reproduced here with his due permission.
 Further explaining the five force model:
 • Unsure buying behavior: The product under consideration, films, exhibits a
 highly volatile consumer behavior towards the product, because one can never be
 sure of how the product might be consumed by the consumer s, who could be the
 end consumers or the distributors and exhibitors
 • Increasing number of substitutes: As explained earlier, bollywood flicks are
 facing a lot of competition from the ever emerging substitutes to the same in the
 forms on video and PC games, theme parks, Hollywood movies, regional movies etc.
 Thus with a lot of substitutes vying for the same wallet and time span, the pressure
 on the film industry is on the rise
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• High threat from suppliers: High amount of competition from fellow
 production houses and with studio model making its way in the Indian scenario, the
 temperature in the market is surging. Also, dearth of quality technicians is adding to
 the threats
 • High but gradually reducing entry barriers: In earlier times, there were a lot
 of entry barriers for new entrants who didn’t have the money power to pump into
 the industry. However with the corporatization of the industry, such barriers seems
 to be reducing
 • Increased existing rivalry: On account of all the problems listed above, the
 rivalry amongst the existing players has been on a rise, which if taken
 competitively, would translate into quality output.
 The report then meanders into the domain of growth drivers in the international
 markets by exploring markets in countries like France, Germany and Brazil with
 rising sensitivity towards Indian film grammar. Also, such sensitivity has percolated
 into the DVD market as well further giving it the potential to drive the international
 market growth.
 Further moving into the domain of film marketing, he points out the negligence of
 the Indian marketers towards technology enabled marketing techniques for films
 using internet, mobiles etc. He points out the stark difference in the approach
 towards film marketing in the west and back home by unveiling the marketing
 trends in Hollywood which could be applied in the Indian context:
 • Identifying the unknown customers and accordingly applying marketing rules of
 segmentation, targeting etc.
 • Targeting each of the niche category like the hostilities, teen flicks, chick flicks
 etc
 • Transition from advertising monologues to consumer dialogues through concept
 testing, ad testing etc.
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• Transition of passive viewers into involved participants through user generated
 content, infotainment etc.
 • Transition from single channel distribution to multi channel distribution
 • Attitudinal transition from bombarding market with information to maximizing
 impact through targeted distribution (ex. The Ring)
 The report also looks into the psyche of the consumers who consume the content.
 These were the results of the research put in by the author in this subject. The
 results of the same have been juxtaposed with my primary research results latter in
 the report.
 Conclusion: The report by Mr. TarunTripathi, efficiently looks into the present
 market growth prospects and also opens up avenues for the unconventional
 media/methods that could be employed in the Indian context. The report points out
 the key challenges for a film marketer as breaking through the clutter, scattered
 audiences and lack of budget allocation for marketing purposes and key tools as the
 movie content and star cast.
 3. Unraveling the potential: The Indian Entertainment and Media Industry,
 FICCI Frames,
 March 2006, by Price Waterhouse Coopers (PWC)
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The report looks at the media industry as a whole, without really concentrating on
 the Indian film industry. However the insights provided about the industry as a
 whole is quite helpful for my research purposes. For starters, the report gives the
 penetration of films as a media itself across the socio economic classes, which has
 been reproduced in the table below:
 Table 1: IRS 2005, Round 2 as quoted in JagranPrakashan Prospectus filed
 with SEBI dated Feb 3, 2006
 Urban India Films
 Reach in million Reach in %
 A1 2.43 30.6
 A2 3.85 25.1
 B1, B2 7.53 19.1
 C 8.59 18.1
 D 9.52 17.1
 E1, E2 10.59 15.7
 The table furnish above would help in targeting and segmenting the marketing
 campaigns according to the socio-economic classes and respective reach of the
 medium.
 The report points out the key growth drivers for the Filmed entertainment industry.
 Quoting from the report;
 Indians love to watch movies. And advancements in technology are helping the
 Indian Film industry in all the spheres-film production, film exhibition and
 marketing. The industry is increasingly getting more corporatized. Several
 filmproduction, distribution and exhibition companies are coming out with public
 issues. More theatres across the country are getting upgraded to multiplexes and
 initiatives to set up more digital cinema halls in the country are already underway.
 This will not only improve the quality of prints and thereby make film viewing a
 more pleasurable experience, but also reduce piracy of prints.2
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Conclusion: The report thus speaks in brief of the penetration of film media across
 the socio economic classes and assures of improved content quality due to
 technological advancement that has usurped into the industry. There has been no
 particular mention of the different conventional and unconventional media/methods
 used for film marketing and hence the report is of limited help to my research.
 4. The Indian Motion Picture Industry: A structural and financial
 perspective, FICCI Frames, 2003, by Rabo India Finance Pvt. Ltd.
 As the name suggests, the report majorly speaks of the structural and financial
 aspect of the Indian and global film industry. The report interestingly point out the
 studio model of film production in the US and its implication on the industry as a
 whole. The report mentions the ‘wide release and opening week phenomenon’ in
 detail and its implications on the industry operations. As a matter of fact, a similar
 phenomenon has trickled down into the Indian scenario as well.
 The report points out the shift in the operation of the industry post 2001-02 when
 the risk and revenue sharing model of film production was introduced in country.
 The report gives a detailed graphical representation of the release window for a
 typical Hindi film, which is furnished below;
 #2Unraveling the potential: The Indian Entertainment and Media Industry, FICCI Frames, March 2006, by Price W
 aterhouse Coopers (PWC)
 Table2: Release Window for Hindi Film
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The release window holds a great relevance to the problem in question which is the
 role of marketing of film for the film’s success at the box office. By manipulating
 these windows there is a great probability to maneuver the collections for a movie.
 Post this, the report meanders along treading the financial aspects of film
 production, understanding through comparative study of the various financing
 models present across the world. It basically evaluates the functionality of each of
 this model looking into the contextual advantages and disadvantages of the same.
 However, in the recommendations part of the report, the text published might hold
 some relevance to the topic in hand. Hence it has been reproduced in the following
 lines:
 • Releasing the film through minimal number of distributors in order to benefit
 from marketing and promotions targeted at the pan India populace
 • To attract maximum viewers to the theatres, as opening weekend and theatrical
 collections usually affect future revenue inflow from other sources. The marketing
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process needs to be led by distributors in conjunction with the producer. Increasing
 the number of news channels will provide a novel avenue on film marketing
 • Exploring the possibility of deals on product placement and promotions so as to
 integrate in script and in plot branding opportunities which are still unexplored in
 the Indian context
 • Striking a balance by d oing a cost benefit analysis of the opening strategy,
 maximizing the revenue without effecting the long term prospects of the film.
 • Modifying the release window so as to hasten the home video release to cut
 down on the piracy opportunities, because an early release increases producer’s
 revenue through ancillary mediums.
 • Probable change in the release day, from Friday to Thursday increases the
 bandwidth of opening weekend, thus cashing in on the extra moolah.
 • Increasing visibility in the overseas market
 Conclusion: The report doesn’t hold much of relevance with respect to the
 research objective as it investigates the financing part of the industry. However, a
 part of it does give insights for further research which may qualitatively add to the
 research as a whole.
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GAPS FOUND
 Although the Hindi film industry churns out the maximum number of films, it is
 highly unorganized. There is no guarantee that a film that has been made with
 storyline A will be released with the same storyline…rather it could be an altogether
 new film. In fact, there’s no guarantee that the film actually would actually release.
 There is also no track record to prove that the film releasing will be a hit or not.
 There is also a lot of ad-hocism in the industry…However at the end of the day, it’s
 a business and businesses are done to earn monetary profits. So the objective of
 making a film, other than the artistic expression of societal issues for the director or
 any of such jazz, is to drive the bottom line. Now that the content of the product if
 isn’t substantial or meaty, more likely than not, it won’t catch the eyeballs.
 However, if packaged well and associations done right, the producer and the
 director of the movie could rake in good amount of moolah. The cash flow happens,
 in case of films, in more ways than one like brand integration in the movie’s
 content, brand association for co-branding, merchandising, gate revenues from
 theatres etc. However, sometimes in order to earn substantial revenue from
 marketing; they leverage brands unnecessarily in the film, making it look like a
 prolonged teaser for brands rather than an entertaining movie. In which case the
 primary objective of the making a movie is lost.
 Film marketing is all about making the noise; ‘noise’ well enough for the TG to sit up
 and take notice of the product and finally converting it into packed houses in the
 opening weeks. Marketing has helped all film makers get space for making the
 noise which resonates with the audience and provokes them to catch the movie in
 the nearby theatres. The people who are successful are the ones who make the
 maximum noise. However, all of this holds no good if not done properly, which
 leaves gaps to be plugged. The gaps that I found after thorough understanding of
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the Hindi film industry and film marketers that we have interacted with are as
 follows:
 1) Lax production schedules of most films
 Just like any other product, movies have a certain calculated production time
 span and the entire production plan is shared with the film marketing
 agency/person who also synergizes his marketing plan, media releases/plans,
 promotional tactics etc accordingly. Due to our disorganized industry,
 multiple movie productions, busy stars etc there is no guarantee that the film
 will release on the stipulated date and hence using theconventional sources
 and unconventional sources can lead to utter wastage of time, value,
 expectation and money. Because not only is it a major wastage of resources,
 also there is a major disconnect amongst the audience as to when is the
 movie releasing as the level of curiosity surpasses the threshold value
 making the TG lose interest in the product.
 2) Target audience perceiving the contests and promotions to be
 fake
 Most contests and promotions like ‘meet the stars’, ‘invites to the premiere’
 have a very select audience participating as the others do not trust the
 source itself. They believe that of the 20,000 people who apply, only 4 get
 selected so why apply in the first place. Thus although people might take
 note of such promotional events the actual participating percentage is
 approx. 16% of the whole of target audience (results from the primary
 research).Thus using unconventional tactics like mobile contests, ring tone
 downloads and recommendations works, however they work for a select
 audience leaving the major section of the pie untouched.
 3) Below the Line might get eyeballs but not translate into sales of
 the tickets
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Below the line activities as I have seen in the literature survey manage to
 captivate the audience, dazzle them but that’s the end of it. It loses the
 primary objective which is to drive home the ticket sales in the movie
 theatres. There is a need to understand the consumer psyche in this case
 quite well and then adapt the marketing fundas to the films as well.
 HYPOTHESIS
 All of these gaps listed above, helps us to boil down to the hypothesis statement
 which forms the crux of my research.
 Traditional marketing techniques are passé and newer and more
 innovative means are successful to pull in audiences for the opening of a
 film.
 THE INTEGRATED MARKETING COMMUNICATION
 FRAMEWORK
 UNDERSTANDING FILM MARKETING
 Film marketing is nothing but applying the principles of marketing to films. Contrary
 to popular opinion it is not only about promotion but namely the marketing mix can
 be understood as:
 1. Product
 A good script is the backbone of the marketing strategy. A well researched script
 with a well-woven screenplay is where the core of the film-marketing strategy lies. It
 is not about who sees the film only, it is also about catering to a definitive audience
 who watches your film in theatres, and with what frequency. While other elements
 of marketing focus on attracting these audiences it is this aspect of marketing i.e.
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‘the product’ that aims at satisfying these audiences. This is that element that
 directly relates o the end-user, their needs and wants.
 2. Placement
 This makes the first element possible. Audiences will be satisfied only when they
 are attracted to go into the theatre to watch the film. It is ‘placement’ that accounts
 for attracting the audience into crowding the theatre. ‘Placement’ as a term is used
 to describe the modus-operandi of placing the communication and promotion
 strategy of the film on to media and non-media platforms available in the industry
 today. There is a complete media-mix that should be put into place usually 15% to
 25% of the production cost of the film is invested into the marketing of the film in
 Bollywood. But then there are films like Lagaan, Boom, Out of Control, Khel and
 others who have spent as much as 40% of their production cost on marketing. But
 only Lagaan out of all these films became a super-hit and needles to point out that
 that had a lot to do with the central theme of the film. Today collaborating with one
 or more media partners in order to ensure maximum focused publicity of the film
 through certain platforms is generally used.
 3. Positioning
 The entire media, marketing and communication strategy of the film depends on
 the positioning of the film. Positioning is that particular slot in the mind of the
 audience that the film positions itself in. This kind of positioning has a lot to do with
 how well defined your target-audience is. This is covered in detail below. The film by
 and large should appeal to the sensibilities of all kinds of audience but prominently
 should be positioned for a well defined audience. Based on the projected
 associations with your target-audience you must formulate the ‘positioning
 elements’.
 4. People
 It is the central characters (not the actors) of the film that should enable the making
 of a brand out of your film. There should be a well-defined promotion plan that has
 to be put-into place for promoting the people of the film (both on-screen and the
 technical team). The build-up should be such that without over-exposing the team
 35 | P a g e

