
UNIT-I 

INTRODUCTION OF HINDI FILM INDUSTRY 
                                                                                                                             

Hindi Cinema is one of the biggest industries of India and 

it produces thousands of movies every year which are 

watched by 3 billion movie goers, some of them are 

terrible but many of them have a unique content yet still 

flop or financially do not do well, the reason is 

undoubtedly the poor marketing strategies of them. Now a 

day`s making a good movie is immensely important but 

promoting it and taking it to the reach of every individual 

is equally essential. Different producers have been using 

their conspicuous strategies to promote their movies at a 

large platform but still there is a big room for 

improvement. "Recently released Dangal film marketing 

strategy emphasized women empowerment as the film's 

storyline revolves around Mahavir Singh Phogat and his 

daughters, Patiala House released in Patiala, ironically the 

film has nothing to do with the princely state, Promotion 

of pink film was done at Mitthibai college festival Umang 

2016, Silence was the promotion strategy for My Name is 

Khan a much talked film, Salman khan promoted Hero 

movie but he was not in the film," This paper analyses 

widespread marketing strategies used in Hindi Film 

industry popularly called the Bollywood both nationally 

and internationally. Film marketing is rapidly developing 

into a promising industry although the idea is its initial 



stage in India. Films now are more than just an 

entertainment, but are a business. Marketing of a movie is 

not a new initiative it has its existence since films were 

introduced in India, but it is followed more rigorously in 

today's era of film affairs. The commencement of this 

paper starts with introduction of the film industry followed 

with the strategies used to market the films. The other 

segment of research paper will highlight the growth of this 

Hindi film industry. The content of this paper also consists 

with current trend and changes that are common in the 

film industry. 

 INTRODUCTION  
 
“Film is not only a piece of art but also a tool of social 
reform as it expresses the feelings of humans and their 
idea of contemporary society. Films are the mirror that 
reflects the society. Also they reflect the changing scenario 
of politics and economy in India over the decades. Talk of 
the rise of middle class or the emergence of small town 
India or the gradual breakdown of the old feudal order or 
of despair, anger, alienation and separation or of 
resurrection, a new resurgence and a new confidence. You 
will see them in the screen of Bollywood and other 
regional industries”          -Aatish Palekar 
 

The Reason behind this paper is to find out marketing 

strategies of Hindi film industry and their role in success 

of a film on box office. Now a day‟s Hindi film industry 



presents a very different scenario. With over 1000 films 

releasing in a given year, all of them fighting for a common 

goal i.e. the good revenue, the multiplex domination - it 

has become a necessity for those involved, to do whatever 

it takes to enforce that "must-watch" feeling among the 

masses in order to win this very competitive rat-race. . In a 

country where more than three-fourths of the Rs 13,000-

crore film industry's revenues come from the box office 

and where single screens have been shutting down at an 

alarming rate, this delay in opening new properties is 

creating room for crafting good marketing strategies to 

effectively use available screens. While multiplexes have 

been doing a good job, adding 150-200 screens every year, 

single screens have been shutting at twice that rate. From 

over 12,000 screens five years ago, there are now just 

about 10,000 left in India. The result: in 2015, growth in 

box office revenues screeched to a halt. While the numbers 

are yet to come in, 2016 is not expected to have done much 

better. This is simply because there are not enough screens 

around and lack of good marketing strategies. Average 

occupancy at multiplexes remains 30 per cent. For more 

than five years now the number of Indians watching films 

has fallen consistently - from 82 million in 2010 to just 

about 78 million in 2014. These facts create the room to 

study Marketing strategies of Hindi Film Industry. I want 

to study how effective role does the marketing strategies 

play in success of a film and their relevance with 



marketing mix. This research entirely focuses on the 

myriad of promotional and marketing strategies have been 

followed by Hindi Film Industry in recent years and their 

significant impact on their success. There are many ways 

to define success of a film: whether the film was profitable 

(i.e. made a greater than say, return on investment), 

awards (Oscars, IIFAA, Filmfare, Dadasaheb Phalke 

Award, National Film Awards), critics reviews and to what 

extent film influenced the audience. 

INDIAN FILM INDUSTRY  

The Indian film and entertainment industry, position at 

more than $8 billion, is one of the greatest increasing 

sectors of the Indian economy. Indian film industry forms 

the most key segment of entertainment sector. Indian film 

industry helps a lot in enlargement of entertainment 

industry & the growth of country, at large. India has one of 

the oldest and largest film industries in the world. It was in 

early 1913 that an Indian film received a public screening. 

The film was Raja Harischandra. Its director, Dadasaheb 

Phalke is now remembered through a life-time 

achievement award bestowed by the film industry in his 

name. Every year, 1000 films are released in India, which 

are watched by 3 billion movie goers. India is the world's 

largest film producer, volume-wise. However, factors such 

as poorly developed revenue stream, excessive reliance on 

domestic box office collections and inefficiencies prevalent 



across the value chain, have resulted in poor revenue 

collection for the industry. As a result, the Indian Film 

Industry accounts for only 1% of global film industry 

revenues. However, in the past 3-4 years, the industry has 

undergone major alterations bringing positive results. Due 

to the availability of organized funding, advent of 

multiplexes and increasing overseas collections, the film 

industry now stands at a better position. The provision of 

100% foreign direct investment has made the Indian film 

market attractive for foreign enterprises such as 20th 

Century Fox, Sony Pictures, and Warner Bros. Over the 

past years the business of film making has changed due to 

corporatization, increasing production costs, spiraling 

actor fees and high acquisition costs for content. With the 

recent economic showdown, the film industry is 

witnessing earlier some of the earlier excesses being 

brought down to a more realistic level playing field. We 

have seen over the years that success of film now not only 

through its contents but varied integration of marketing 

strategies to promote the film. Today everyone in the film 

industry wants success but it is acquired by only those who 

have come out with some out of box strategy for their film. 

Films are much hyped before their release in the market so 

that they have great openings but some earn good money 

and some are not even noticed due to lack of content and 

poor marketing. 

 



SEGMENTS OF THE INDIAN FILM INDUSTRY  
The cinema of India consists of films produced across 

India. Cinema as a medium has gained immense 

popularity in the country and as many as 1,600 films in 

various languages of India are produced annually. Indian 

films have also come to be followed throughout South 

Asia, the Greater Middle East, Southeast Asia and other 

countries. The South Indian film industry defines the four 

film cultures of South India as a single entity. They are the 

Tamil, the Telugu, the Malayalam and the Kannada 

industries. The 20th century saw commercialization of the 

business of film making. The Indian, Chinese and 

American film industries became global enterprises. Our 

film industry found markets in over 90 countries. If we 

divide the Indian Film Industry, we have various Regional 

Film Industries. The most prominent and popular 

amongst them at is the Hindi Film Industry, which is 

based in Mumbai. Other industries are Marathi, Punjabi, 

Urdu, Bhojapuri, Telugu, Bengali, Oriya, Kannada, 

Malayalam and Tamil. These industries enjoy monopoly in 

their respective regions. For example, Kerala people will 

prefer Malayalam movies over Kannada movies. Regional 

choices greatly influence the marketing strategy for the 

promotion of a film or a product. The cultural variety that 

the Indian Film Industry offers is what that makes it 

unique from every other film industry in the world. Its 

varying range is its identity. 



Hindi Film Industry In 2016, out of the 1073 films 

CERTIFIED in India (main languages) in India, 297 were 

Hindi films. This means 27% of the films released in India 

in 2015 were Hindi films. Hindi film industry is the largest 

producer of films in India. Hindi films are the only films in 

India that enjoy a national audience. Along with that, they 

also enjoy overseas audience. Since Hindi films enjoy 

maximum viewership, they also account for over 40 

percent of the total revenues of the overall Indian film 

industry. The total revenue that Hindi film industry 

earned in 2008 was Rs 10,900 crore with an overseas 

collection of Rs 977 crore. Hindi film industry today is one 

of the biggest money making industries in India which 

provides employment to over 6 million people.  

