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It may cost a lot but in-cinema digital advertising holds the promise of
mouth-watering revenues for exhibitors
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here's no escaping it and adver-
Sers are .':I|f!?.f!-.',1"|" NEving & e
day with it. Now, cinema halls
dre QIsCOvering a new way  (n]
milk the "D’ word. So after digital screens,
5 digital advertising the next DIg thing for
exhibitors!

Though expensive, multiplexes in India
successiully made the switch to digital
SCresns, [aKm i VIEWITE, [ leasure 1o a
differant |'E.".'*.-'- ENC ouraged Dy this, many
aré now warming up to the praspect ol

cinema r_ju,., lal advertsing

Though it may not be a low-priced
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but with the promise of DIgger ravenueas,

il's also very ‘.|_"'lu‘.-.'|=,

According to a survey by Zenith Op-
timedia, a media buying agency, glob-
ally, the cinema adver 'r'nhg mareat is
pegged [':# BE -1 million for 2009, with
the figure climbing to $2.910 million by
2010. Contrast this with digital advertis-
ing in cnemas n India, which s currently
estimated at Rs 500 crore

Digital advertising entails the delivery

of ads via satelite to cinema halls across
I"-;: a. The biggest advantage s that an
ad campaign can be launched nationaily
or in seect regons In the shortest time
D -..'I:L:I agvertising (aps marxkets not just

across metros but also B and C cities.

F:r, ains Utpal Acharya, Vice-President,

Programming and Listribution, Inox
Lesure, "Consumers can Thip through
ads in aimost all mediums of agvertis
ing, whether TV, radio, print or outdoor
Cinema advertising is both cost-effective
as well as focused as the advertser has
access to the undvided attention of a
captive audience. Advertising through
agigital cinemas ensure

assured playabil-
ity as well."

Digital advertisements are also superi
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analog system. In the latter, prints de-

velop scratches and scars over time. Also,
since there is only one hub 1o upload
(hese advertisements o one site, it lakes
ess lime o telecast these adverlise-
ments.

Advertisers can also track whether their
ads were screenad in a multiplex or not
and also record [he axact iime of soraan
Ng. Transparency in cinema advertising is
hugely beneticial for advertisers, '.'.'h-:”] are

wreasingly attracted to this medium

Digital advertsing could bning in more
revenue for multiplexes too. Advertising
revenue currently acc Duﬂ"’ for 10 to ]._

per cent of an exhibitor's total 23Mmings

y-1a per cent from box office collec

tions and 30-35 per cent from food and
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Rs 1 lakh, digital
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advertise in metro cities ke Mumbai, and
around Rs 10,000 in cities ike Lucknow.

d rales vary with show tim

morming show
Here's another plus. It cosls a mere
Rs 50000 to

Rs £

ings, a film's popularity and the condition
of the cinema property. An ad slot for a
popular film during the evening show may
ar cent more than dunng the

60,000 to convert an
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Yetl, digital advertising s al a nascent

stage in Ingdia, say industry experts and
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Rs &0 lakh, while a projeclor with a lower
resolution in the MPEG format costs Rs 4
lakh to Rs 5 lakh
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Lautam Dutta, CES
Says, ~LINnéma adverlising has :'ﬁ*nf a
ditionally weak on two fronls audit and
measurement. While measurement is an
area that s stdl untapped, agital systems
give advertisars a clear picture on audi
Advertsers are given a log or a password
through which they have access o the
detais regarding the number of times an
ad was aired, forwarded or chopped oft

However he adads that due to tha su
perior visual and sound quality of digita
in-cinema advertising, an upbeat future
lies ahead for exhubitors and advertsers

Why It Works

Some of the key differentiators of
advertising through digital cinema

are:
1. Captive Audience: LETERIIE

3 10-minute slot for advertising (5 minutes
befare the Censor Certificate and 5 minutes
during the interval) during a 3-hour film

Advertisements

are debvered via satellite 1o all cinemas
across India.

Digital advertising provides

system-generaled electronic logs lor each
and every spol, played in individual cinema
halls

BT T In the traditional model
of in-cinema advertising. an advertiser
needs to provide one print per thealre. With
digitisation, only one Belacam is enough to
advertise in any cinema across India. There
are no R1C (Reverse Telecine) costs or prin
cosls lor a cinema hall,

BENETCIIDTE An analogue system of
showing a movie requires an ad of 60-
seconds’ duration. Digital advertising places
no such restriction on advertisers. A client
can also easidy posilion their ads and Largel
specific regions, specific cinemas or specific
films for advertising

BTN For most advertisers, the

growth will come from B and C centers.
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