Page 36
						

there should be enough flurry of activity that will catapult the audiences into the
 character of the film even before they see the film. E.g. Aditi not Genelia D’Souza
 and Jay not Imran Khan became the brands for the movie JaaneTuYaJaane Na
 5. Public Relations and beyond
 A strategic focus on public relations for the film, both media and non-media public
 relations play an important role in the success of the film. Thus has also been
 detailed out below in this section.
 6. Partners, Brands and Bollywood
 Emotional strategies always have more persuasion power than rational strategies. It
 has been noticed that films operate at the emotional level. These aspects have
 been leveraged by brands such as Coke, Pepsi, Lux, Airtel, Hyundai, Bagpiper, Lux
 wherein movies and brands flash discreet (and sometimes indiscreet) messages at
 their target audiences. There is a greater effort to break through the clutter of
 multitudinous brands and media vehicles. There should be a synergy between the
 brands and the movie and this has been integrated well with many movies like Bajaj
 Avenger in the movie Heroes.
 *Pricing has been excluded from this list as it would fall under marketing for the distributors at the first
 level and the exhibitors at the second level.
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PLANNING A FILM MARKETING CAMPAIGN
 Cinema is a product as well as a medium. It is a great medium of entertainment.
 Therefore, cinema the product becomes relatively easier to promote3
 Film marketing is a multi-step process for bringing a film to its audience. It not only
 defines your product in marketable or sellable terms, it provides the context for
 fitting the film into the busy marketplace. To be effective, the marketing process
 must address a great many factors – competitive, political, economic, social,
 cultural and technological as well.
 But it’s not enough to address all the right factors. We also have to start the process
 at the right time. Many filmmakers don’t see it as an early concern. They think a
 potential distributor or sales agent will look after marketing duties somewhere down
 the road. But now it has come up in a big way and many film makers have realized
 its undue importance.
 Film marketing works at 3 levels – traders and distributors, corporate branding and
 promotions and events for the opening. Details elaborated below give a fair
 understanding of how to market a film using promotional tools and build pre-release
 hype.
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The pre-release hype or marketing is nothing but ‘curiosity marketing’4. A film is
 nothing but just another brand like a FMCG/ Lifestyle or hospitality one but the
 consumption here is definitely only once.
 Talking to?
 Simply put we all can say that the movie is made for the masses and that it would
 appeal to people across age groups etc. but there is definitely an underlying target
 audience that will specifically cater to the particular genre you have made the
 movie,
 #3 Hindu Business Line, August 24, 2006 
 #4 Reference : Film Marketing and Promotion, Bruno Chatelin, CEFPF
 for. E.g. Yash Raj positioned Dhoom for masses but in reality it was targeted
 towards the males who enjoyed biking, babes and thrills.
 While applying the formal rules of marketing of segmenting, targeting and
 positioning, we need to know that we are talking to a bunch of people who are
 ‘IMPATIENT’. The marketing art has moved beyond art to commercialization and it
 has become necessary even to package bad films having even worse content to
 make up for the losses and production costs.
 Planning for the movie : What, Why and When
 Marketing starts the minute the film is conceived5. Before the project’s creative
 forces even write thescript, they must know what market they intend to target. An
 effective plan will therefore contain detailed sections on every element you need to
 address. It will also be taken through different stages, as the film itself moves from
 stage to stage. Always need to remember that 9% of the population buys more than
 50% of all movie theatre tickets, and 78% of a film’s business within a given market
 takes place in the film’s first two weeks of release6.
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1. Position and target
 2. Communicate that positioning
 3. Getting the date right
 Targeting 
 Every film is different. Every genre is different and will appeal to a different
 audience. The trick lies in knowing who will be most interested in watching your
 product aka the film. No film is for everyone. A film can’t communicate effectively or
 succeed at the box office unless the maker knows the group of people for whom
 they are making it for.
 #5 Interview with Rahul Merchant, Percept Picture Company 
 #6 http://www.canadianfilmmaker.com/content/view/64/15/1/1/
 Firstly identify the target audience by making an informed guess. Try to figure out
 whether or not to buy a film’s ticket, the TG would stand in a lineup outside, at
 night, in January to see this film.
 Ideally, the people in the lineup are within a particular age range and watch or read
 similar media (which means the distributor can reach them with targeted
 advertising). It is important to know which movies they’ve seen, what worked for
 them, what didn’t and why. We have to educate ourselves about the personality of
 the audience, knowing who we’re addressing, what they want and what we’re
 competing against7.
 A target audience is defined primarily by gender and age range. Additional
 elements include socioeconomic status, rural or urban, race, family status, theatre
 goers or not, and special interests. These interests can include anything from
 political leanings to religion or the particular subject matter of the film.
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The following potential marketable elements or hooks can attract a specific
 audience. Not all hooks apply to every film.
 1. Genre : Each genre such as comedy, action, thriller and romantic comedy
 attracts different audiences and those audiences can be further fragmented.
 2. Concept: Think of the originality of The Wednesday or KhoslaKaGhosla
 3. Tone : Best illustrated by examples: Compare Karz to Kudrat
 4. Attractiveness of the protagonist to the audience: This hook
 doesn’t refer to a good-looking star, but to whether the target audience sees
 themselves reflected in the protagonist. E.g Rock On
 #7  Reference: www. canadianfilmmaker.com
 5. Subject matter: Each of Dhoom, Wednesday and Singh Is Kiingattracted
 a different audience because of the subject explored.
 6. Additional elements: covers hooks such as sex (Murder) or use of
 music (Rock On)
 7. Source material: If a film is based on a real event, a best-selling novel,
 a cartoon or other source material, an audience may already exist.
 Targeting could be done basis:
 • Gender
 • Age
 • Economics (income & occupation)
 • Education
 • Religion
 • Nationality
 • Ethnicity
 • Geography
 • Psychographic Profile (lifestyle, personality, buying motives, product
 knowledge)
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Positioning
 The positioning is nothing but the way the film maker would want to have his film
 seen by the target audience in a given market. It would be something unique to the
 movie and that can be qualified into a genre in case of a movie. Positioning a film is
 an amalgum of the film’s title, its key art (the visual employed in the poster design,
 the print ad, etc. and its cut line or selling line. Evidently, positioning decides the
 film’s appeal. It is reflective of audience demographics, the genre the film belongs
 to, and it’s content. Film marketing is the “merchandising of emotions”8 and comes
 closest to defining what selling a film essentially constitutes. It only follows that the
 emotions, which the key art expresses, must hit the right buttons. Since a film is
 simply a brand with a limited life span, the wrong kind of positioning can result in
 sudden death, and subsequent repositioning is useless.
 #8 http://www.cscsarchive.org/MediaArchive/art.nsf/(docid )/9BCCACFF83A1415C65256940004C8ABF
 e.g. In Dharmendra’sBarsaat, the creative attempted to position Barsaat as a
 “refreshing love story” with two new stars playing the leads. Unfortunately, no key
 elements of the film were expressed convincingly, and the close head shots of
 Bobby Deol and Twinkle Khanna were inappropriate, since they were not familiar
 faces. The creative actually succeeded in making stars of the two, rather than
 selling the film9.
 Why position correctly?
 The audience is spilt for choice. There are 10 movies running around 18 theatres
 near your house. Why should you be eager to go and watch the 5 one over others?
 How can you/kids/adults decide thin advance decide what the movie would be like
 (remember the dialogue with friends – are that movie is surely going to flop’).
 Positioning right would at-least help the buzz grow from a single base using viral
 marketing/ ambush marketing or other techniques.
 Getting the date right
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In India the trend has been to release movies like the Hollywood counterparts on
 Fridays. However this trend has also seen a remarkable shift in recent times – e.g
 Fashion and Golmaal Returns released on a Wednesday – 29th October, 2008 to
 cash in on the Diwali bonanza and make most of the money there. However in
 contextual sense, film marketers have to keep in mind the following things while
 deciding the date of release:
 1. Season – summers would see a lot of children, June would be ideal for
 adult and more mature films, family films release through the year,
 blockbusters generally in Jan or Diwali etc.
 2. Profile of Viewers- consumptions habits and general behavior of TG of
 the movie. Ne surely does not want to have a movie released when the TG
 would not be able to readily watch it. This is why all Harry Potter films
 generally release during school vacations or holiday season.
 #9 Economic Times, 03/01/1996, Abbas Nabeel
 3. Festivals: A lot of movies want to cash in on the festive season and lure
 audiences – e.g. Om Shanti Om and Saawariya.
 4. Competitors: Which other films are releasing on the same day so as to
 pose as a threat to your viewership. Even Hollywood films, new shows on TV
 and other ‘openings’ will act as competition but more so from direct
 releases of other films.
 5. Sufficient Hype: A lot of marketers wait for the ideal hype to set in
 before releasing the movie so as to get maximum people in. The media
 publicity and support vehicles have to be carefully planned before sitting in
 on the final date.
 One step further
 Getting the marketing plan right involves detailed strategic thinking and consumer
 behavior insights. The following questions need to be answered before embarking
 on this in entirety:
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1. What makes this film unique from others?
 2. What is the current marketing environment?
 3. What is the competitive edge that the film maker gets through this movie?
 4. How well do you think is the film satisfying the needs of the current market
 conditions (e.g. Paanch did not work 5 years back but Rock on using the
 same theme has today)
 5. What is the competitor positioning and how are you standing out (Remember
 the slew of Bhagat Singh movies that came one after the other in a span of 2
 months…the strongest one eventually ended up having Top of Mind Recall
 and box office success)
 6. How do you want the people to perceive the product after it is made and also
 its promotions after execution
 7. Vis a Vis other films, how do I want this film to be seen and known in the
 market?
 8. What all information does the audience need to know before my movie is
 released?
 9. What do they need to know about it so that they pay ad come in the first
 week?10
 This helps in creating connect and eventually one can start designing the remainder
 of the plan.
 #10  Robin Smith, Capri Releasing, Marketing Plan Checklist
 And then…Media Planning
 It’s then important after you have chalked out the STP (Segmenting, targeting and
 positioning) to chalk out the strategy as will be explained below in the ‘stages’ to
 draw up the media plan as well. It is imperative to buy the right media at the right
 time. E.g. Diwali slots will be booked well in advance and so will the first show a new
 reality show. Need to capture it at the right time and at right rates. Research and
 trend reports show that media spends have been sky rocketing but the competition
 has only toughened. The number of channels are increasing and so are the number
 of publications. The number of OOH mediums is multiplying and so are the
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websites. Multiplex space, retail space, water space…every medium is being used
 and experimented with so need to always keep that in consideration. Radio slots are
 relatively cheaper than the television ads and is usually used for mainstream
 cinema.
 The media selection is generally followed by this rule:
 Mass Media, Posters and TV – 60%
 Radio – 20%
 Cinema – 5%
 New Media – 15%
 THE STAGES IN FILM MARKETING
 The marketing plan progresses as the way the film progresses. Thus it can be
 divided into 3 stages:
 1) Concept
 2) Production
 3) Release
 44 | P a g e