The maximum number of certificates for Feature Films 

„Digital‟ (meant for theatrical release) were issued from 

the Mumbai Region followed by Chennai, Hyderabad and 

Thriuvananthapuram indicated below :- 

 

MUMBAI  890 (633 Indian and 257 
Foreign)  

CHENNAI  344 (313 Indian and 31 
Foreign)  

HYDERABAD  262 (All Indian)  
THIRUVANANTHAPURAM  195 (All Indian ) 
 



During the year April 2014 to March 2015 the largest 

number of films were certified in Tamil and Hindi with 

(297) each, followed by Telugu (284), Malayalam (195) 

and Kannada (159). The figures below indicate the rise/ 

fall in production of films in Digital in major Indian 

languages as compared to the year April 2013 to March 

2014. 

Language  Films 
certified in 
April 2013 to 
March 2014  

Films 
certified in 
April 2014 to 
March 2015  

Increase (+) 
Decrease(-)  

Tamil  306  297  -9  
Telugu  334  284  -50  
Malayalam  200  195  -5  
Hindi  252  297  +45  
 

Marketing a film  

When a new film is made, it has to be advertised like any 

other new product, to let people know it exists and to 

encourage them to go to the cinema to see it. The 

advertising of a film is known as film promotion or film 

marketing and the people who are responsible for this are 

the distribution company, so–called because they 

distribute (give out) the films to the cinemas and 

distribute the promotional material around the country. 

The way in which a film is promoted can have a huge effect 

on whether or not it is successful. Films are expensive to 



make and if the public do not buy tickets at the box office 

to see the film, a lot of money will be lost. 

MARKETING STRATEGIES OF HINDI FILM 
INDUSTRY  
 
Dr. Philip Kotler defines marketing as “the science and 
art of exploring, creating, and delivering value to satisfy 
the needs of a target market at a profit. Marketing 
identifies unfulfilled needs and desires. It defines 
measures and quantifies the size of the identified market 
and the profit potential.  
Gone are those days when plastering a few posters on the 

walls and hand-painted Billboard signs were the only 

means available for a film's publicity; Actors barely 

promoted their films, film-makers never ventured in-front 

of the camera and our main stream media couldn't care 

less. However the internet has shaken things up and 

revolutionized the way movie publicity is done. Films are 

today more than Art, its business. This film industry 

business is the biggest money earner in the country. In last 

couple of years film industry has changed itself into fully 

professional business industry with innovative methods to 

promote a film. Time has changed and so are the 

promotional and marketing activities of a film. Awareness 

of film and its Star Cast is important in the competitive 

industry. Almost two to three movies releasing every 

Friday, to succeed the producer or directors have to 

something different to attract the audiences. It's all about 



creating brand identity. Film marketing is nothing but how 

the filmmakers and marketers position their film in the 

mind of the audiences in order to increase the 

consumption of their film. A marketing process must 

address few factors like PEST, cultural and competition to 

fit in the market place. The timing of this process is very 

important; filmmakers have realized its importance. Film 

marketing is done at three stages namely corporate 

branding, promotions & events and traders and 

distributors. Film marketing starts at the moment the idea 

of particular film making is conceived. The target audience 

is also decided for whom the movie is made for. So 

effective planning is needed to contain all the section you 

need to address. More than 50% of all movie theatre 

tickets are bought by 9% of the population. The film's first 

two weeks does the business of around 78% in the given 

market place. The two key factors of your film Marketing 

are Positioning and Target Market: Positioning: 

"Positioning is how a product appears in relation to other 

products in the market The whole marketing and 

communication strategy of the film is depended on the 

positioning of the film. The film positions itself in the 

mind of the audience through positioning. Targeting: 

Every movie differs from other and so is the genre of the 

movie. The film cant be a hit unless the film maker knows 

it target audience. It is important for the film maker to 

know what the target audience want, what they have 



rejected in past and their habits. Target audience is 

defined by age, class, gender etc while elements like movie 

goers, race, socio-economic status, urban and rural 

audience are additional. Targeting can be done on the 

basis of: Age, Gender, Education, Religion, Ethnicity, 

Nationality and Geography.  

Planning a promotional campaign for a film  

When the distributors agree to market a new film, they will 

watch it several months before it is released into the 

cinema and plan a marketing campaign. This includes 

deciding what should go into the posters, trailers, websites 

and other material that will market the film. There are 

some important points to consider: Who will be the most 

likely to want to see this film? Anyone may decide they 

want to see the film but there are some cinemagoers who 

are more likely to want to see it than others. These people 

are called the target audience and the marketing will aim 

to make the film look attractive to these people. Many 

films are aimed at ages between 15 – 24, because statistics 

tell us that this is the group that visits the cinema most 

often. 

 Films can often be put into types such as comedy, horror, 

science fiction, and family films etc. These are known as 

genres (the French word for type). The marketing will 

show the audience that have seen this type of film before 



and if they enjoyed it they will, most likely, come to see 

this one. 

What is different about this film?  

Although a film may be similar to one we have already 

seen, each film has something different about it, 

something unique. This may be the star or the director, or 

it could be something about the story or where it is set. It 

may even involve the style of the film. This is known as the 

Unique Selling Point of the film (USP for short). For 

instance, there are many films about dinosaurs but the 

unique selling point of one might be that it is a Disney 

animation, another because it has computer-generated 

images mixed with real life. A horror story might be 

unique because of the type of creature that comes to life or 

because Bruce Willis, who does not normally act in this 

type of film, is the star. 

Identifying Genre  

Initial Impressions  

The title of a film is what first catches our attention and 

arouses our interest in a film. As such, the choice of a title 

is a crucial part of the marketing campaign and can make a 

big difference as to whether or not the film is successful at 

the box office. The title of a film, along with other aspects 

of the marketing campaign may be altered to fit the 

particular cultural requirements of the territory in which 



the film is released. What does a title need to do/be if it is 

to attract an audience for the film? What should it NOT 

do/be? Think of ten titles that you consider helped to sell 

the film to an audience.  

Genre as classification  

Genre is a means of classifying that enables us to group 

together films according to narrative and film style. 

However, within each genre we can classify further into 

sub–genres. For example, a film may fall mainly into the 

classification of science fiction but may feature a 

relationship that means a love story is a strong factor in 

the narrative. 

Narratives  

When we watch a trailer we know from experience that we 

are seeing the most exciting, funny, significant or dramatic 

parts of a film and that we must interact with these to 

create a whole story from the parts we are given. A trailer 

is designed to create a ‘want–to-see‘ reaction in an 

audience. To this end the trailer will give the audience 

some amount of information about a film in terms of 

narrative and character, but equally, will aim to raise 

questions that can only be answered by seeing the whole 

film. 

 

 



The trailer  

The trailer for a film must encourage us to want to see the 

film. A poster has a hard task – it must catch our attention 

and give us information about a film in one still image. It 

is much easier for a trailer to give us a real taste of what 

the film is like because it uses moving image, such as the 

film itself. Moving images, whatever they are, have a far 

better chance of catching our attention than something 

that is still. The trailer holds our attention because the 

images change really quickly and we must concentrate all 

the time or we may miss something. Added to this, a trailer 

uses sound to get its message across. Music, sound effects, 

speech from the film and the voice-over all join together to 

create an exciting mixture for our ears. The combination of 

sound and moving images is a very effective way of 

attracting us to see a film.  