Page 45
						

1. CONCEPT PLANNING
 Preliminary marketing plans should be developed even before the script. Many
 require a preliminary marketing plan to help evaluate the project’s viability for
 funding. This preliminary plan must contain a synopsis, target audience information,
 release plan information, and the general essence of what makes the story
 interesting. This will also include an indicative budget for the plan.
 2) PRODUCTION STAGE
 The preliminary plan now is developed and execution starts into a full fledged
 marketing plan. The distribution, in-film placements, movie promotions, mediums
 used, posters, trailers, snapshots is developed here. As more and more film
 elements fall into place, the more detailed the plan becomes. New hooks, plans and
 strategies are built around the same.
 3) RELEASE STAGE
 By this time, all the material needed and elements for marketing have been
 created. The teasers etc have already been exposed in stage 2 but more and more
 information in form of capsules, vignettes, posters, song releases etc is done at this
 stage, PR activities, festivals, rewards, focus group discussions (if wanting o conduct
 any), media buys undergo a change. In the last 12-14 days when the movie is about
 to released there are lot of activities that the marketer plans star interviews, web
 chats, press shows etc.
 MEDIUMS FOR FILM MARKETING
 ‘Anticipation is the most powerful tool in marketing’ – John Reese11
 With so many options available for marketing, the marketers are spoilt for choice.
 But as per research and consumer engagement, what works best is – ‘say the right
 thing at the right time’. Marketing has to be done for the distribution and trade
 channels, consumers and also for the in-film placements which earns revenue for
 the producers. There are several avenues for film marketing in India. For a single
 film release, a variety of complimentary and promotional options are used. Let’s
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look at the most commonly used platforms for getting people to the theatres in the
 first weekend:
 PRINT ADVERTISEMENTS
 These are one of the most commonly and old techniques of reaching the target
 audiences. Full page/ half page ads in popular newspapers like Bombay Times, Mid-
 Day, Amar Ujala, DainikJagranetc are a huge way of letting people know that you
 have arrived and use it to display the poster or ad that has been created. These ads
 are now also slowly shifting to the internet12. These generally originate from
 photographs taken during the shoot of a film. Sometimes a copy is also a part of the
 ads – tag lines are key elements of that. Award winning names, directors or star
 cast is used to highlight the credence of the movie. Quotes from critics are added
 post release for reinforcing the credibility of movie and make them more effective.
 Using it unconventionally: Print ads are now becoming more glossier and slick.
 The look and feel of the print ads now conveys much more than their ancient
 counterparts. But with rising costs of ad space, people are using more cost effective
 mediums and are careful while media planning for this. By combining movie
 contests, creating teaser ads, complete the logo’s etc.
 #11 Marketing secrets.com, John Reese, 2007 
 #12 Advertising about.com, September 17,2003  12
 TELEVISION APPEARANCES
 It started as mere experiment by Yash Raj films but now has become a space for
 many a movie’s promotions. Film makers have taken this medium very seriously to
 promote their movies – so be it Katrina Kaif making an appearance in Baa Bahuaur
 Baby to promote Singh is King or Amir and Imraan Khan coming to Sony’s Duska
 Dum which got the highest TRP’s in recent times, it works as a barter deal for both
 channels and the movie. Some television shows are so popular that even
 housewives who have not heard of the movie would know of it.
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THEATRICAL PROMOS / TRAILERS
 The theatrical trailer is the first movie impression that the consumer creates, hence
 it is important to get this crafted well. It is the single most cost effective marketing
 technique which can be played to a captive audience with maximum impact. So be
 it the slick promo Dhoom 2 created or the well designed spunky one done by Rock
 On, theatrical promos need to be released right, packaged correctly and seen on
 high rotation to get the audiences enthused. A recent example would be DronaVs
 Kidnap where the promos of Kidnap were much more appealing than the former’s
 and thus the rush at theatres for Kidnap was also much bigger. Theatrical promos
 are first released in theatres followed by television – news channels, music channels
 and also GEC’s have become a hit favourite. The television audience is extremely
 fragmented owing to the number of channels that have proliferated. The 30” ad
 spot yet remains a favourable option for the film marketeers. Audio trailers have
 also developed for the radio medium for movies as old as Kundan and Maa on
 VividhBharti. Audio trailers have evolved more than commercial radio campaigns to
 a special tone called ‘movie’. The tone should be such that the cast, the story, the
 angles should be able to make the listener conjure that image in his mind. It should
 also create a desire to see the film when it opens.
 Using it unconventionally : Recently JaaneTuYaJaane Na used eye blaster
 technology for its trailers – a technology that made Imraan Khan appears as if he is
 walking out of the screen towards you. This is just one of the innovations that have
 been applied. Also the medium that has been used for trailers – earlier only
 television and theatres screens have also undergone a change. In today’s day and
 age, trailers are seen in malls, OOH screens, digital signage’s and mobile vans to
 name a few.
 WORD OF MOUTH
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A personal recommendation from a friend, family or reference works as a powerful
 trigger for watching a movie. So, all film marketeers are trying to create the
 ‘positive buzz’ before the release so that as many people can be influenced. The
 concept of prosumers is not unknown in cinema now and has been detailed out
 earlier in the research. A pre-requisite of this to work is high public interest and
 strong public awareness. A negative word of mouth can be quite fatal as bad news
 spreads much faster and can be more lethal than expected.
 Using it unconventionally: Word of mouth is now being streamlined through the
 medium of internet by forums like mouthshut.com, blogs etc. also word of mouth is
 being influenced by celebrities giving quotes in newspapers and channels about
 how well the film is and being made other than the people acting and part of the
 film so as to get more people. Prosumers are now being identified and targeted
 such that they act as opinion leaders for a select target audience and help
 propagate positive word of mouth about the movie to be released.
 MEDIA PUBLIC RELATIONS
 In today’s multi-channel digital environment, there can be a host of outlets for
 entertainment news and features. The more the film’s talent is willing and able to
 support the publicity effort around the world, the better! E.g. spice PR which ws
 working on fashion, made sure all media channels and publications were invited to
 Siddhivinayak when Madhur Bhandarkar made a visit there with his star cast to seek
 ‘blessings’ by Lord Ganesha.
 Publicists compile press kits for journalists, containing cast and crew lists,
 biographies, notable facts about the production and a synopsis. It’s very important
 to have a selection of fine images from the film, taken during production by a
 specially hired unit photographer. marketeersdisseminate all these materials for
 publicity purposes to the various media – national and international.
 Editorial coverage of a film can be highly persuasive – the public often accepts
 independently-written news stories and features more readily than advertising as it
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is a third party endorsement and PR is said to be more credible than advertising.
 Also, the space itself is not paid for, in the way that display advertising is paid for. A
 film’s publicity team, frequently supported by specialist agencies, devises ‘hooks’
 for articles and competitions. They arrange press and broadcast interviews with
 available members of the film’s cast, crew, dress designers, directors etc and
 sometimes chaperone artists visiting abroad for junkets or premieres13.
 Screenings for national newspaper critics are normally held on the Monday and
 Tuesday before a film opens to the public; those for writers with longer lead-times
 are scheduled further in advance. A critics screening is often combined with the star
 cast screening so that interactions are also facilitated.
 Many festivals and forums are also used to create a PR image. E.g. IFFA every year
 helps in the launch of several movies - e.gKaante, Plan, Gandhi my Father to name
 a few.
 As with any product development, the film production process is conducted
 confidentially behind studio doors or on guarded locations. Film sets are normally
 strictly closed to the public. But makers may have valuable opportunities to visit the
 set along with key journalists, exhibitors or marketing partners. E.g. A journalist of
 Mumbai mirror is currently in South Africa for a shoot of an unnamed film of
 DiyaMirza, ManojBajpai and Shabana.
 THE INTERNET
 Categorized as an unconventional medium, it is an essential communications
 channel for the film industry, playing a pivotal role in shaping many cinemagoers’
 perceptions of new releases. As one would expect, online interaction is a fast-
 changing sphere with frequent developments and innovation. Be it social media,
 blogging, You Tube, Twitter…the list is endless.
 #13 Junkets refers to taking the journalists to the locations and visiting the shoot, star cast etc. Eg. Hi
 mesh Reshammiya took 70 journalists to London to announce his acting career.
 Most films have an official website, or perhaps a website hosted by a partner
 company, containing trailers, stills galleries, production information and often
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behind-the-scenes footage. Rock On the movie managed to grab quite a lot of
 attention through its partnering with Big Adda in a similar fashion.
 Even before the start of principal photography, film makers may release snippets of
 news or teaser images online, seeding interest among fans. During shooting, video
 diaries and blogs may be posted direct from the set, aiming to engage the core
 audience and gradually accelerating the drip feed of buzz and hype.
 Film clips are among the web’s most searched-for content, while more and more
 user-generated material is posted on social networking websites, drawing
 comments from a broader public but particularly teenagers. Occasionally, producers
 invite suggestions via a website and ideas from bloggers have even been known to
 make it into the film itself. E.g Aamir Khan asked his fans whether the song by Runa
 should be part of the film or not on his website.
 The moment a finished film is screened, reviews and feedback can be shared
 instantly and constantly around the world, as the online community swaps opinions
 in a galaxy of chat rooms. Today more than ever, the consumer is calling the shots!
 However research has shown that Bollywood has yet not been able to tap the
 potential of the Internet 2.0 to its fullest yet. Indians search extensively or
 Hollywood movies but not too many actually will look for information on the Hindi
 movie front. Wallpaper downloads and trailer downloads for Hindi movies is slowly
 catching on post the Rock On phase.
 OOH MEDIUM
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OOH is an unconventional medium that has grown by leaps and bounds. Out Of
 home refers to the billboards, signages, digital boards etc that have now come up in
 a big way in metros, mini metros and now even tier II cities. According to a recent
 survey by Nielson, 90% of audiences recalled an ad they saw on an OOH screen. It
 is emerging as the medium of the future because the average Indian has now
 started spending a major chunk of their work/leisure time outside his home and this
 medium communicates to them in a non-intrusive manner.
 Some of the best used examples of unconventional and eye catching marketing in
 OOH have been for Hollywood movies. Spiderman for its launch in India suspended
 200 ft inflated balloons at malls, Spiderman inflatable’s suspended from the
 bathroom ceiling window to give an impression of him escaping and loads of
 merchandise. The marketing campaign also extended to tier Ii cities where the
 movie was to be released in Bhojpuri! Surely it was a runaway success.
 MUSIC
 Apart from having a formal music launch and then releasing popular songs on radio
 and music channels, the internet is being fast used for popularizing the movie. For
 instance Facebook, YouTube now have posts and videos of the songs even before
 the final version has been shown on TV. This, then creates excitement as fans and
 followers log on to these sites and promote the threads.
 Also using mash-ups (mixed versions of music from the movie using material
 available on the films' official Web site) help in creating noise. These mash-ups can
 be viewed on a host of portals including Google video and their success can be
 gauged from the fact that very often disc jockeys use this material at popular
 discos. A music launch is also an even of its own and is used as a huge publicity tool
 to get mileage. It is the an organized event of the movie after Muhurat.
 POSTER
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The poster is one of the first communications in selling a film. Its designing has to
 be correct and in coherence with what the film is about. It is basis the whole
 publicity campaign and out of that the ‘Key Art’ or central images are developed as
 standees displayed at cinema foyers, retail outlets etc. Details like its order of
 elements, colours used, censorship issues, font used, font colours used, codes,
 placing of the posters, material it is printed on etc become a vital film marketing
 tool. The main image distilling the appeal of the film – it’s stars, theme/genre,
 credits and often a tagline to whet audiences’ appetites. With sometimes a dozen or
 more different posters on display in a cinema foyer at any one time, marketeers
 have to work hard to make each one stand out from the pack.
 A powerful poster acts like a teaser to the movie and can be adapted to multiple
 mediums like bus flanks or trails, cars, boards etc. The poster medium has to be
 selected right so as to maximize the impact. The idea to show it to the audience
 would be to say its alive! The poster if gotten right can help in information
 retention, gives promotional partners visibility and contain good striking visuals. It
 might be used many months before the film is released to increase the speculation
 and interest in a film.
 Using it unconventionally: Today, posters are undergoing a massive change. It
 has already come a long way from being painted to digitalized and now going one
 step further with technology. 3D posters are the new age adage from the
 conventional printed ones. These are definitely more eye-catching and can be used
 to lure audiences in a big way.
 MERCHANDISING
 Any releases, particularly family and kids films, have merchandising programmes
 co-ordinated by the film company or an external consultancy. Manufacturers may
 be licensed to use approved logo devices, images or character likenesses on
 specific products, normally in exchange for an advance fee set against subsequent
 52 | P a g e

Page 53
						

royalty payments. E.gKrrish toys, Krrishtee’s, action figures, dolls, stationery,
 watches, mouse pads etc were developed in association with Pantaloon India.
 Tie-in merchandise can embrace toys, action figures, ringtones, clothing, stationery,
 calendars, anything. Films regularly have official soundtracks, books and games,
 which can generate significant revenues for publishers in their own right.
 On-air media promotions, for example on a radio show or children’s TV programme,
 can make effective use of film merchandise or location holidays as prizes. Such
 exposure helps to stretch the film campaign and create extra talking points.
 Occasionally, a film becomes a ubiquitous event, saturating the media as well as
 appearing in advertising, partner campaigns and other outlets. It may become an
 international news item and develop into a popular cultural phenomenon. That,
 audiences around the world, can take a new set of characters to their hearts, often
 within a very short period of time, indicates how powerful and influential a medium
 the cinema can be. Here gain citing the example of Krrish where Singapore Tourism
 has now added ‘Krrish was shot here’ sites for people visiting Singapore. It has
 become a huge rage in that manner.
 Using it unconventionally : Apart from the regular tee’s to cups, mobile covers,
 CD packs etc, a lot of consumer usage items are being branded with the movie
 posters and stars. E.g. beer mats at popular joints in Delhi, Mumbai and Bangalore
 by a Hollywood film got many an eyeballs.
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VIGNETTES AND CAPSULES
 A special turning point in India is the convergence of movies and television for PR.
 E.g. MTV now has a special section for branded content which will produce capsules
 and vignettes for movies and celebrities. The division called CAT (Celebrity content,
 Acquisitions and Talent) would be to make
 MTV, a single destination for all celebrities and talent, and not just a Bollywood and
 Pop platform14.e.g The mini-series will feature all the stars of the forthcoming movie
 ‘Dostana’, starring AbhishekBachchan, John Abraham, Priyanka Chopra and Bobby
 Deol
 PREMIERES
 Premieres or the red carpet events before a films release has become an important
 avenue for film makers to leverage the PR value of the film. Premieres are
 organized as an official launch for a film, giving or reflecting an ‘event’ stature and
 providing a platform for photo opportunities and red carpet interviews. Star-studded
 premieres and after-show parties are covered by celebrity magazines and news
 media are transmitted nationally and sometimes worldwide. Some TV companies
 present half-hour programmes devoted to one big premiere and this exposure is
 naturally very important. More and more film makers are now also going abroad for
 their premieres – e.g. the premiere of the movie Guru was done in Canada on a
 massive scale.
 London’s Leicester Square has also become famous for many a Bollywood premiere
 – e.g. Harry Baweja’s Love Story 2050. Sometimes a gala premiere in aid of charity
 raises a substantial sum via ticket sales and donations, but from the distributor’s
 professional perspective the main purpose of a premiere must be to generate
 topical media coverage of the film.
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#14 Exchange4media.com, October 25, 2008
 FESTIVALS
 Film festivals have off-late become an extremely important avenue to reach out to
 international exhibitors. By showcasing a movie in film festivals, film makers not
 only reach out to international distributors but also increase the visibility and
 popularity of Bollywood movies. Sundance Film festival, Cannes Film festival,
 Locarno film Festival, Toronto International film festival are just few of the festivals
 where Bollywood movies do the rounds. This is a technique more used for the
 traders than the consumers. However media mileage around it like ‘Last Lear being
 shown at the Toronoto film festival’ will surely catch the interest of the discerning
 viewer and influence his/her decision. A lot of critics and international movie
 aficionados at these events can help the movie to be released get a suitable
 visibility.
 PROMOTIONAL VISITS
 Off late, directors and the stars of the movie, travel to various metros and mini-
 metros to promote their movies and reach out to the masses. Press conferences
 and road-shows are conducted in these cities and many ‘meet the stars contests’
 are organized. E.g. for promoting the movie Vivaah, ShahidKapur and Amrita Rao
 were standing near the ticket counters of various multiplexes in the Northern cities
 to get the crowds excited. Salaam-E-Ishq had stars like Priyanka Chopra and Ayesha
 Takia traveling to many cities like Jaipur, Delhi and Ahmedabad to promote the films
 and create awareness about the movie before its release.
 OTHER NEW MEDIA
 Video games have caught on in a big way with people. So be it Krrish action hero
 jumping from one building to another or Jodhaa Akbar’s wedding plan online, every
 movie now generally precedes with a game to lure the target audience. Zapak,
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Indiagames and Jump games are the few popular game developers in India who do
 it for movies.
 Fast food chain/ joints tie-ups like Barista and Café Coffee day now is also not
 uncommon. Taking this a step further few film marketers have also started
 introducing a special menu r drink named after their movie till the movie releases to
 increase the visibility and targeting the crowd. This trend works well as atleast the
 consumer engagement is maintained and these are the places where they get their
 target audiences in groups. The influencers and the movie goers are more likely to
 visit these places and talk these things over say a cup of coffee!
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PRIMARY SURVEY
 The primary objective of the using research tools like questionnaires & focus group
 discussions is to understand the psyche of the people who actually consume the
 product under consideration; which is BOLLYWOOD MOVIES. We understand the
 product as it is, owing to its nature & consumption patterns follow the ‘Law of
 Diminishing Marginal Returns ’. To further explain this, the ‘Gross Box-office
 Collection Trends’ for bollywood movies over the years shows that the average
 opening weekend collection amounts for 23% of the total collections, rising to 43%
 in the first week, peaking at 81% in the first three weeks & then slowly dying down
 to 19% post the first three weeks. Thus the following fig. exhibits the product life
 span of a movie.
 As the fig. shows, it typically resembles a ‘Bell curve’, whichhelps us conclude that
 the initial half of the curve is taken by the ‘the film marketing’ phase which drives
 the results in the second half. Thus if I were to point out the expected results from
 the research those would be:
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1. Psyche of the movie-goers who drive the business
 2. Methods (innovative or otherwise) that work to drive the audience
 3. Mediums used for film promotions & their relative role in film promotions
 QUESTIONNAIRE
 UNIVERSE SIZE
 As stated earlier, the product under consideration has a mass appeal, as the
 average movie-goer can be a 12 year old school kid to a sexagenarian housewife.
 Hence it is not really possible to boil down to the exact population size. When I say
 ‘the movie-goers’, the term itself covers a lot of people with no actual check so as
 to derive a realistic & relatively accurate number. Hence the universe of cinema
 audience who consume the product in theatres has to taken as an arbitrary figure.
 Considering the population of this country, this figure cannot be less than 20000 by
 any stretch of imagination and the sample size value seizes to vary much when the
 population size is more than 20000. Thus with population size ‘x>20000’,
 confidence level of 95% and percentage value of 50%, at a sample size of 764 we
 have a confidence interval of 3.54%. Simplistically put, the results of the survey are
 95% accurate with a variation bandwidth of +/- 3.54%.
 Now for the distribution of the sample size… For the sample population, I have
 majorly concentrated in metro cities like Mumbai, Delhi and Kolkata. I have
 two tier cities and mini-metros like Ahmedabad, Nagpur, Chandigarh, Pune,
 Bangalore followed by small towns like Tatanagar, Raipur etc.I have made a
 conscious attempt to leave rural sections from the survey, the reason for the same
 being limited media exposure and small growth driver for the industry15. I
 understand that the major growth prospect for the industry would be increasing
 number of multiplexes and overseas market as the target audience chunk
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remaining more or less the same world over, the growth driver has to be growing
 gate ticket size in terms of currency. Hence I have concentrated on the age
 category from 12 years to 40+ years in my survey.
 #15 Industry reports and in depth interviews
 Also the age wise distribution matches with the consumption pattern of cinema as
 a product, as furnished by leading industry researchers. To give you a fair idea,
 please see the following fig.,
 12-14 years
 15-19years
 20-29years
 30-39years
 40+ years
 7.1
 14
 61.2
 15.8
 1.4
 The numbers given the above fig., shows the percentage value in each category.
 For my final analysis, I have neglected the 40+ years age category as the total
 number of respondent translates to 14 individuals, which cannot be a decisive
 number.
 For my final analysis, I employed two filters in terms of consumption pattern and
 consumption behavior i.e. people who do not consume the product in theatres or
 those who prefer not to, have been left out of the final analysis; also those who
 consume at a frequency of ‘once in three months or less than that’ have been
 excluded from the final analysis. This leaves us with a number equivalent of 622
 respondents which translates into a confidence interval of +/- 3.92%.
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The mode of collection of responses has been majorly through online
 questionnaires.
 CALCULATIONS16
 Confidence level: 95%
 Sample size: 622
 Population: 10, 00,000
 Percentage: 50
 Confidence Interval: 3.92
 ANALYSIS
 As for the analysis of the survey results, the results have been analysed as a whole
 and also after being group in the age wise category and gender wise categories. For
 the analysis purpose, the results have been arranged in matrix format, post which it
 has been subjected to ‘Factor Analysis’ where the factors have been extracted by
 the ‘ Principle Component Method ’ from ‘ Correlation Matrix ’. Of the factors
 derived, the best 2 factors have been extracted contributing more than 90% of
 variance cumulatively. Following are the results:
 Analysis and interpretation
 To fulfill my research objective and to co-relate my findings, I have divided my
 analysis into 4 major sections namely:
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• Genre of the movie
 • Factors that attract you to see movies in theatres
 • Which mediums for film publicity influence you to watch the film
 • Promotional tactics which work the most
 #16 Reference and calculations: http://www.surveysystem.com/sscalc.htm
 These have been studied under each of the following age groups and gender
 categories namely ‘ Male ’ and ‘ Female ’:
 1. 12-14 years (early adolescence)
 2. 15-19 years (adolescents)
 3. 20-29 years (young adults)
 4. 30-39 years (adults)
 5. 40-49 years (senior adults)
 6. 50+ years (old age)
 I have also presented inferences I got in totality from all respondents under a broad
 heading of ‘general findings’.
 A: General Findings
 ‘General Findings refers to the data from the responses of the 622 respondents
 without being categorised in any sections.
 - Genre of the movie
 ‘Children movies’ and ‘Animations’ are the rarely seen categories in theatres,
 whereas ‘Comedy’ tops the frequently viewed category of cinema. ‘Love story’ and
 ‘Action’ films are often preferred. There was no particular trend observed for
 thrillers and musicals. ‘Historic’ films are least preferred.
 - Factors that attract you to see movies in theatres
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Star Cast and TV promos were the most powerful attractions for people. Hence
 marketers try to play on the high demand Actors and cut best teaser promos for the
 same. Film Review by newspapers was also an important determinant of first week
 footsteps. Hype, Controversies, banner and credibility came in second place for
 people to get influenced.
 ‘Pre-release hype’ is the becoming an influential factor for people flocking to
 theatres. Pre release hype here constitutes the glitz glamour and ground
 promotions per say. The music, star cast and story are excluded from this term.
 - Which mediums for film publicity influence you to watch the film
 Television also came up as the most influential medium for promoting a film.
 However other mediums like outdoors, radio, internet were age and gender specific,
 the details for which are discussed below.
 - Promotional tactics which work the most
 Interviews and interactions with the stars on TV come across as an effective
 promotional activity in general. But although it catches the eyeballs, it does not lead
 to the desired result of getting them to the cinema halls. Promotional events with
 star cast and PR/Newspaper articles were gaining relative importance in people’s
 mind. Newspaper have been best rated for credibility in film promotions.
 Conclusion for general findings
 The findings for ‘general’ proved the fact that there was no specific genre or
 medium or tactic that appealed generally and it was more age and gender specific.
 Thus marketers thus have to identify their movie’s target audience and apply the
 general rules of marketing of segmenting, targeting and positioning here as well.
 Film promotional results will vary across these factors as itis definitely influenced by
 the activities, interests and opinions of that particular age group, their media and
 film consumption habits and their opinion leaders and thought channelizers.
 B: Age group: 12- 14 years
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- Genre of the movie
 They frequently like to see ‘children movies’ with a special bias towards ‘animation’
 proved by the success of movies like ‘Hanuman’ and ‘Ghatotkach’. The ‘comedy’
 genre is also extremely popular and they frequently watch the same. Recently, films
 based on ‘Child life’ such as ‘Chance pe Dance’ have been a new popular among
 them. However ‘epic/historical’ movies and mythology is a strict no-no and they
 avoid completely in movies.
 - Factors that attract you to see movies in theatres
 The ‘star cast’ and the ‘glitz/glamour’ attract them the most. The ‘music’ comes in
 next. Children in this age group get fascinated by the music and if that is what they
 catch on to, their pester power will even drive their parents to see the movie with
 them in theatres.
 - Which mediums for film publicity influence you to watch the film
 ‘Television’ and ‘Outdoors’ works the most with the children. With many children
 traveling to and fro and being bombarded by messages from so many hoardings,
 the outdoor medium is a lucrative option for the marketers to advertise if their
 target is children. ‘Internet’ does not have a substantial effect for influencing them
 to watch movies in theatres, but ‘word of mouth’ does.
 - Promotional tactics which work the most
 ‘Television commercials’ on channels and ‘promotional events with stars’ seems to
 work beautifully for children; the thrill of meeting their favourite stars or shaking
 their hand or even autographed merchandise is good enough for them to feel a
 ‘connect’ and throng to the theatres.
 C: Age group – 15 to 19
 - Genre of the movie
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This age group forms the teenagers and adolescents. This age group tries to break
 away from the shackles of animation and children movies. They love to see action,
 love stories and comedies.
 - Factors that attract you to see movies in theatres
 Star cast and story is the most important factor for influencing this age group. The
 more famous, credible the star cast, the better do the chances of them believe that
 the movie will be good. The glitz glamour however is the least influential of the lot.
 - Which mediums for film publicity influence you to watch the film
 Television forms the highest influencing factor for this age group where as radio and
 internet was the least form of influencing for film marketing. Outdoors and print
 media generated more or less a neutral response.
 - Promotional tactics which work the most
 Print and outdoor advertisements were least influencing where as a combination of
 television commercials, trailers and PR activities got them more influenced than the
 other forms of communication.
 D: Age Group: 20 - 29
 - Genre of the movie
 ‘Love stories’ and ‘comedies’ were highly preferred by this generation. Children
 movies were most rarely seen and animation, thrillers stood neutral. Action,
 musicals and epics were seldom to normal watch.
 - Factors that attract you to see movies in theatres
 ‘Word of mouth’ and ‘story’ were the highest influencers where as pre-release hype
 was also an influencing factor. There was no major trend observed for glitz and
 glamour. Star cast and music lay between more and neutrally influencing
 characteristics.
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- Which mediums for film publicity influence you to watch the film
 Television was the most effective medium for influencing them where as nothing pin
 pointedly was represented as least influencing. Outdoors and Internet elicited a
 neutral response.
 - Promotional tactics which work the most
 With the promotional tactics, promotional events came out overtly as the most
 effective tactic. However, Interviews/interactions with cast and crew was said to be
 less effective with News/PR activities being the least effective to the results.
 E: Age group 30-39 years
 - Genre of the movie
 In this age group, Children and Epic stories were the most rarely seen of the genres;
 ‘Love stories’ being the most frequently viewed of the genres. Action movies don’t
 really contribute to the preferences of the people in this category. There was no
 particular trend observed for Comedy, Animation, however, musicals were voted to
 be seldom seen genre.
 - Factors that attract you to see movies in theatres
 The story/movie/ concept content acts as a major turn on for the movie goers in this
 category, followed by the star cast. Word of mouth and Pre release hype feature in
 the most effective to neutral region. However, nothing really comes out as the least
 effective factor.
 - Which mediums for film publicity influence you to watch the film
 TV is the most effective medium for film promotions in this category, with Internet
 falling in the region between the most effective and neutral along with print
 medium. Outdoor/posters as a medium are the least influential for this target group.
 - Promotional tactics which work the most
 Promotional events and TV commercials and trailers form the most and more
 influential tactics where as there was no specific tactic described as least. However
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print, outdoor, new PR and interviews with people from the film, fall in the region
 between less to neutrally effecting the decision.
 F: Gender: Male
 - Genre of the movie
 Comedy is the most preferred genre and would like to see it frequently. Action