We usually see a trailer just before we are about to see a 

film, although sometimes a short version of them appears 

in the advert breaks on television. Whether in the cinema, 

or on television, the distributors think carefully about who 

will be watching at a certain time of day/night and try to 

show a trailer which will be interesting to this type of 

audience.                                                                                                 

TEACHING TRAILERS TASKS 

•At what point in the trailer are we told the name of the 

film? Why is this? ·  



•Why are we told who is starring in the film? How is this 

information given to us? ·  

•What type of action from the film do we see? 

•What clues do the music give us as to what type of film 

the trailer is advertising? ·  

•What can you say about the voice of the person delivering 

the voice-over? Why do you think this voice was chosen? 

What effect does it have? · 

 •How does the speed of what we see compare to watching 

a clip from a film? Why is this? Does the speed alter 

through the trailer or stay the same? ·  

•What information are we given in the very last frame of 

the trailer? 

•Which is more effective in making you want to see the 

film, the poster or the trailer? Why is this? ·  

•Where would you expect to see this trailer and give your 

reasons: a) before what films at the cinema b) before what 

television programmes  

• How is the title used as a selling point, both in terms of 

the actual title itself and its position within the trailer?  

• What elements of the trailer enable you to immediately 

recognise the genre of the film? Why is it important from 



the distributor’s point of view that the trailer highlights the 

genre of the film? 

• At the beginning of each trailer we are used to seeing the 

logo(s) for the company that is distributing the film. Can 

you remember the distributor’s name for Touching the 

Void? And what are their logos?  

• The director and/or producer of a film may also play an 

important role in attracting an audience to see a film. 

Comment on the way in which the director has been 

marketed in this trailer. Find out what other films the 

director has made. How does the director’s previous films 

raise expectations for Touching the Void? 

 • Trailers - sometimes -incorporate recommendations 

from journalists in the form of quotes – in much the same 

way that posters do. What do the comments say, who has 

made them and what does this tell you about the target 

audience for the film?  

• Trailers often incorporate a voice-over and this is 

important in setting the tone for the film. Listen to the 

voice-over for the trailer for Touching the Void. What 

information is given by the voice-over? How many voices 

do we hear?  

• Write a set of guidelines for a trailer, assuming the 

person you are instructing has no knowledge of what a 

trailer actually is. 



 

 

UNIT-II 

Film promotion 

 

Film promotion is the practice of promotion specifically in 
the film industry, and usually occurs in coordination with 
the process of film distribution. Sometimes called 
the press junket or film junket, film promotion 
generally includes press releases, advertising campaigns, 
merchandising, franchising, media and interviews with the 
key people involved with the making of the film, like actors 
and directors. As with all business, it is an important part 
of any release because of the inherent high financial 
risk; film studios will invest in 
expensive marketing campaigns to maximize revenue early 
in the release cycle. Marketing budgets tend to equal about 
half the production budget. Publicity is generally handled 
by the distributor and exhibitors. 

Promotion (Marketing Strategies)  

Promotion is a powerful marketing tool, not only during 

the premier of a new product, but throughout its lifecycle. 

Producers create the end-product for the consumer, but 

they seldom market that product directly to the consumer. 

They market their story to investors and distributors. 

Distributors market to exhibitors, retailers and sub-

distributors. The theatre exhibitors, retailers, store clerks, 

and Internet strategists market to the end consumers. And 

https://en.wikipedia.org/wiki/Promotion_(marketing)
https://en.wikipedia.org/wiki/Film_industry
https://en.wikipedia.org/wiki/Film_distribution
https://en.wikipedia.org/wiki/Movie_studio
https://en.wikipedia.org/wiki/Marketing


then, to top off this complex stew, some consumers even 

market to other consumers - their family, friends and co-

workers. The promotion of a movie takes place at two 

levels: At producer level the promotion of movies is done 

at a large scale with a national or international scenario in 

consideration. The budgets at this level are very big and 

the media used are teaser on TV channels and cinema 

halls, radio, national magazines etc. The star cast of the 

movie is also associated with publicity at this level. This 

publicity is aimed at all the target audience in the country 

for creating a “buzz” about the movie. At distributor level 

the promotion is mainly for making the target audience 

aware about the theatres where the movie is playing and 

the timings of the movies. Also, this publicity tries to reach 

the audience who may not have access to cable TV or 

radio. But the scope of this is publicity is limited to the 

distributor‟s territory. The budgets allocated for such 

publicity are comprehensive but smaller than the budgets 

at producer level. The media used at this level are posters, 

hoardings, local newspapers etc. Marketing Strategies 

followed to Promote films Publicity: The strategic 

importance of publicity of any film is undoubted. It is 

oxygen for everybody who is connected in the film 

industry. It keeps you in the attention and guarantees the 

longevity of your career. An important role is played by 

both media and non-media public relations. So it always 

makes a sense for a film-maker to give media some 



'masala' news about the plot of the film, release of the 

music, clarification on controversies, celebration parties or 

location of the shoots. Partner Brands: Over the year's 

bollywood have successfully partnered with brands like 

Tag Huer, Rolex, McDonalds, Maybelline, Exide battery, 

Coca Cola, Pepsi, Hutch, Bournvita, Zandu, Ultratech 

cement, Nikon and so on. For e.g. Salman khan partner 

brand Being Human. Content of the movie: Most modern 

films that are high in style and locations but low in content 

fail to click at the box office. The movie-goer however 

motivated is no fool and can see through the content of the 

movie within the first 15 minutes of the movie. Star Cast: 

Making a film is all about team work. It consists of actors, 

crew members, technicians and artistes who contribute 

their skills and reputation to create a brand value for the 

film. Timing of the movie to be launched: As such there is 

no rule that films have to be released on Friday. Some 

films have released on different days but the general 

reason behind Friday, It is the last working day giving the 

audiences to spend rest two days in recreational activities. 

Watching a movie is one of them. Another reason for 

timing a movie release is people don't come to theatres if 

there are exams or festivals or world cup event. Producers 

are careful to strategize the release of the DVDs at such a 

time, that it doesn't interfere with the theatrical release of 

the movie as it is the main source of revenue. For ex. 

upcoming movies Raees and Kaabil are releasing on same 



date. If it happens it will affect the collection of both 

movies. 

Techniques 

In theaters 

• Trailers are a mainstay of film promotion, because they 
are delivered directly to movie-goers. They screen in 
theatres before movie showings. Generally they tell the 
story of the movie in a highly condensed fashion 
compressing maximum appeal into two and half 
minutes. 

• Film posters 

• Slideshows - stills, trivia, and trivia games from the film, 
shown between movie showtimes. 

• Standees (freestanding paperboard life-size images of 
figures from the film) 

• Cardboard 3D displays, sometimes producing sound[2] 

 

Television and radio 

• Hollywood movie distributors spend about $4 billion a 
year to buy paid advertising (30-second TV 
commercials, newspaper ads, etc.) and over half that 
total is placed on broadcast and cable TV, which are the 
main vehicles for advertising movies to audiences. TV is 
effective because it is an audio-visual medium – like 
film – and can deliver a vast audience quickly, which is 
crucial because films typically don’t linger in theaters 
more than 4–6 weeks, according to Marketing to 
Moviegoers: Second Editio. 

https://en.wikipedia.org/wiki/Film_trailer
https://en.wikipedia.org/wiki/Film_poster
https://en.wikipedia.org/wiki/Slideshow
https://en.wikipedia.org/wiki/Standee
https://en.wikipedia.org/wiki/Film_promotion


• Product placement: paid active or passive insertion (as 
on-set posters, and action figures) of film brand in 
drama or sitcom shows, or as passing mentions in 
dialogue.  

• Extended placement: full episodes of television 
talkshows (Oprah), entertainment news programs (ET), 
or network news programs (20/20), devoted to 
compensated exposure of the film, stars, clips, director, 
etc. 

• In addition, interviews with actors and directors 
which are filmed en masse at a hotel with local and 
national entertainment reporters which are featured 
on local news shows, programs on cable networks, 
and series such as Byron Allen's series of 
entertainment series like Entertainment Studios. 