 comes in second falling in the frequent to often category where as thrillers came in
 a close third. Love stories elicited a neutral response and children, animation were
 seldom watched categories. Epics and musicals were a strict no-no.
 - Factors that attract you to see movies in theatres
 ‘Story’ and ‘word of mouth’ were the most influential factors driving them to
 theatres. Star-cast came in next but they were very neutral about pre-release hype
 and glitz ad glamour.
 - Which mediums for film publicity influence you to watch the film
 Television was the most influential medium. Outdoors, print and internet falling in
 the more to neutral category. There was no ‘least influential’ medium defined.
 - Promotional tactics which work the most
 Males are least affected by news and PR activities and most by TV and broadcast
 commercials. Promotional events, advertisements, interviews etc did not really help
 influencing or changing their preferences for a movie.
 G: Gender: Female
 - Genre of the movie
 ‘Love story’ and ‘comedy’ were the most preferred genre of movies where as
 children and epic sagas came in next. Action was seldom watched and musicals was
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between seldom and normal. There was no particular trend on animation and
 thrillers that emerged post the analysis.
 - Factors that attract you to see movies in theatres
 ‘Story’ and ‘movie content’ was most important for girls while making a choice. Star
 cast came in a close second. ‘Word of mouth’ is somewhere in the vicinity of most
 influencing factor. Glitz and glamour and pre-release hype is the least influencing
 factor.
 - Which mediums for film publicity influence you to watch the film
 TV and radio were the most influential mediums for girls and there was no specific
 medium specified as least. Outdoor, internet and print were scattered and there
 was no one emerging trend that could be pin pointed.
 - Promotional tactics which work the most
 There was no one promotional tactic that seemed to influence girls. The results
 were quite scattered as shown in the diagram. What might work would be a blend or
 cross promotional techniques.
 Age
 Group
 Male Female
 12-14 They watch movies majorly with
 their families followed by
 friends. They are generally the
 decision maker or their friends
 influence them to watch a movie
 with them.
 Frequency: 9% watch movies at-
 least once a week and 43%
 catch it once a month. 23.3%
 manages to catch it once
 fortnight.
 Girls in this age group also like
 watching movies with their family
 followed by friends. They prefer
 going in groups of friends and
 hence, a collective decision
 making process happens here.
 Frequency: 34% watch it once a
 month where as 36% once a
 fortnight
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15-19 The males in this group go out
 very rarely with their girlfriends,
 very frequently with their friends
 an often to normal with their
 family, the decision maker here is
 mainly the friends whom they see
 the movie with.
 Frequency: 18% watch it more
 than once a weekend. 55% watch
 it once a month.33% watches it
 once a fortnight
 Majorly go out with friends,
 normally with family and a few
 instances where they admitted
 going out with tier boyfriends. The
 major influencers are the friends
 or the friend circle.
 Frequency: More than 10.%%
 watch it once a week and 42.1%
 once a month. 32% catch it once a
 fortnight
 20-29 Here, watching with family is
 between normal to seldom but
 with friends is very frequent.
 Watching with spouse / girlfriend is
 from a case to case basis – they
 become the primary influencers
 else friends are.
 Frequency: 10.2% watch it more
 than once a week and 54.5% catch
 it more than once a month. 35.2%
 catch it once in a fortnight.
 For all girls having boyfriends or
 spouses, they become a major
 influencer and watch movies
 mostly with them. However
 compared to boys, they are more
 family driven and friends yet top
 the list of watching movies with.
 Frequency: 14% watch a movie
 more than once a week. Once a
 fortnight is 49.5% and once a
 month is 36.5%
 30-39 They watch movies between
 frequent and normal with their
 friends. Between often and normal
 with their families and frequently
 with their spouses. The decision
 maker is their spouses and
 children.
 Frequency: 18% men catch a
 movie at least a week. 42% once a
 month and 32% watch it once a
 fortnight
 They watch movies with their
 friends between normal and
 seldom. With their families is often
 to normal and with their spouses –
 often to frequent. Major
 influencers are their spouse,
 children and friend circle.
 Frequency: Only 4% watch movies
 more than once a week. Once a
 fortnight is 26% a and once a
 month is 51%
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Further to this the detailed result of the factor analysis in form of graphs and plots
 are furnished in the appendix, please refer to the same for further references.
 FOCUS GROUP DISCUSSIONS
 In order to further demonstrate my postulate, I conducted 1 focus group discussion
 in Ahmedabad. Also I got results of similar Focus Groups conducted by my friend
 from MICA in Pune, Mumbai, Delhi and Lucknow. The TG for the FGD’s was families,
 college students and young professionals. On an average each FGD had 8
 respondents with the questions targeted to understand their consumption behavior,
 preferences and decision influencers. I also made a conscious effort to conduct
 FGD’s with young unmarried couples so as to understand their consumption
 pattern, consumption drivers etc. The main objective for conducting the FGD’s was
 to garner insights on how Bollywood movies are consumed, the mediums that
 influence them to go see a movie, their decision making process and ultimately
 verdict on whether to actually go and watch a particular movie.
 Analysis and Inferences
 • With family and married/unmarried couples the major decision makers when it
 comes to watching a film in theatres are the females. If the women of the family are
 interested to see the movie, more often than not the men also watch the same
 movie.
 • For the younger females (< 25 years), what attracts them to see a movie is the
 story and to a slight extent the glitz and glamour quotient of the movie. Thus
 packaging the movie plays a major role to attract this section of the TG.
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• For older females (>25 years), word of mouth works the best. However, in this
 category the decision makers are, more often than not, are the children. One of the
 respondents said “On weekends, we like to take our children for outings and movies
 are one of the suitable option”.
 • For the male section of the TG, the major decision influencers are their
 spouses/girlfriends. For the males who haven’t found their better halves as of yet,
 they prefer watching movies with their friends and amongst the friends group, the
 decision to watch a movie is made if no one in the group is completely averse to
 watching the movie in contention.
 • For the college friends groups, when asked about what works for them the
 answers more or less lingered around the production banner, past records and star
 cast. Also the respondents had an impression that if the music of the movie is good,
 the movie is worth a watch giving examples of Imran Hashmi’s films (which
 invariably ends up having chartbusters).
 • The FGD’s pointed out the fact that females and children have a major role in
 influencing the decision to see a movie.
 • Move reviews play a major role in movie viewing habits of people across age
 groups.
 • When asked about the innovative marketing techniques the results were not
 really decisive. The respondents were of the view that the movie contests etc
 involving sms’s, mailers etc were not a turn-on as the probability of winning it were
 1:20,000. Thus majority of the TG didn’t participate in such contests which is proved
 by the survey results as well (15.75% of the respondents participated in such
 contests). However, the respondents were pretty impressed with the marketing
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techniques employed by movies like Avatar or 3-Idiots which really caught their
 attention and translated into house full theatres.
 • As for the internet exposure, the total number of users in India are limited as of
 yet, and amongst the users, they are highly skewed towards accessing the data
 floated on Hollywood movies rather than Bollywood. For some strange reason, they
 are completely averse to using the internet for mining data related to Bollywood
 movies. “I wouldn’t want to see a Hindi movie ad on the internet because there’s
 already enough on the TV and other mediums. I would rather use it; in fact I use it
 for Hollywood movies”.
 • The FGD’s responses also pointed at the fact that there is always an ‘Influencer’
 who influences the group to watch a movie. Now the ‘influencer’ as he or she might
 be termed might get influenced by conventional or unconventional marketing
 techniques. However, one basic rule rules the roost, which is ‘if your content and
 execution is good, in terms of the product and the marketing techniques, it will
 translate into increased ticket sales’.
 • The FGD’s also opened up the point on how a movie as a product is consumed in
 different parts of the nation. Like for example, when questioned about the film
 merchandise to students from Mumbai, they were completely averse to buying
 merchandise (at least they said so) as against their north Indian counterparts who
 have a fetish for such ‘filmy’ things.
 • The FGD also opened up an interesting avenue of information. When the
 respondents from the northern part of the country where asked of the marketing
 techniques, they responded that they are really influenced by the ‘making of the
 movies’ aired on different channels. “I feel involved in the making process hence
 would probably see the movie”. It proves the point that more the exposure to the
 movie content pre release, more are the chances of generating audience in the
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theatres in the first weekend. Also, the channel which airs the promos hold quite a
 stand; the impression of the channel on the target audience does matter.
 • When asked of on ground promotional activities, the stark difference in attitudes
 was more to see. The respondents from Delhi were of the opinion that the
 promotional activities done in posh malls and multiplexes do attract the eyeballs
 and more often than not convert into increased ticket sales because of an increased
 sense of ownership. However, in Mumbai, people wouldn’t really own up, even after
 participating in such activities, which clearly shows the attitudinal difference.
 Further to support my inferences from the survey and questionnaires following are
 the results of a research done by Mr. TarunTripathi, CMO, Yashraj Films ltd. The
 research paper basically talks of the viewing habits, preferences and effective
 factors for both the domestic and the international audiences. The following have
 been reproduced after his permission.
 DOMESTIC AUDIENCE
 Segment Viewing Habits Effective
 Factors
 Older, More of women,
 Working
 >25 yrs
 2.5-3 hrs, 5-8 songs, 4-5 times in
 6months
 Word of
 mouth
 Larger proportion of females
 Age 16-25
 2-2.5hrs, 4-5songs, movies once
 a month or less
 Glitz &
 Glamour
 Larger proportion of males
 Age 16-25, school, college
 2.5 hrs, little more than 5 songs,
 once a fortnight
 Publicity,
 Normal
 Preferences:
 Like to watch Comedy Love story Thriller
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Do not like to
 watch
 Epical love
 story
 Mythology/History Children
 movies
 Musicals
 The media choices in the order of preference are:
 1. TV
 2. Word of mouth
 3. Internet
 4. Magazines
 5. Newspapers
 6. Posters
 DECISION MAKERS
 Family Usually follow children’s choice
 Friends Have to have no one in the group
 completely against the movie
 Boyfriend/ Girlfriend / Spouse Try to decide which movie is ‘good’
 through movie reviews and ratings, or
 just go to be together
 General Definite skew towards the youth in
 terms of ‘Influencers’
 The women has the power to negate all
 choices
 IDENTIFICATION OF MAJOR OPPORTUNITIESTHROUGH
 INNOVATION
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“The value chain is film production, film distribution and exhibition. Talent is the key
 stakeholder. Currently, we are skirting outside this value chain, but we are definitely
 moving towards the first step of the value chain – film production. We also need to
 keep in mind that talent cost and production cost are mounting.” JyotiDeshpande,
 COO, Eros Multimedia.17
 Presented below are the new changes sweeping the Hindi film industry.I have tried
 to map these changes and understand how film marketing can be innovated
 through the changing mechanisms. Innovative methods have also been captured in
 the previous chapters for the various mediums that are being used to market a film.
 STUDIO MODEL
 With emerging revenue streams making film production viable, more such
 corporates are entering the film industry. Players like UTV, Reliance Entertainment,
 PPC are helping change the disorganized face of Bollywood into a ore corporatized
 format. The studio format has helped banners get a sound financial backing and
 also more streamlined avenues for distribution, production, casting, financing, and
 direction, editing and marketing amongst others. The studio model has also helped
 film makers get another window to international markets via festivals, heavy
 promotions and theatrical releases.
 With more and more corporates like PVR pictures, Studio 18 etc pumping in the
 money and now also the birth of Cinema Capital Venture, there is a huge scope and
 potential for Bollywood to make it bigger. The idea for corporates is to not act like
 traders but as platform builders and help in integrated content development.
 #17 FICCI FRAMES Report 2007
 The industry currently is undergoing a consolidation phase and in the 2-3 years
 there would be complete annihilation of the small players in the market. As listed
 entities, these companies have even easier access to funding and are now able to
 flex their muscle to get the maximum out of sale of distribution rights, home video,
 music and television satellite rights. Viewing of films on other platforms such as
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home entertainment and Internet is untapped in India, where the box office
 accounts for 75 per cent of the revenues. Thus all the noise and hoopla created
 before the movie is now even louder and more innovative as there is more
 experimentation and other streams of marketing.
 DIGITAL DISTRIBUTION
 With digital distribution technology entering India, high costs of physical prints
 would be eliminated completely and would facilitate the release of movies across
 multiple locations minimizing piracy and negative word of mouth. This is a huge
 inflection in the way the industry works as more and more small towns would be
 tapped where exhibitions did not exist – e.g. Tata Nagar does not have a single
 theatre. Movie marketing thus would not be limited to metros and mini metros in a
 big way but also the smaller untapped markets which could intensify competition
 and improve penetration of the medium.
 IMPACT OF USER GENERATED MEDIA
 The new age space in India is growing rapidly and the space an impact of user
 generated media cannot be undermined. Not only the internet but user generated
 content on mobile phones is catching up on a big way. Viral marketing techniques
 using mobile phones is also a trend that has been observed among the youth who
 also form the major chunk of the movie going population in India. ““We have to
 embrace internet and mobile devices as these are the main streams. This is the
 future,” said Vikram Chandra, CEO NDTV Networks at the FICCI Frames, 2008.
 Let’s take an example of social networking site Facebook and its strategy.
 Facebook has unveiled a three-pronged approach to advertising on the site. First is
 Social Ads, which allows advertisers to target their ads based on the publicly-
 available data people put on their profiles. This is pretty traditional and not all that
 innovative save for the fact that Facebook is now admitting and embracing the idea
 of user data mining by advertisers.
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Second is code-named Beacon and allows companies to create brand- or product-
 specific profile pages. Creation of the pages is free, with the hope on the part of the
 company being people will interact with those pages, sending by-default-branded
 updates to their friends through the shared feeds. This, it’s felt, will give those
 updates the ring of endorsement from individuals which hopefully contains more
 weight than an ad. Companies can also purchase ads that run below those update
 items.
 Finally, the ‘Insight’ product allows companies to track the performance of both
 their branded pages and their advertising.18
 Right now on Facebook movie studios have adopted one of two (or both) basic
 strategies, widgets19 or applications20. Putting a branded widget on your site is
 the equivalent of agreeing to placean unpaid ad for that brand or product.
 Whenever someone adds either one of these things, a status update appears on
 their profile and is sent to their friends via their feed. For banners and production
 houses the opportunities are plentiful.
 Let’s say UTV Motion Pictures sets up a page and I go and add that profile to my list
 of friends. UTV Motion Pictures can then post links to the new websites they launch
 or other updates, all of which I’ll see when I log into Facebook. They can use their
 profile to invite people to screenings, contests, promotions etc.All of these will show
 up in the profile updates of those who interact with the page, accomplishing (more
 or less) the goal of getting the endorsement of those members who are spreading
 the word to their friends or in case act like ‘prosumers’.
 #18 Information through a verified source at Myspace.com 
 #19 Widgets is  a bit of code that an online publisher can grab and put on their site to display some so
 rt of rich media unit.The idea is that these are tools that can make the site more interactive and intere
 sting by providing publishers with the tools to spread the word about something they find cool.
 #20 Applications are actual miniature programs that run within the Facebook platform and do
 something that encourages interaction between members, whether it’s the sharing
 of music playlists or challenging friends
 Another instance say I’ve recently rented Spider-Man 3 from 70mm.com and am
 showing that on my profile through a third-party application, UTV could theoretically
 see that and assume I’m a fan of comics and (hopefully) comic adaptations and
 serve me up an ad for their next comic book adaptation, which is based on a
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graphic novel. They’ve looked at my profile and made assumptions based on that. If
 that does turn out to be the case I can follow that ad to the studio’s profile and grab
 the trailer widget and add it to my own site.
 And through the Insight analytics back-end UTV can trace that entire interaction
 pattern. The trick is not honking off the users. The key will be to continue to provide
 value to the user. What that is and what it looks like is going to depend greatly on
 the brand. Ideally it’s something contextual to the movie and interesting in how it
 allows for people to interact with their friends. And that’s the goal - to enhance how
 people are talking to their friends on the site and to try and not get in the way of
 that.
  
 BLOGS
 This also forms a vital part of user generated content. A number of marketers have
 realized the importance of blogs and started what is named as ‘corporate blogging’
 which is corporately controlled and approved blogging. Blogs are also an
 increasingly popular source of news, with some web denizens using them as their
 launch point into the rest of the web. Movies can use it by deploying someone to
 constantly upgrade the blog on the film’s website about current happenings,
 significant developments in the film and snippets and behind the scenes
 information. A blog can also be used in place of formalized press releases or to
 update visitors to updates on a films website
 RSS FEEDS (REAL SIMPLE SYNDICATION)
 An essential second step to providing a blog is to provide an RSS feed. They are
 ways for web users to pull content automatically into one of a dozen aggregators
 providing them almost real-time notification of updates or changes to a website.
 This is part of the trend that sees the internet as being customizable. People
 interested in a movie can add an RSS feed from that movie blog to their aggregator
 of choice and be instantly notified of updates. They can then click through to the
 actual site and get the full weight of those updates.
 RINGTONES
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Ringtones happen to make a lot of money for the network providers especially if the
 music of the flick becomes popular. Say for example if the film marketer provides 2-
 3 ringtones free, by enticing people to make purchases for the rest of them from the
 dedicated website, they could also look at making the money and generating more
 awareness.
 IMPACT OF OOH MEDIUMS
 Outdoor advertising occupied a 6.5 per cent share of the advertising pie, effectively
 translating to $35 billion21. The lifestyle patterns of consumers are fast changing
 and drive-time of families have . Most importantly, time spent for consuming
 traditional mediums is also getting shorter hence out of home media is getting more
 and more important. One needs to have innovations in the kinds of mediums used
 for out of home as well. E.g. for a release of a recent Hollywood flick in Mumbai, a
 billboard was half-submerged in water.
 This definitely got the attention of all people passing through that way and curiosity
 then leads you to the theatre. More and more innovative ways of presenting the
 theme of your movie are being adopted and this needs constant upgradation so
 that the audience is expecting something which is the mantr a in this business.
 FOR THE FUTURE
 Although it has a long way to be accepted in Indian scenario, podcasting is also one
 of the emerging technologies that can be used to successfully market a film. In the
 West, more and more innovative means are being experimented successfully which
 is also adaptable in the Indian scenario. E.g when the movie Simpsons was to be
 released, a popular retail chain was branded as the Kwik-E- mart and people drove
 miles and miles to shop from there. Children got a makeover there and few outlets
 even had salesmen dress up as the cartoon character helping people out. They also
 tied up with X-Box to produce a range of games and downloadable movie banners
 on the official website
 #21 Dennis Sullivan, FICCI FRAMES 2008
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CASE STUDIES
 CASE 1: ROCK ON- 4.5 crore marketing budget
 Creativity got a whole new meaning with this film as a robust movie marketing
 campaign was chalked out to promote this film. The film was made on a mid-scale
 budget of Rs. 27crores opened to houseful audiences in youth-centers like Pune and
 Bangalore. It collected about 10crores in its first week itself (data collected from
 www.boxofficeindia.com). A dedicated website is also as important which worked
 beautifully for the movie. The trailers were also designed in a way to appeal to the
 target audiences and create a buzz.
 The movie which was slated for a late-August/early September release started its
 campaign 4 months in advance. Its first poster featuring FarhanAkhtar and the band
 was released as early as May with 3000 prints across theatres. The swanky poster
 carries a tag line ‘LIVE YOUR DREAM’ and rather unusual looking rockers in
 FarhanAkhtar, ArjunRampal, PurabKohli and Luke Kenny, each flaunting tees with a
 different theme.
 Early September, a 7000+ strong crowd gathered in the back-lot of Select ‘Citywalk’
 mall in New Delhi for a concert featuring ‘Magik’ (name of the rock band in the
 movie), the fictitious rock band from the movies Rock On! Unlike the celebrity
 ridden traditional movie promotional gimmicks, this came as a breath of fresh air as
 the crowds swung and danced to Shankar, Ehsaan and Loy’s music and see
 ArjunRamphal and FarhanAkhtar perform…live! Produced by Excel entertainment
 (RiteshSidhwani and FarhanAkhtar), Rock On was aimed at the Gen X in India. They
 rightly played their marketing mix well with a clean and crisp product, excellent
 music compositions and creative packaging.
 The idea was to connect and interact with the audiences which it did beautifully;
 said FarhanAkhtar when I spoke to him “movie packaging needs to be breaking
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clutter and grabbing consumer attention…it is imperative to seek newer and more
 innovative ways to do that.”
 Rolling Stone magazine, one of the most highly acclaimed music magazines
 featured the entire Rock On team on its cover! A superb PR stunt as it got them a
 lot of mileage and even pulled in the music lovers across age groups to the theatres
 to watch the movies. They also used Reliance’s BigAdda to heavily promote
 themselves.
 Their promotional track – Pichlesaat Dino meinwas actually shot for 25 lacks as a
 music video. Today FarhanAkhtar is easily in the running for best debutant actor
 and very well deserving too.
 Post the movie release, to continue the sensation and hype they have continued the
 Rock On ‘Magik’, they would be performing a concert for humanity in ‘Aid of
 children in Bihar’ at Mumbai. The live gig will also feature other big rock bands like
 Parikrama, Pin Drop Violence etc.
 Case 2: JaaneTuYaJaane Na- 4 crore marketing budget
 Marketed by Epigram, the brief to Nabeel Abbas, head at Epigram was simple –
 ‘Make JaaneTuYajaane Na a tent-pole movie and make a star out of a star’. Made on
 a moderate budget, the film had newcomer Imran Khan and another relatively
 unknown face in Bollywood – GeneliaD’souza. Aamir Khan personally oversaw
 everything for making his nephew’s launch as comfortable as possible. The target
 audience defined was clearly the younger generation college going and sweet high
 school romancing children/adolescents. The positioning of the movie was done
 carefully to make sure that everything – right from the characters to the clothes
 resonates with the TG and creates ‘a connect’.
 Bollywood’s mantra, from lavish and opulent being successful, changed to small and
 smart can be big too with this film. The film has used various innovative marketing
 techniques to get as much publicity as possible.
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For starters, Aamir Khan made appearances on several TV shows on Sony (DusKa
 Dum with Salman Khan), Zee and other general entertainment channels. The song –
 ‘JaaneTuMeraKyahai’ was initially not to be part of the film. Aamir Khan decided to
 ask his fans and posted this as a debate on his website and got enough responses
 for him to believe that it should be put in there. The songs of the movie were
 heavily popularized – especially ‘PappuCant Dance Saala’ and ‘KabhiKabhiAditi’
 became a rage among the college and school going kids.
 The film was also battling Harman Baweja’s launch movie ‘Love Story 2050’ which
 also had Bollywood star Priyanka Chopra. Comparisons and contrasts were an
 obvious phenomenon but what was worth watching was that JaaneTu… opened to
 packed audiences and saw a glittering star studded premiere in Mumbai where as
 Love Story saw empty theatres and a thud of a premiere in London. The ‘fresh
 young’ positioning worked well with the masses that thronged to see a younger
 version of Amir Khan and watch the new age college romance. Amir Khan personally
 made calls to the editors and critics to extend the invitation for the film premiere…
 something which he has not done for his own films as well. It just proved one thing –
 its not about spending pot loads of money on marketing but doing the right things
 at the right time that would be instrumental in the success of a film.
 Although Love Story 2050 was one of the biggest releases for a debutant actor –
 1055 screens across 898 locations worldwide, the film failed miserably. The
 marketing plans including direct marketing and brands space exceeded Rs 15
 crores. On the other hand JaaneTu… released 450 prints including India, Overseas
 and digital. JaaneTu… was made on a budget of 8 crores of which 50% of the
 budget was allocated for marketing. The eye blaster techniques which was used in
 theatres – a technology that makes Imran Khan walking right out of the screen was
 used for the first time in India.
 The movie marketed and hyped to a great extent using various mediums especially
 the PR lens lived upto its expectations. Everything was being meticulously planned
 under the supervision of Aamir Khan, right from appearing on the cover of a glossy
 magazine…
 81 | P a g e