• Production and paid broadcast of behind-the-scenes 
documentary-style shows, the type of which are mainly 
produced for HBO, Showtime, and Starz 

• Advance trailers, longer previews, or behind-the-scenes 
footage on rental videos and DVDs 

Internet 

• Virtual relationship hyperlink marketing, wherein a 
major search engine (like Yahoo's main page) offers 
articles seemingly presenting interesting news related 
items, but which are actually back-end loaded with a 
links page containing multiple "mental references" to 
film characters, storylines or products. Example: Bond, 
Transformers, etc..., are connected to scientific 
invention news stories about advanced weaponry or 
robotics discoveries, which quickly leads the reader to 

https://en.wikipedia.org/wiki/Action_figure
https://en.wikipedia.org/wiki/The_Oprah_Winfrey_Show
https://en.wikipedia.org/wiki/Entertainment_Tonight
https://en.wikipedia.org/wiki/20/20_(US_television_show)
https://en.wikipedia.org/wiki/Local_news
https://en.wikipedia.org/wiki/Byron_Allen
https://en.wikipedia.org/wiki/Entertainment_Studios
https://en.wikipedia.org/wiki/Making-of
https://en.wikipedia.org/wiki/Making-of
https://en.wikipedia.org/wiki/HBO
https://en.wikipedia.org/wiki/Showtime_(TV_network)


pages loaded with the latest 007 or Megatron movie clip 
or art director's fantastical ideas and designs, thus 
hooking readers with a "bait and switch" story. 

• Creation of standalone studio-sponsored per-film 
websites such as "example-the-movie.com". 

• Online digital film screeners: These digital film 
screeners have the benefit of letting you send individual 
copies of your film or a promo to the press, sales agents, 
distributors etc. Using them its simple to send 
individually controlled copies of your film to various 
recipients with different expiry dates. Along with the 
security of individual expiry dates, you can see reports 
of who viewed your film and track their viewing of the 
film. 

• Viral marketing: free distribution of trailers on movie-
oriented websites and video user-generated-content 
websites, and rapid dissemination of links to this 
content by email and blogs. Includes alleged leakage of 
supposed "rushes" and "early trailers" of film 
scenes. Sometimes, the efforts go further such as in the 
lead time to the successful premiere of the film, The 
Muppets which was preceded by several original film 
shorts on YouTube over a number of years while the 
film was in production. 

• Creation of Internet Marketing campaign using Paid 
Advertisement and Social Media Marketing 

Print 

• Paid advertisement in newspapers, magazines, and 
inserts in books. 

https://en.wikipedia.org/wiki/Viral_marketing
https://en.wikipedia.org/wiki/Website
https://en.wikipedia.org/wiki/The_Muppets_(film)
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• Cross-promotion of original book or novelization, 
including special printings, or new cover jackets ("Now 
a major motion picture.") 

• Comic special editions or special episodes 

 

Promotional tours and interviews 

Film actors, directors, and producers appear for television, 
cable, radio, print, and online media interviews, which can 
be conducted in person or remotely. During film 
production, these can take place on set. After the film's 
premiere, key personnel make appearances in major 
market cities or participate remotely via satellite video 
conference or telephone. The purpose of interviews is to 
encourage journalists to publish stories about their 
"exclusive interviews" with the film's stars, thereby 
creating "marketing buzz" around the film and stimulating 
audience interest in watching the film. 

When it comes to feature films picked up by a major film 
studio for international distribution, promotional tours are 
notoriously grueling. Key cast and crew are often 
contracted to travel to several major cities around the 
world to promote the film and sit for dozens of interviews. 
In every interview they are supposed to stay "on message" 
by energetically expressing their enthusiasm for the film in 
a way that appears candid, fun, and fresh, even though it 
may be their fifth or sixth interview that day. They are 
expected to disclose just enough juicy "behind-the-scenes" 
information about the filmmaking process or the 
filmmakers' artistic vision to make each journalist feel like 
he or she got a nice scoop, while at the same time tactfully 
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avoiding disclosure of anything truly negative or 
embarrassing. 

Audience research 

There are seven distinct types of research conducted by 
film distributors in connection with domestic theatrical 
releases, according to "Marketing to Moviegoers: Second 
Edition." Such audience research can cost $1 million per 
film, especially when scores of TV advertisements are 
tested and re-tested. The bulk of research is done by major 
studios for the roughly 170 major releases they mount each 
year that are supported by tens of millions of advertising 
buys for each film. Independent film distributors, which 
typically spend less than $10 million in media buys per 
film, don’t have the budget or breadth of advertising 
materials to analyze, so they spend little or nothing on pre-
release audience research. When audience research is 
conducted for domestic theatrical release, it involves these 
areas: 

• Positioning studies versus other films that will premiere 
at the same time. 

• Test screenings of finished or nearly finished films; this 
is the most well known. 

• Testing of audience response to advertising materials. 

• Tracking surveys of audience awareness of a film 
starting six weeks before premiere. 

• Exit surveys questioning film goers about their 
demographic makeup and effectiveness of marketing. 

• Title testing in an early stage. 



• Concept testing that would occur in development phase 
of a film before it is produced. 

Marketing can play a big role in whether or not a film gets 
the green light. Audience research is a strong factor in 
determining the ability of a film to sell in theaters, which is 
ultimately how films make their money. As part of a 
movie's Marketing strategy, audience research comes into 
account as producers create promotional materials. These 
promotional materials consistently change and evolve as a 
direct consequence of audience research up until the film 
opens in theaters. 
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UNIT-III 

 

Film distribution 

Film distribution is the process of making a movie 
available for viewing by an audience. This is normally the 
task of a professional film distributor, who would 
determine the marketing strategy for the film, the media 
by which a film is to be exhibited or made available for 
viewing, and who may set the release date and other 
matters. The film may be exhibited directly to the public 
either through a movie theater or television, or personal 
home viewing (including VHS, video-on-
demand, download, televisionprograms through broadcast 
syndication). For commercial projects, film distribution is 
usually accompanied by film promotion. 

When a film is initially produced, a feature film is often 
shown to audiences in a movie theater. Typically, one film 
is the featured presentation (or feature film). Before the 
1970s, there were "double features"; typically, a high-
quality "A picture" rented by an independent theater for a 
lump sum, and a lower-quality "B picture" rented for a 
percentage of the gross receipts. Today, the bulk of the 
material shown before the feature film consists of previews 
for upcoming movies (also known as trailers) and paid 
advertisements. 
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IMPLEMENTATION OF THE MARKETING MIX IN 
HINDI FILMS  

The origins of the four Ps can be traced to the late 1940s. 
The first known mention of a mix has been attributed to a 
Professor of Marketing at Harvard University, Prof. James 
Culliton. Now 4 Ps (Product, Price, Place and Promotion) 
has transferred into 7 Ps. Two more relevant areas have 
been added to marketing mix, Process and Physical 
evidence. The 7Ps which plays a crucial role in building 
marketing strategies for a film: 

Produ
ct  

 

Place  Price  Prom
otion  

Peopl
e  

Proces
s  

Physic
al 
Evide
nce  

Product  

Product is an article or substance that has been 
manufactured and refined for sale. In this case a film is a 
product. This product has major components. If we take 
Hindi film industry into consideration, it'll be safe to call it 
a highly competitive zone. For the producers, movie 
making is like a business, where they are selling their 
product, ie the Film. So in order to make that product 
successful on box office, their aim would be to get 
maximum visibility for their product. There are many ways 
to define success of a film: whether the film was profitable 
(i.e. made a greater than say, return on investment), 
awards (Oscars, IIFAA, Filmfare, Dadasaheb Phalke 
Award, National Film Awards), critics reviews and to what 
extent film influenced the audience. Every movie has its 



own target audience. There are many factors on the basis 
of which the audience chooses to watch a particular film. 
They could be ranging from the talent (film stars), genre 
(comedy, drama, action, thriller, romance), storyline, 
music and the presentation of a movie. For example, the 
films NH 10 and Pink were slightly more popular among 
young girls, teenagers and women (Aged 15-35 years). 
According to the oxford dictionary a film is defined as a 
story or event recorded by a camera as a set of moving 
images and shown in a cinema or on television.  

Place  

After making a product which is worth selling, comes the 
time to find a "place" where this product will be sold. In 
this case a place can be anything ranging from cinema 
halls, multiplexes, broadcast media centers like radio and 
television, homes, internet, mobile phones (caller tunes, 
my song), games and news. Distribution takes place 
through theatres, rental stores; sell-through stores, 
catalogues, non-theatrical groups, the Internet, cell phones 
etc. In film industry more revenue comes from box office 
so it is very important to analyze the situation of 
Multiplexes and single theater screens of India. Indian 
film industry is among the top three film industries of the 
world. A developed market like the United States has 
almost 40,000 multiplex screens. In a developing market 
like China, there are 20,000. "In contrast, India has hardly 
2,050 multiplex screens. China had about 9,000 screens in 
2011 when the government decided to push investment 
into building screens. By 2014, China had over 24,000 
screens and its box office revenues - 90 per cent of all 
revenues - had more than doubled to $4.8 billion. It is now 



the world's second largest film market after United States. 
The speed of screen growth should be increased. A jump of 
10,000 screens will mean more than doubling of revenues 
and a more equitable distribution of money, especially 
among different genres instead of just Hindi, English, 
Telugu and Tamil.  

Price  

Price is the value that is put to a product or service and is 
the result of a complex set of calculations, research and 
understanding and risk taking ability. A pricing strategy 
takes into account segments, ability to pay, market 
conditions, competitor actions, trade margins and input 
costs, amongst others. It is targeted at the defined 
customers and against competitors. There are several 
pricing strategies: Premium pricing, Penetration pricing, 
skimming strategy. At first glance, pricing in the movie 
industry seems very standardized. At any multiplex is 
cinema hall, a movie ticket costs the same for all movies, 
doesn‟t it? But if we look into the broader definition of the 
movie product just defined, then the prices fluctuate 
widely. A distribution contract can be structured in many 
ways that result in very different returns for the producer, 
the key creative talent, and even the distributor. Elements 
that are negotiated include: Theatrical release schedules, 
Territories and market segments, Revenue splits, 
percentages and order of payment, Promotional budgets. 
Apart from these pre consumer stage pricing differences, 
we see a wide range of pricing structures such as theatrical 
tickets, group 4-wall rentals, title rentals, title sales, 
special releases, subscription services, festivals, 
downloads, delayed broadcasts, pay-per-view, licenses, 



bundled deals, cable channels and now we have movies 
and games on cell phones. Scriptwriters sell to producers. 
Producers sell to investors and distributors. Distributors 
sell to exhibitors and chain stores and Internet dealers. 
Retail stores sell to communities (groups) and individuals 
and families. Families "sell" to friends and more family. 
Even word of mouth has a price. Multiplexes are the core 
of malls. The difference in average ticket price between a 
multiplex within and outside of a mall is 10-15 per cent. 
The advent of the multiplex audience has definitely 
resulted in revenue hike for the producers, but it is 
important to realize that single screen movie halls are still 
in a majority and as compared to multiplexes. Tickets are 
priced keeping in mind the average Indian. There had 
been more than ten films that did box-office collections of 
Rs 100 crore and above in 2015-16. Aamir Khan's dangal 
which broke all records in terms of revenue. The 
worldwide box office collection of top five Hindi Films 
ever: 

Dangal  630 Cr +(Still Counting)  
PK  735 Cr  
BajrangiBhaijaan  604 Cr  
Sultan  584 Cr  
Dhoom 3  529 Cr  

 

 

The spending capacity of people has increased in the last 
few years. According to the PWC report, the Indian film 
industry is to grow by 11.5% in the next five years, reaching 
184.7 billion in 2018 from 107 billion in 2008.  



History 

The identity of the first theater designed specifically for 
cinema is a matter of debate; candidates include Tally's 
Electric Theatre, established 1902 in Los Angeles,and 
Pittsburgh's Nickelodeon, established 1905. Thousands of 
such theaters were built or converted from existing 
facilities within a few years.In the United States, these 
theaters came to be known as nickelodeons, because 
admission typically cost a nickel (five cents). 

Historically, all mass-marketed feature films were made to 
be shown in movie theaters. The development 
of television has allowed films to be broadcast to larger 
audiences, usually after the film is no longer being shown 
in theaters. In 1971  became the first magnetic format in 
which movies could be enjoyed in institutions outside the 
theatre. Later that year, the 
first cartrivision videocassettes of movies became available 
to consumers to watch in their own homes. Recording 
technology has since enabled consumers to rent or buy 
copies of films on VHS or DVD (and the older formats 
of laserdisc, VCD and SelectaVision – see also videodisc), 
and Internet downloads may be available and are revenue 
sources for film production companies. Some films may be 
made specifically for non-theatrical formats, being 
released as a "television movie" or "direct-to-video" movie. 
The production values on these films are often considered 
to be of inferior quality compared to theatrical releases in 
similar genres; some films that are rejected by their 
own movie studios upon completion may be distributed 
through these markets. 
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The movie theater pays an average of about 50-55% of its 
ticket sales to the movie studio, as film rental fees. The 
actual percentage starts with a number higher than that, 
and decreases as the duration of a film's showing 
continues, as an incentive to theaters to keep movies in the 
theater longer. However, today's barrage of highly 
marketed movies ensures that most movies are shown in 
first-run theaters for less than 8 weeks. There are a few 
movies every year that defy this rule, often limited-release 
movies that start in only a few theaters and actually grow 
their theater count through good word-of-mouth and 
reviews. According to a 2000 study by ABN AMRO, about 
26% of Hollywood movie studios' worldwide income came 
from box office ticket sales; 46% came from VHS and DVD 
sales to consumers; and 28% came from television 
(broadcast, cable, and pay-per-view). 

Film release 

Avg. number of movies watched in cinemas in 
2013 per person per year 

Rank Country 
Number of movies 
viewed 

1  South Korea 4.12 

2  United States 3.88 

3  Australia 3.75 

4  France 3.44 
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Pre-studio era 

Prior to the decline of the Motion Picture Patents 
Company (Edison Trust) in 1915, there were two main 
forms of film distribution: State's Rights and Road Show. 

Under the state's rights system, films were sold on a 
local, territorial basis. The local salesperson would then 
play the film as often as they desired in an attempt to make 
as much profit as possible. Film copyright holders would 
sell rights of a movie directly to the theater or franchise 
salesperson, typically on a foot-by-foot basis for 10 cents a 
foot. Absent major studios or national theater franchises, 
this system was generally the best way to ensure national 
release of a film, particularly for shorter films. However, in 
terms of profitability, the state's rights system wasn't the 
most effective way to screen feature-length films since the 
film's producers only made money on the initial sale of 
each film copy. 

This method also made it possible to screen films of 
various genre which may be illegal in one state but legal in 
another.  

With the road show system, the producer would enter 
into an agreement with each theater, with priority given to 
large-seating and famous theaters. Money would be made 
via ticket sales. A movie's showing would be limited to 
drive up demand and to help create a sense of 
prestige. Although this method helped increase film 
earnings for the producer, given its nature, a movie's 
release would only be at the regional level. Some of the 
first road show films were the Italian film Cabiria (1914) 
and the American The Birth of a Nation (1915).  
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Standard release 

The standard release routine for a movie is called "release 
windows". The release windows system was first conceived 
in the early 1980s, on the brink of the VHS home 
entertainment market, as a strategy to keep different 
instances of a movie from competing with each 
other, allowing the movie to take advantage of different 
markets (cinema, home video, TV, etc.) at different times. 