Page 82
						

Aamir has also tied-up with Zee Cinema for a contest for colleges called Imran Khan
 KoJaaneTuYaJaane Na where viewers have to answer two questions. Imran will be
 visiting the college that will top the participation in the contest. Zee Cinema has
 also undertaken a marketing campaign including outdoor adverting, below-the-line
 activities and on-ground activities to promote the show.
 The film saw100% openings for 6 days even post release. Released on a Friday, the
 film had crossed a 300 million mark by Wednesday.
 Aamir Khan did realize the importance if user generated content in today’s day and
 age and did not leave a stone unturned in promoting JaaneTu using that. Right from
 creating a buzz through blogs to songs posted on You Tube and chat forums, the
 net was loaded with tid bits of the movie and created enough pre-release hype to
 drive in people.
 Another innovative viral technique was with Misrosoft Advertising rich media banner
 where Imran Khan came alive to interact with the user on his desktop, walked on
 the website, looked around, knocked on your screen and then walked into the
 advertisement and even moved to the tune of the song KabhiKabhiAditiZindagi. A
 separate shoot was done only for this advertisement which had a click-through rate
 (CTR) of 2.8%. The average CTR of banner advertisements is 0.3%
 Case 3: Jodhaa Akbar- 8 crore marketing budget
 UTV’s magnum opus was shot in Karjat by building a lavish set and décor. Epigram
 who did their film marketing was involved in even the minutest details concerning
 the film – be it the font that was used to the colors they played with – rich hues of
 res, orange and gold. UTV who was producing the AshutoshGowariker directed
 movie, offered viewers to get married on the grandiose sets if they won a contest.
 The movie was marketed by Epigram in conjunction with UTV pictures. The movie
 slated for a Feb 2008 release saw the promotions starting as early as October 2007
 as it was a very different kind of film and required to reach out to a very different
 set of audiences. The theatrical promo was released on 12 October and the music
 on 27 November. The movie was also unveiled at the Cannes International Film
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festival in 2007 by UTV to aim at the international audiences as well. This marketing
 strategy also helped in building the curiosity factor in the West immensely.
 The movie was carefully portrayed as an epic love story and not a historical
 romance. A political romance where Hrithik and Aishwarya do not even hold hands
 till three quarters of the film is over, the idea however tough as very successful as
 the costumes, music and sets were heavily promoted through ATL and BT mediums.
 There were also a lot of brands that were given screen time – e.g the entire
 jewellery line was done by Tanishq and helped the brand substantially.
 They also tied up with Lakshya Media (Out of home) which followed the 1/10
 strategy – occupying 1 of every 10 hoardings pan India which give it a considerable
 push and the much needed publicity.
 Indiagames then also set out to develop a game for them which became immensely
 popular with the Ash and Hrithik fans. The online shopping site – Ebay had the
 movie posters for purchase which were personally autographed by Hrithik and
 Aishwarya. The deal was offered in a combo pack with the music CD – at a starting
 price of the bid being Re 1. The fans got enthused as they wanted to own a
 memorabilia from the movie and helped getting them to the theatres.
 Splendid costumes, stupendous star cast, music by A.R. Rehman and direction by
 AshuoshGowariker were easily the selling points of the film and this was cashed on
 to the hilt. What also worked (could have gone wrong) for the film was the negative
 pre-release hype the film got due to certain historians claiming the facts to be
 wrong. But it did help the movie considerably and reaped in the moolah for UTV.
 The first weekend collections were to the tune of 385 million Rs of which 250 itself
 was domestic (also considering that it was banned in Madhya Pradesh and
 Rajasthan).
 Case 4: Om Shanti Om- marketing budget - 7 crores
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One of the biggest marketing successes in recent times, the movie not only did
 commercially well but was one of the most cleverly crafted strategies in Bollywood
 done by Red Chilli Peppers. The film was made on a grand budget of 35 crores.
 Firstly the timing of the release of the film was perfect - Diwali – a time in India
 where families throng to theatres to celebrate some ‘quality time’. To double that a
 Shahrukh Khan bare chested video sporting a six pack made all the aunties and
 adolescents from Ludhiana to Bangalore drool! The production house was smart to
 realize that their 99% of the viewership would come in from the first 3 days and the
 rest would come in by praying to all Gods ranging from Siddhivinayak to Tirupati to
 Vaishnodevietc etc.
 The positioning was clear - wholesome entertainment; the mirch-masala, nachna-
 gaana, hasi-masak and similar Bollywood couplings; a leave-your-brain-home type.
 DeepikaPadukone was also promoted in a big way and was seen on all news
 channels and events talking about the movie.
 Inox agreed to let patrons book their tickets earlier than the other multiplexes as
 the others had not reached a consensus due to the revenue sharing model. A
 contest called ‘get whacky with Om Shanti Om’ was launched where a whacky title
 alternative to OSO was to be sent and prizes would be great. Kodak also partnered
 with OSO to launch a contest called Ajab Si where consumers can drop into any
 Kodak store and get 10% discount if prints were made for Rs 250 or more.
 Shoppers Stop partnered with the movie to create 4 separate clothing lines for the
 movie - Mario Zegnoti, Haute Curry, VettorioFratini, Push & Shove representing
 ShreyasTalpade, DeepikaPadukone, ArjunRampal and Shah RukhKha before its
 release to let shoppers have a sneak peek into what lies in store for ‘OSO’. Nokia
 India Pvt. Ltd launched special edition OSO phones with branded content, themed
 packaging and a little animation of Khan in six different avatars. Tying up with Star
 Network, OSO was also heavily promoted across its many channels – Channel V,
 Star Plus
 (Kyunki had an episode where the characters talk about seeing the movie on the
 first day itself), Star One etc.
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CNN IBN ran a 6 city contest where the crew traveled to the various cities across
 India to search for a dancer for their music album – Darde Disco to be finally judged
 by Shahrukh and Farah Khan. The contest was a runaway success with many
 hopeful aspirants queuing up for their auditions. This also marked a soft launch for
 their music way before the formal release. Various other contests like radio Mirchi
 ran the ‘Karde Disco’ contest where they had to tune into the radio channel and
 send entries. Similarly a 70’s fashion show was organized judged by Shania NC, the
 winner of whom get to meet the star cast and also memorabilia from the movie.
 The movie also was hyped up on the grounds that it was releasing the same day as
 Sanjay LeelaBhansali’sSaawariya and the media glorified this battle for quite some
 time. Their appearances and public sightings were also well planned - SRK made a
 surprising appearance at the 20-20 World Cup final (an Indo-Pak affair where he
 wore the OSO t-shirt) and all the hoopla around DeepikaPadukone, MS Dhoni, OSO
 special premiere show and another 20-20 match where they were sighted.
 The music of OSO was much highlighted in the media. One particular song which
 featured over 30 Bollywood biggies was hyped up considerably even before the
 movie released. The song was on high rotation on all TV shows, music channels and
 news channels alike, T-Series, the music partner for the film, also the biggest player
 in the music industry promoted the music aggressively – even using digital
 activation to attract the TG.
 Shahrukh Khan and Deepika were seen making appearances on every television
 reality show possible – Shahrukh even danced with RakhiSawant on NachBaliye to
 get all the publicity for the film he could garner. Such was the furor before the
 release that certain multiplexes had to run 7:45 am shows to meet the demands of
 the people.
 Case 5: DRONA- Marketing Budget – 4.5 crores
 Dronaheightened the hoopla by using social networking sites and games to
 promote itself and get the children and tweens hooked. Zapak created the fantasy
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games and tried to create the pre-release hype. Recent statistics have thrown some
 interesting facts. 1, 50,000 games are downloaded in Indiaeveryday. There are
 nearly 30 crores mobile phone users in India of which 91.6 lakh mobile phones were
 added in August alone. Currently the Indian market mobile gaming scenario is
 pegged at Rs 150 crore but is pegged to grow eight to ten times within the next 2-3
 years. With the arrival of 3-G phones, mobile gaming will be on a whole new roll.
 Web Mangas, mobisodes would be the new word in film marketing. Big Boss, the
 popular reality shows from Colors was Dronafied with AbhishekBachchan also
 visiting the house with director Goldie Behl to promote the film. Not only did they
 make an appearance but the brand Drona was integrated well as 4 of the
 contestants were asked to don the garb of the superhero Drona and the villain Riz.
 Prior to this task, contestants were also given a mannequin along with some
 costumes and accessories and were asked to dress it up as a superhero that was
 called Drona and was out to save the world from evil forces. Goldie Behl was also
 seen wearing a Drona tee on the show. The film marketed by Eros also saw a lot of
 Below the Line mediums like the digital media to create hype as it reached out to a
 large number of people in a cost effective way. An official Drona community was
 started on the social networking website Facebook.com, and is moderator by none
 other than Bachchan himself. Few weeks before the release AbhishekBachchan
 posted some photographs of Drona on Facebook and gave interesting captions to
 each of them and immediately thereafter our membership increased from 200 to
 1100 members. The promos of Drona were also being screened prior to every
 concert of The Unforgettable Tour. People came to the concerts holding posters,
 which read 'The World Is Getting Dronafied’.
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CASELETS
 The only predictable thing in a movie business especially Bollywood is its innate
 unpredictability. My research and secondary data have already proved that a good
 story forms the backbone of any good marketing strategy. Here I look at various
 instances and examples that exemplify my point on film marketing and its coming
 of age.
 Like every product, its important for a mass product like a film to also have a
 definitive target audience.
 A DilChahtaHaiby FarhanAkhtar was a rage because it recognized that the urban
 Indian population is growing everyday and they liked to see that reflection on the
 silver screen. Hence was a super success in the metros and did only fairly well in
 the smaller markets like Hooghly, Dhanbad etc.
 Kal Ho Na Ho by Karan Johar was nothing but an old story plot packaged with a
 Manhattan backdrop, good music and stylish packaging. The promos were released
 well in advance as part of the marketing strategy and right from Big B’s dancing
 with semi-clad girlies to Hrithik and Shahrukh’s spectacular pairing and competition
 was used to create the noise before the movies release.
 Ram GopalVerma for his latest flick after a series of bombs at the box office offered
 Rs 5 lakhs to anyone who watched his movie – Phoonkalone in the theatres. TV
 shows, stage appearances and ramp shows have become a common ground for all
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films to create the hype. EmraanHashmi performed at several IPL matches this year
 before his film Jannatreleased to create a rage. It worked well initially as it had the
 entire country clued on to their television screens!
 Says Navin Shah, P9 integrated, “its become so important to use innovative ideas in
 this space that it wouldn’t be surprising if Bhojpuri films started using Kumbhmela
 for reaching out to their potential target audiences”.
 HimeshReshammiya’sKarzzsaw quite a houseful in the opening week thanks to the
 savvy marketing and positioning Himesh strategized right from his first movie. In
 single screens the movie did reasonably well but in multiplexes it was quite a
 disaster. AapKaSurooor, his first movie, expected to be a dud did rollicking business
 as the man played his cards well. He charted off 70 media persons to announce his
 acting career in London and made sure he grabbed headlined. People thronged to
 cinema halls not for the film but to watch Himesh as a debutant actor who none
 could visualize as he didn’t fit in the conventional hero category. All the critics had
 written him off saying a balding man, at the wrong side of 35, chubby cheeks and
 protruding tummy…yet he proved himself.
 Other movies like Welcome to Sajjanpur, Chamku among others have also
 promoted themselves by appearing on several reality shows and been seen chatting
 up with hosts, talk shows and judges, very have actually seamlessly integrated into
 the show.
 Black Friday had a very interesting and innovative marketing campaign where in
 they placed a burnt taxi in front of every single theatre that screened the movie to
 draw in the crowds and sensitize the people about what happened actually due to
 the bomb blasts! Worked superbly well and got the audiences dancing to the
 theatres.
 Hum Tum considered the Bible of film marketing in Bollywood was one of the
 pioneering movies in film marketing in India.. Lack luster movies, rehashed content
 and boredom had set in when came Hum Tum with a whiff of fresh air.
 TarunTripathi, the man behind the entire campaign used the 2 cartoon characters –
 Hum and Tum to develop comic strips and tie-up with none other than Times of
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India to run it absolutely free of cost when media-net had just been introduced said
 KunalKohli, “We didn’t bank a film on controversy. Spent on paid publicity and
 focused on marketing. We had to think out-of-the-box. We tied up with TOI for
 cartoons. We tied up with MTV. We tied with Sony’s of Jassi. We made promos with
 dialogues. We marketed everything about the film in a different way. It is important
 to make a good film and make it last beyond weekends. And for that we needed to
 start thinking out-of-the-box.”
 Singh is Kinngpartnered with www.indiafm.com which went live with an
 interactive campaign where the users saw Kumar doing stunts while the users could
 play a game where they get to be Akshay Kumar.
 The above caselets establish the fact that there is no singular approach that can be
 taken to market films. Each one is a unique product on its own and conventional
 and unconventional mediums have to be used in synergy for making it a success.
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CONCLUSION
 Post studying all the marketing mediums, innovative measures, marketing
 framework, case studies and the primary research conducted, I will not be able to
 conclude that unconventional mediums are more effective for bringing in the
 crowds in the first week than the conventional marketing mediums.
 The hypothesis hence cannot be proved or considered void as post my primary and
 secondary research I have found that there is no stand that can be taken for such a
 research. The film marketers themselves are willing to take a fence sitting approach
 to this as the mediums completely differ from film to film and genre to genre.
 What does come out very vividly is that formal marketing rules can be applied to
 films as well and that the campaign planning depends on a variety of factors like
 the story or product, the star cast, the packaging, distributional set-up, exhibitors,
 national and domestic market, target audience, mediums available, competition,
 release date, budget etc. What might work for one movie will not work for another.
 Each needs its own treatment and hence one cannot say that conventional would
 work for one and unconventional will work for another.
 Another fact that emerged was that in youth-centric movies like Rock On and
 BachnaAeHaseeno an unconventional approach would work and that in more
 ‘massy’ movies, conventional techniques would work better. This is completely
 untrue. The conventional mediums are as important as the unconventional ones. In
 fact the conventional mediums now are being used unconventionally to draw
 attention.
 90 | P a g e