In the standard process, a movie is first released 
through movie theaters (theatrical window), then, after 
approximately 16 and one-half weeks, it is released 
to VHS and VODservices (entering its video window). 
After an additional number of months, it is usually 
released to Pay TV, and approximately two years after its 
theatrical release date, it is made available for free-to-
air TV. 

Simultaneous release 

A simultaneous release takes place when a movie is made 
available on many media (cinema, DVD, internet...) at the 
same time or with very little difference in timing. 

Simultaneous releases offer great advantages to both 
consumers, who can choose the medium that most suits 
their needs, and production studios that only have to run 
one marketing for all releases. The flip side, though, is that 
such distribution efforts are often regarded as 
experimental and thus do not receive substantial 
investment or promotion. 

In the course of the years simultaneous release approaches 
have gained both praise, with Mark Cuban claiming 
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movies should simultaneously be made available on all 
media allowing viewers to choose whether to see it at 
home or at the theater, and disapproval, with 
director  claiming it could potentially destroy the "magic" 
of moviegoing.  

Cinema owners can be affected seriously in case they have 
to share their opportunity window, specially at the 
beginning of the movie lifecycle, since, according to 
Disney, about 95% of all box office tickets for a film are 
sold within the first six weeks after initial distribution. 

Straight-to-video release 

A straight to video (or straight-to-DVD or straight-to-Blu-
ray depending on the media upon which the movie is made 
available) release occurs when a movie is released on home 
video formats (such as VHS, DVD, etc.) without being 
released in theaters first, thereby not taking into 
consideration the "theatrical window". 

As a result of strong DVD sales, Direct-to-video releases 
also achieved higher success and have become a profitable 
market lately, especially for independent moviemakers 
and companies.  

Internet release 

Internet research is still new when it comes to the film 
distribution platform. The volume of downloaded movies 
is difficult to find but none compares to the even more 
problematical discovery of their origin.[18] 
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Shrinking of the theatrical window 

While originally conceived for a six months duration, the 
theatrical window has today been reduced to little more 
than four months. Major movie studios have reportedly 
been pushing to shrink the duration of the theatrical 
window in an attempt to make up for the substantial losses 
in the DVD market they've been suffering from since the 
2004 sales peak. 

 These attempts have encountered the firm opposition 
of theater owners, whose profits depend solely upon 
attendance and therefore benefit from keeping the movie 
available on their screens. 

In early 2010, Disney announced it would be putting out 
the DVD and Blu-ray versions of Tim Burton's Alice in 
Wonderland 14 weeks after the movie's release date 
(instead of the usual 17) in order to avoid competition 
from the 2010 World Cup. In response to such statements, 
theater owners made threats not to show the movie on 
their screens, but later reconsidered their position before 
the movie was released.  

Other strategies are also being deployed in order to make 
up for slow DVD sales. Most major studios have 
considered making movies available to VOD services 
shortly after their theatrical release for a premium 
price. In July 2010 Netflix secured a deal with Relativity 
Media in which the latter agreed to distribute a number of 
major movies to the aforementioned VOD service 
before Pay TV.  

Producers of relatively smaller-budget movies are also 
utilizing new release strategies. In 2009, the movie The 
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House of the Devil premiered on VOD systems on October 
1, and received a limited theatrical release one month 
later. In August 2010, it was announced that the 
movie Freakonomics would be released on video on 
demand on September 3, one month before its theatrical 
release. The British sci-fi movie Monsters has also 
undergone the same release timetable. 
After Netflix bought the worldwide distribution rights 
to Beasts of No Nation, the film was simultaneously 
released theatrically and online through its subscription 
video-on-demand (SVOD) service on October 16, 2015.  
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UNIT-IV 
 

 Film marketing strategies 

Film Marketing has turned out to be more logical and 
innovative, discovers campaign. One can discover its 
nearness over all mediums, be it TV, outdoor, print, 
Internet, shopping center enactment, cinema activation 
and even in the notices of different brands. Film marketing 
has advanced and is turning out to be more imaginative 
and logical in its approach. 

Film marketing it is a next enormous thing gone one are 
those occasions when handbills, posters, divider 
compositions, and hand painted board signs were the most 
unmistakable courses for showcasing a film. Film 
characters never advanced their movies, producers never 
contributed a lot of cash to achieve their item to the target 
audience and even print media scarcely made buildup. Be 
that as it may, today’s film industry shows a totally 
extraordinary situation. 

“Film promotion is the practice of promotion specifically 
in the film industry, and usually occurs in coordination 
with the process of film distribution. Sometimes called the 
press junket or film junket, film promotion generally 
includes press releases, advertising campaigns, 
merchandising, franchising, media, and interviews with 
the key people involved with the making of the film, like 
actors and directors.” 

This is one of the primary inquiries for film marketers at 
whatever point they plan a training session. 



Whenever time and energy are constrained, the exact 
opposite thing you need to do is consider your film 
marketing strategies. They all need to take care of a 
noteworthy film marketing issue. What’s more, this is an 
issue numerous filmmakers don’t understand they have. 
Along these lines, here give a successful film 
marketing strategies particularly how to source and 
connect an audience. 

Do Something Remarkable 

Seth Godin, one of the brightest personalities in the 
marketing world, summed it up impeccably when he said: 
“by definition, remarkable things get remarked upon”. you 
can believe that informal exchange is the most powerful 
type of marketing. In the event that you need to use viral 
marketing of any sorts, you should start by accomplishing 
something worth discussing. 

Know Your Prospective Audience and Define Your 
Movie’s Target Audience 

While there are no firm guidelines in the overcome new 
universe of nonmainstream filmmaking, without retail 
DVD dispersion, your most essential goal is to search out 
your audience for both your ebb and flow extend and 
you’re filmmaking profession. To numerous, this sort of 
audience engagement speaks to an outlook change. Here is 
the thing that we will examine in week three: 

• Find where your fans assemble, both on the online and 
offline. 

• Make as the rundown of mainstream productions that take 
into account your fans. 
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Is there an audience that as of now exists for your film? 
Where does your audience assemble on the web? We will 
give you a few tips on the most proficient method to 
characterize your market. 

• Make a rundown of 5 perfect film fan classes for your title. 

• Make sense of why these fans ought to watch your film. 

Be Smart With Press Junkets 

Press Junkets are one of the motion picture industry’s 
most powerful reputation strategies. Basically, these 
occasions fly the same number of key writers, critics, and 
correspondence to an area where, through the span of a 
couple days, the press can lead interviews with the greater 
part of the principle performers and directors from the 
film. 

Be smart with who you welcome to your press junket. Try 
not to restrict yourself to writers they’re not by any means 
the only individuals who can make the buzz around your 
film. While the primary journalists and pundits will be key, 
you may likewise need to try different things with 
welcoming compelling bloggers and fans to the event. One 
strategy might be to run a ‘small scale press junket’ in the 
greater part of the real urban areas that you’re wanting to 
dispatch in. This will open up the immense potential to 
run a social media competition for various fans in every 
city to go to their nearby press occasion and meet the cast. 

Involve your audience in the making of the film 

Involving your group of the audience really taking shape of 
or film promotion strategy of the film is a phenomenal 
approach to get some resolute early fans. There are 



incalculable approaches to doing this, from running an 
opposition to be included as an additional to group 
financing your film or TV show using a stage like 
Kickstarter, where individuals are compensated with select 
presents for helping to fund the making of the film. 

Make Perfect Trailers 

Trailers are another fundamental piece of the film 
marketing strategies. Most likely an ideal path is to make a 
Youtube channel and utilize the Youtube link on all 
your other social media platforms. Get a sweet energized 
logo and choose what bring down thirds you will utilize 
and presto. 