Page 91
						

Yes, what emerges is the need for out-of-box-thinking and the creative cap to be
 worn. By being me-too’s of another film’s strategy and aping it the novelty factor is
 lost, hence every time there it is like a new challenge for the marketer.
 The primary research also threw up interesting insights like Hollywood vs Bollywood
 movies usage patterns on the net. The internet is a vast store of information and
 the Web 2.0 gives many opportunities for the marketer to promote his film
 efficiently yet cost effectively. Firstly statistics show that internet is the second
 highest used vehicle (Lintas Media Guide, 2008)in India however my focus group
 discussions and primary survey showed that people preferred searching
 aboutBollywood movies, and not Hollywood movies. This need was overcome by
 Rock On who managed to attract visitors dedicatedly and even made a lot of money
 through the downloads and other options it provided. The major chunk of the crowd
 who watched movies had atleast a cell-phone or access to the net and these
 mediums needed to be used better.
 Concluding this research I would say that there is no linear approach to whether
 conventional mediums should be deployed or unconventional. What needs to be
 understood are the factors in consideration and saying the right thing at the right
 time with a streamlined objective. There is no 100% guarantee for success but
 definitely will help to a great extent to the get the crowd in for the first week and
 post that.
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Appendix 1
 RESEARCH QUESTIONNAIRE
 The objective of this questionnaire is to understand the psyche of the masses
 (audience) that flock to theatres when a film releases and what pulls them there.
 The idea is to understand the effect of conventional vs. unconventional promotional
 techniques to draw in the audiences.
 1. Do you watch Bollywood movies in theatres?
 a. Yes b. No
 2. If Yes, how often do you see movies in theatres?
 a. More than once a week
 b. Once in fortnight
 c. Once a month
 d. Less than once in three months
 3. Where do you see the movies mostly?
 a. Multiplexes
 b. Single theatre
 c. Local screen
 d. Open-air theatre
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4. Kindly give your order of preference, which genre of movies would you
 see in theatre?
 Rarely Seldom Normal Often Frequentl
 a. Comedy
 b. Thriller
 c. Action
 d. Animation
 e. Musical
 f. Children
 g. Epic/History/
 Mythology
 h. Love Story
 5. Whom do you normally see a movie with in theatres?
 Rarely Seldom Normal Often Frequentl
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a. Group of Friends
 b. Family Members
 c. Girlfriend/Boyfriend/Spouse
 6. Of the people you see a movie with, who influences your decision to
 which movie to watch?
 a. Friend(s)
 b. Children
 c. Girlfriend/Boyfriend/Spouse
 7. To what extent do the following mediums, when used for film publicity,
 influence you to watch a movie in theatre?
 Least Less Neutral More Most
 TV
 Print
 Radio
 Internet
 Outdoors/
 8. Have you participated in any film promotion campaign?
 a. Yes b. No
 9. If Yes, do you feel more involved with the film & hence see the movie?
 a. Feel involved, hence see the movie
 b. Feel involved, however won't see the movie
 c. See the movie anyways
 d. Won't see the movie anyways
 10. Which was the last bollywood movie you saw in theatre?
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______________________________________________________________________________
 11. Please rate the marketing campaign of the movie?
 a. Very bad
 b. Bad
 c. Neutral
 d. Good
 e. Very good
 13. What drives you to see a movie in theatres in the first week of release?
 ______________________________________________________________________________
 14. Please name a movie in recent times which you think was marketed
 well?
 _____________________________________________________________________________
 15. To what extent, does the following aspects of film marketing campaign
 appeal to you?
 Least Less Neutral More Most
 Promotional event with movie star
 cast
 TV/ Broadcast Commercials
 Print / Outdoor Advertisements
 News Articles / PR Activities
 Interviews / Interactions with cast
 and crew
 16. Name
 ____________________________________________________________________________
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17. Gender
 a. Male b. Female
 18. Age (Years)
 (a) 12-14 (b) 15-19 (c) 20-29 (d) 30-39 (e) 40-49 (f) 50+
 19. Profession
 (a) Employed
 (b) Self Employed
 (c) Unemployed
 (d) Housewife
 (e) Student
 Appendix 2
 Age Group 12-
 14 years:
 Preferred genre
 of movies
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Age Group 12-14 years: Factors that influence film
 consumption behaviour
 Age Group 12-
 14years:
 medium that
 influences the
 most
 Age Group 12-14years:
 Aspect of film marketing
 that influences the most
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Age Group 15-
 19 years:
 Preferred genre
 of movies
 Age Group 15-
 19 years:
 Factors that
 influence film
 consumption
 behaviour
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Age Group 15-
 19years:
 medium that
 influences the
 most
 Age Group 15-
 19 years: Aspect
 of film marketing
 that influences
 the most
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Age Group 20-29 years: Preferred genre of movies
 Age Group 20-29 years: Factors that influence film consumption behavior
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Age Group 20-29 years: medium that influences the most
 Age Group 20-29 years: Aspect of film marketing that influences the most
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Age Group 30-39 years: Preferred genre of movies
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Age Group 30-39 years: Factors that influence film consumption behavior
 Age Group 30-39 years: medium that influences the most
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Age Group 30-39 years: Aspect of film marketing that influences the most
 Gender: Female preferred genre of movies
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Gender: Female Factors that influence film consumption behavior
 Gender Female medium that influences the most
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Gender FemaleAspect of film marketing that influences the most
 Gender: Male preferred genre of movies
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Gender: Male Factors that influence film consumption behavior
 Gender Male medium that influences the most
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Gender Male Aspect of film marketing that influences the most
 Appendix 3
 Marketing Plan checklist
 The job of the marketing plan is to describe how you will connect your film with your audience. To be effective, the plan includes and covers all these elements
 1. Log line: A one-line description of the story that conveys film’s genre.
 2. Short synopsis :A detailed paragraph about the story covering:
 1. story structure (beginning, middle, end)
 2. protagonists
 3. story’s conflict
 4. genre
 5. tone and
 6. any other marketable elements from the story
 3. Target audience(s): if the film has more than one target audience, break out your description into primary and secondary audiences
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4. The story: the essence of what makes the story interesting and marketable (both artistically and factually), in the current marketplace
 5. The plan: a brief explanation of how film will be positioned for release
 Focus on marketable elements from the story that can be highlighted for the film’s campaign.
 6. Release strategy: A description of how the film’s release will be executed in all media (festivals, theatrical, home video, television, non-theatrical, etc.)
 7. Selling points: All marketable elements from the script and film itself that will be exploited in marketing the film (e.g. cast, director, locales, etc.)
 8. Marketing materials: A complete list of all materials and services you will need for your film’s campaign. Include:
 a. what materials need to be created
 b. how each material or service fits into the release plan, and
 c. What the creative elements for the campaign will look like.
 9. Publicity activities: press opportunities for the film and its key talent. This will include opportunities during the development and production stages, as well as ones associated with festivals and the film’s release.
 10. Promotional activities: all the opportunities to explore for the film’s release, ranging from simple promo partner opportunities to promotional special events.
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11. Media buys: to be used in the campaign for the film’s release.
 Identify all appropriate media (TV, radio, newsprint, internet, new Media, etc.). If possible, hire an experienced media buyer to determine and negotiate the timing, value and placement of each buy
 12. Budgets
 a. Provide a detailed breakdown of the total print & advertising budget (P&A) for your film’s theatrical release (including costs from your media buy).
 b. Include budgets for home video, broadcast and other ancillary distribution activities.
 13. Home Video & Broadcast Plan
 Every marketing plan should consider the full life of the film, and identify how to implement marketing initiatives throughout the entire cycle.
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GLOSSARY
 Film Marketing
 Film marketing in layman’s terms is nothing but film being a product which is being marketed to its target audiences in a geography using the marketing tools.
 “Film marketing is creating and implementing advertising and promotional efforts designed to make a film stand out in a competitive market environment”
 Bollywood
 It is the informal term used to describe the Hindi film industry which is based out of Mumbai (formerly Bombay hence ‘Bo’ from Bombay to form Bollywood). Bollywood contributes not only the largest number of Hindi films churned out in India alone but worldwide. However it should not be confused with Indian cinema as it is only a part of it and not the whole.
 Traditional means of communication
 Also referred to as legacy media, traditional or conventional mediums is used to describe the mass media that existed before the advent of the internet like broadcast cable tv, radio, newspapers, books and posters. In Bollywood traditional means would be described as radio jingles using movie inferences, posters, banners and newspapers ads, leaflets.
 Non-traditional or unconventional media
 Unconventional media refers to the media that came into existence post and including the internet. This includes digital signages, new media like SMS’s,
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podcasts, below the line mediums, social networking sites, activation etc. This also includes using traditional media in an unconventional medium like advertorials, radio contests where listeners provide content etc,
 113 | P a g e



					
LOAD MORE                                    

            


            
                
                

                

                
                
                                

                                    
                        
                            
                                                            
                                                        

                        
                        
                            Economic Contribution of the Film and Television Industry ...Bollywood movie Dangal’s success in China (it became the top grossing non-Hollywood foreign film of all-time there),

                            Documents
                        

                    

                                    
                        
                            
                                                            
                                                        

                        
                        
                            Piracy and New Product Creation: A Bollywood Story · of languages. Hindi film, commonly termed Bollywood, is the largest component, followed closely by Tamil and Telugu. Other popular

                            Documents
                        

                    

                                    
                        
                            
                                                            
                                                        

                        
                        
                            BOLLYWOOD INTERNATIONAL BOLLYWOOD INTERNATIONAL Bollywood International - An International magazine for global Indians and to be launched officially in

                            Documents
                        

                    

                                    
                        
                            
                                                            
                                                        

                        
                        
                            Bollywood – Maharashtra and India’s Film · PDF fileBollywood – Maharashtra and India’s Film Cluster Final Paper for Microeconomics of Competitiveness May 2nd 2008 Christina

                            Documents
                        

                    

                                    
                        
                            
                                                            
                                                        

                        
                        
                            Between Bond and Bollywood – How the Tourism and Film ... › documents › 27 › 190415_Presentatio… · Between Bond and Bollywood – How the Tourism and Film Industry can

                            Documents
                        

                    

                                    
                        
                            
                                                            
                                                        

                        
                        
                            Vein - Bollywood Hindi Film Script On Sale

                            Entertainment & Humor
                        

                    

                                    
                        
                            
                                                            
                                                        

                        
                        
                            Bollywood Quiz

                            Documents
                        

                    

                                    
                        
                            
                                                            
                                                        

                        
                        
                            Can the Philippine Film Industry Follow Bollywood?

                            Documents
                        

                    

                                    
                        
                            
                                                            
                                                        

                        
                        
                            Management Lesson s of Bollywood Film

                            Documents
                        

                    

                                    
                        
                            
                                                            
                                                        

                        
                        
                            Fashionable Bollywood Outfits Online: Bollywood Fashion Latest Collection

                            Lifestyle
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            Representing the Unrepresentable: The Bollywood Partition Film

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            [Report] Bollywood Twitter Index - Popular Bollywood Celebrities on Twitter

                            Entertainment & Humor
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            within thefilmbank.qa.swankmp.net/images/100654/pvslgroup.pdf · Filmbank represents many leading Hollywood, Bollywood and independent film studios and distributors in film usage

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            When Badshah of BollyWood graced IndIan fIlm festIval of 

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            BOLLYWOOD FILM - University of Puget Sound

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            Bollywood Club Glasgow The ultimate Bollywood experience ...files.list.co.uk/documents/menus/b/bollywood.pdf · Bollywood Club Glasgow is the original Bollywood themed Bar/restaurant

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            23963129 management-lesson-s-of-bollywood-film

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            Bollywood – Maharashtra and India’s Film Cluster...Bollywood – Maharashtra and India’s Film Cluster Final Paper for Microeconomics of Competitiveness May 2nd 2008 Christina

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            Title Design in Hindi and Bengali Film · PDF fileTitle Design in Hindi and Bengali Film Posters ... Key words: Bollywood, Film Poster, Titling, Tollywood, Typography, Visual Culture

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            Bollywood to Budapest: Transnational Circulation and Film Culture Mallika Padmanabhan Communication Honors Thesis Advisor: Nitin Govil

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            Film Reviews Bollywood I1

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            Can Bollywood Film Songs Help Improve Literacy in India?

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            Bollywood-loving countries and Bollywood-inspired films 

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            Audio OTT economy in India – Inflection point · industry (Bollywood) has ruled the Indian recorded music industry for decades together where Bollywood film producers prioritised

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            BOLLYWOOD CALLING › pr › custom-hand-painted-bollywood-film... · canvas shoes, pocket timepieces and Royal Enfield fuel tanks. The 24-year-old product designer says transforming

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            Bollywood – Maharashtra and India’s Film Cluster

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            Balls, Ballots, Bollywood - Bollywood section

                            Entertainment & Humor
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            aswin chapter finalaswinp/Transnational-family.pdf · Pointing out that Bollywood films and film music had ... come and say, we wait the whole week to watch a Hindi film, don’t

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            The Popular Culture of Bollywood in Teaching Hindi as a ...The loose definition of Bollywood is the Mumbai-based Indian film industry that makes fea-ture films in Hindi. Because of

                            Documents
                        

                    

                                    
                        
                            
                                                            

                                                        

                        
                        
                            Case Study: Movies (Bollywood) - Worklab Groupworklabgroup.com/Case-Study_Movies.pdf · Case Study: Movies (Bollywood) Indian film industry is the largest film industry in the world

                            Documents
                        

                    

                                            

        

    


















    
        
            	About us
	Contact us
	Term
	DMCA
	Privacy Policy


            	English
	Français
	Español
	Deutsch



            
                

				STARTUP - SHARE TO SUCCESS

				            

        

    












	