Search Engine Optimization For Your Movie 

Since you don’t have a multi-gazillion dollar film 
marketing budget like the huge Hollywood studios, you 
will concentrate on the web. You will likely execute cheap 
showcasing procedures so you can drive focused on 
movement to your website. 

“Search engine marketing and search engine 
optimization are critically important to online businesses. 
You can spend every penny you have on a website, but it 
will all be for nothing if nobody knows your site is there”. 
– Marc Ostrofsky.  

There are many strategies to do this, however, a standout 
amongst the best methods for drawing in movement is by 
making helpful content, aimed at your target audience. 
You can follow the search engine optimization for your 
film marketing and you will finish the following errands: 

• Lead keyword looks into significant to your audience. 
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• Actualize your movie website, with the Search engine 
optimization neighborly system. 

• Characterize your content strategy, in light of keyword 
research. 

Track everything 

In film marketing and film promotion, it is exceptionally 
normal for everyone required in a project to show a 
gazillion thoughts on best advertising homes. In any case, 
truly, the main great promoting thought is the one that 
works. What’s more, the main way you know whether your 
technique is working is the point at which you test it. 

In your fourth week, you will set up tools so you can 
comprehend client conduct: 

• Add tracking tools to your film marketing company. 

• Alter your website to impact client movement. 

Create Relevant Content 

With regards to film marketing, making significant content 
is fundamental for pulling in guests to your film marketing 
company. It is now when most movie producers begin to 
feel overpowered, supposing they have to concentrate on 
breaking out a gazillion blog articles. 

While writing keyword particular, pertinent content is a 
valuable approach to pull in guests, writing is not by any 
means the only approach to make content. Web content 
can be made and conveyed as audio, video as well as text. 
Since each planned watcher has favored methodology, You 
will concentrate on satisfying the accompanying targets: 



• You will make and layout a content procedure in light of 
film, story, classification particular keywords. 

• At that point, you will make sense of the timetable for how 
much of the time you will convey the content. 

Film marketing and TV shows is not a simple task. On the 
off chance that you need to emerge from the group, 
accomplish something remarkable, be aggressive with your 
marketing objectives, work with specialists, and don’t trust 
the myth that you require a huge spending plan to 
accomplish a successful result. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



UNIT-V 

MARKETING TOOLS OF HINDI FILM INDUSTRY  

There are so many options for marketing that marketers 
are confused over it. There are many boulevards for 
marketing in India. Many marketing tools are used for 
single film in the industry. Let's look at the most used 
platforms to attract audiences at the theatres. In the past 
the marketing campaigns were usually done by billboards 
designed to fit in magazines, newspapers ads, integrated 
into television ads and the same in theater trailers. Over 
the years the style of Hindi film industry has changed so is 
its campaigning style the conventional marketing through 
billboards, print ads, TV ads and trailers have changed 
their approach. In today's scenario film campaigning is 
more targeted at various online demographics that suits 
the audiences' demands and is more specific. Print 
Advertisements: In contemporary India advertisements 
play many roles. Print advertisement are the most used 
and old techniques to reach the audiences. Full page ads 
and half page ads in a newspaper like Times of India, 
Dainik Bhaskar, Rajasthan patrika etc were regular norms 
till date. These ads are now shifting towards internet 
which has photographs usually taken during the shoots. To 
make the ad more effective and increase its credibility 
quotes from critics are added to the advertisements. 
Television Appearances: It was started just as an 
experiment by Yash Raj but this idea seems to be accepted 
by all in the industry to promote their respective films. 
Currently this medium is taken by film makers very 
seriously. Before it was reality shows on TV and now it is 
serials. Indian film industry has found their new mantra to 



publicize their upcoming movies. Both big and small TV 
stars benefit from this new arrangement as this is the best 
medium to connect with the audience. Ranveer singh 
appeared on Bigg boss along with his co actor vani kapoor 
to promote his film befikre. Star cast of movie often go to 
The Kapil Sharma show to promote their movie. Theatre 
Trailers/Promos: Theatre trailers have major impact on 
the minds of the audiences regarding the film as it make 
first impression for the film, so it is to be crafted properly. 
Trailers have maximum impact on the audiences and are a 
cost effective marketing technique. The combination of 
sound and images is very effective way to pull the 
audiences to see the film. Word of Mouth: As the film 
release date approaches the distributors start marketing 
films through print media such as newspapers, magazines 
etc. But nowadays film marketers have focused on Word of 
Mouth for those who don't read newspapers and 
magazines that include children, parents, teens and young 
adults who are more attached to their mobiles. Internet: 
The internet is increasingly emerging as a profitable 
medium to create hype and promote new film. There are 
approximately 30-40 million internet users in India today. 
Internet as a medium to promote a film is a viable option 
as it offers a wide platform of activities like reviews, 
trailers, bulletin boards, email, and blog for marketing 
movies which in turn creates a buzz about the film. 
Industry experts believe that the cost effectiveness of the 
online medium is one of the reasons for its popularity. An 
online campaign on the other hand costs only one-tenth of 
the amount a producer will spend advertising the film in 
the print medium. A survey conducted by the Internet & 



Mobile Association of India (IAMAI) says that close to 
90% internet users surf the net for movie related 
information and 42% of the surfers use the net for this 
purpose more than once a week. The survey also found 
that 54% of the net users watched at least one movie per 
month. Be it social media marketing, you tube, twitter etc. 
Internet industry might have a higher growth rate than 
expected with an increase in modern technologies like 4G 
and Broadband. Neilson Market Research Company based 
on their research (2007) states that online advertising and 
the trust factor among the Indians is as below:- Word of 
Mouth: 87% users believed, News Paper: 77%, Online 
opinions: 73%, Opinions on Brand Websites: 72%, TV ads: 
63%. OOH Medium: Out of Home medium is also an 
unconventional medium of marketing which has grown 
enormously and it is expected to grow over 2000 crores in 
the next five years. OOH refers to digital signboards, mall 
kiosks, billboards and signage's which are emerging 
popularly in the metro and small cities of India. Posters: 
Generally people spend only 5 sec watching a poster so it 
has to grab attention of the audiences. It is a powerful tool 
of communication. Although handmade posters are now a 
dying art flourished in Mumbai and Madras. Handmade 
posters are now replaced by digitally printed posters. A 
powerful poster can be adapted on to buses, billboards, 
cars etc. Posters can be used months before the release of 
the film, creating interest in the movie. Radio: According 
to the Ministry of Information and Broadcasting, Govt. of 
India., there were approximately 132 lakh listeners of FM 
radio in the major metropolitan cities across India. Tie-ups 
with radio channels for marketing films are becoming 



increasingly common. Common promotional activities 
include on-air contests, interviews with film stars and 
music composers, shelling out complementary movie 
tickets, an option to meet the stars in person, music and 
movie premiere coverage, etc.  

Mobile phones: India is the fastest growing market in the 
mobile world. The dramatic evolution of communications 
technology, from download speeds and battery life to 
compact form factors, screen sizes and resolution, as well 
as memory enhancements, means mobile devices are now 
capable of delivering a compelling, high quality and 
uniquely personal viewing experience.. Teasers: In the 
world of entertainment branding and promotion, where 
promos and trailers create viewer perceptions, teasers play 
a very vital role when it comes to films and their 
marketing. A teaser is all about illusion and aura. It is 
about creating that „glimpse of mystery‟ about the film 
just before its theatrical release that will eventually attract 
more audiences to the theatre with a motive to demystify 
the perception created. A teaser for a film is essentially 
created to drive in the maximum number of viewers to the 
theatre in the first week of the film‟s release. This is 
because post week one, the fate of the film at the box office 
completely depends upon its content. Co-branding and 
Merchandising: Co-branding is an arrangement that 
associates a single product or service with more than one 
brand name, or otherwise associates a product with 
someone other than the principal producer. The typical co-
branding agreement involves two or more companies 
acting in cooperation to associate any of various logos, 
color schemes, or brand identifiers to a specific product 



that is contractually designated for this purpose. Music: 
One of the most popular Indian music forms is the film 
songs. Hindi film industry, popularly known as Bollywood, 
along with Indian regional film industries, produces 
thousands of films a year, most of which are musicals and 
feature elaborate song and dance numbers. Music and 
Hindi film have an umbilical connection to each other. The 
impact of music on film's success is notable. Songs and 
tunes are launched on the website to promote the film 
apart from the official launching of the music of the film. 
YouTube and Face book are used to launch music videos 
and songs even before the original version of the movie is 
out in the market to increase interest and awareness of the 
film. 

New Media Marketing  

Traditional Marketing – Social Media Strategy Is 

The Key To Finding Grassroots Support For Your 

Film Project 

With the development of social media film marketing, 
advertisers are finding better approaches to creating 
positive buzz about their film projects. Be it social media 
for movie marketing promote like youtube, twitter and so 
on. Individuals peruse through the websites for film 
surveys and promotions it is changing their recognition for 
the film. 

• You will probably actualize a social media strategy that 
empowers informal. 



• Draw in with potential users through social networking 
channels. 

• Execute a visitor posting strategy on a few online blogs. 

It’s a well-known fact that success on social media film 
marketing can prompt to achievement in the movies, 
however social media can here and there feel unnatural 
and foreign. Social media marketing is more than simply 
making a Facebook page, posting images and seeking after 
a taking after. Set aside the opportunity to build up a social 
media strategy and see it through. Look at these 7 film 
marketing ideas for social media film marketing success. 

• Employ a Graphic Designer. 

• Look at Relevant Communities. 

• Remain Consistent. 

• Go up against Set Pictures. 

• Boost Your Followers. 

• Converse with Other Filmmakers. 

• Make its collaborative efforts. 

The traditional way and easily you need better results of 
your film just join and use eetti social media for movie 
marketing company. Nowadays it takes the part of 
filmmakers. So, the eetti provide a best social media 
services for films and TV shows. 

The social media for movie marketing is very easy as well 
as cost effective marketing methods. The eetti social media 
marketing will successfully promote your film in online. It 
offers best movie marketing services like online PR, deals 

http://eetti.com/blog/2017/02/04/new-ways-reach-customers-social-media/


and celebration procedure and web-based sales strategies, 
direct distribution and crowdfunding. 

The Best Film Marketing Ideas For Every 

Filmmaker Should Know 

• Great marketing strategy guarantees a good opening end 
of the week for the film. 

• Additional social media for movie marketing activities are 
conceivable if the star of the film is included like radio 
challenge, specials, reconciliation and online chat. 

• There are not very many filmmakers and studios which 
comprehend the advanced medium well yet most concur 
that the medium should be utilized legitimately. 

• Hollywood films need to develop film marketing ideas 
particularly for India and not adjust the global ones. 

Film marketers have a test to do out-of-box-speculation to 
advance their films every single time. The Internet has 
helped marketers to advance movies adequately. This 
contrasts for more audience as they have less access to the 
web while NRI has better access to it. Aside from the 
Bollywood, Chinawood and Nollywood alongside the 
Hollywood are eating the pie of Bollywood. Hollywood is 
still the significant competitor at the universal field. 

Finishing up this article the creator would state that there 
are nobody dimensional ways as to which medium ought 
to be sent for film marketing. Achievement of the film 
can’t be ensured in this disorderly industry. The impacts of 
advanced age in film promotion, dissemination and 



presentation and offbeat media like TV, the Internet, and 
Mobile gadgets is obscure. The main thought of successful 
film marketing strategies is obviously demonstrated 
here “Consumer is the King of Social Media Promotion.” 
CHALLENGES OF HINDI FILM INDUSTRY The film 
industry in India produces over 1,000 movies a year. Four 
billion theatre tickets are sold annually. The only problem 
lies in the exhibition space. We have only nine screens per 
million citizens, while China has 25. The other markets 
simply watch pirated versions killing potential revenues. 
However one of the biggest challenges that our industry is 
facing is Piracy. According to industry sources piracy is a 
20 billion market and its share of the total video market is 
increasing day by day. Content of movie is also important 
factor to consider. Lack of good content in Hindi film 
industry is always has been challenging for producers. 
Availability of Internet and lack of internet speed in rural 
areas is still vivid issues to be treated. However, the piracy 
industry has created such havoc in the film market, that 
the producers are incurring huge losses. In order to curb 
this nuisance, the producers have come up with cheaply 
priced DVDs so that the rising phenomenon doesn't 
become unsolvable. Licensing, uneven entertainment tax 
(a state subject) and other issues remain critical. 
SOLUTION  
There should be more screens to increase the profit of the 
films. More screens can improve the spread of revenues. 
According to a Rentrak report, Mumbai, Delhi and Uttar 
Pradesh account for over 60 per cent of the total revenue 
for Hindi films largely because functional screens are 
concentrated in these markets. We should focus on 



converting single screen theaters to multiplexes. There are 
nearly 9000 single screens in India If 9,000 single screens 
are converted into three-screeners or multiplexes, 27,000 
screens can be added, in six months. Multiplexes, with 
three and more screens are the only way forward 
according to present scenario. The cost is about Rs 2.5 
crore per screen in the metros and under Rs 2 crore in the 
non-metros. It seems that market for Hindi Film Industry 
has not been used. It has more room to utilize. There is 
prospect of growth in the business. It appears that the 
industry's capacity has not yet been exhausted. "A 
developed market like the United States has almost 
40,000 multiplex screens. In a developing market like 
China, there are 20,000. "In contrast, India has hardly 
2,050 multiplex screens.The Hindi film industry in India 
can easily look at 7,500 to 10,000 multiplex screens, 
though he does admit that the growth trajectory for such 
screens has not been significant. It has taken the country 
18 years to arrive at the 2,000-odd multiplex screens since 
the first movie theatre with multiple screens opened to the 
public in 1997.  
 
CONCLUSION  
Today, new media marketing is on the rise in India. The 
Indian film industry is in the top three film industry with 
USA and China. But the overseas collection of Hindi film 
industry is not good compare to other competitive film 
industry. Marketing strategies have become an integral 
part of film industry and laying on this fact, Hindi film 
marketers have chosen to target and move accordingly to 
attract the audience through innovative marketing 



strategies. The findings of our study reveal certain 
significant facts about comparing different mediums of 
promotion and marketing of a movie. Movie goers spend 
more time staying online or using their mobile phones in 
comparison to watching television or reading newspaper. 
Hence, new media has a longer stay and say in their 
everyday life. Though television still remains a strong 
pursuable medium but the uprising of new media has 
toppled mediums such as newspapers, magazines and 
radio. Online websites are increasingly popular with the 
movie going audience and they are dependent on internet 
for movie information. These audiences turn up online 
before deciding to go for the movie or not. Moreover, 
research also proves that this innovative new media 
marketing technique is helping in increasing the box office 
collection. However, it is evident that the people behind 
the marketing and promotion of a movie need to pay more 
attention to the underutilized potential of the internet as a 
medium to attract more eyes. The internet is increasingly 
emerging as a profitable medium to create hype and 
promote a new film. There are approximately 50-60 
million internet users in India today. Internet as a medium 
to promote a film is a viable option as it offers a wide 
platform of activities like reviews, trailers, bulletin boards, 
email, and blog for marketing movies which in turn creates 
a buzz about the film. Industry experts believe that the 
cost effectiveness of the online medium is one of the 
reasons for its popularity. 
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