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O The largest & most exciting
film format in the world

O Highest quality images

O Screens up the 8 storeys high

O World’s largest cinema screen
O 3D films: totally immersive

O State of the art sound system:
15,000 watts

Movie show you ...
IMAX takes you there!
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O IMAX business sector:

“Out of home entertainment”
or “Filmed entertainment”

O IMAX is an “exhibitor” of films

O We operate within the cinema
industry first; but also within
the wider leisure, tourism and
education sectors
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O A cross between CLASSICAL, BEHAVIOURAL
and CONTINEGNCY management approaches

O A simple hierarchy with clear division of
labour

O Plus a participative, democratic leadership
style

O Needing always to adapt to changing
circumstances
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The IMAX Theatre in Darling Harbour is an SME: a
Small to Medium Enterprise

We are a single screen, stand alone, commercial IMAX
theatre

Operating in the tertiary/ services sector

A private company

We are a local Sydney business based solely in Darling
Harbour, operating within a wider global industry
(giant-screen industry)
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IMAX

O IMAX Corporation were the pioneers of the giant film
format & projection technology

O Founded in 1967 & based in Canada

O World’s Biggest Screens Pty Ltd licences the “IMAX”
brand name from IMAX Corporation

O IMAX Theatre Sydney is not a global business BUT — it
does operate within a wider global “giant-screen”
industry
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O Cinema Plus Ltd launched the Panasonic
IMAX Theatre Sydney in September 1996

O Vision of company:

“To be widely recognised as the
premier operator of IMAX Theatres
around the world.”
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O Sydney was the first theatre built (1996)

O A year later Melbourne opened
OThen Adelaide, Brisbane, Perth
O Auckland and Bangkok

The company was well on its way
to realising its vision.
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O Cash flow problems due to
rapid Theatre expansion in
other locations (interstate &
overseas).

O Period of change in
management leading to
liquidation of Cinema Plus Ltd
(2000).

O Theatres sold or closed.
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World’s Biggest Screens Pty Ltd now operates
one Theatre here in Sydney only.

New vision -

To successfully operate
the IMAX Theatre in
Darling Harbour to
provide a high return on
investment (ROI).
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O Of the 500+ IMAX theatres operating, Sydney is
one of the top 10 best performing in the world
O Turnover of around $7 million per year
O staff of 7 full time staff and 30-40 casuals
O Release 12-15 films a year: feature films
account for 60%; documentaries 40%
O Celebrated 15 years continuous trading in
Darling Harbour in September 2011
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Trading History of IMAX in Darling Harbour
From September 1996 - present
1,000,000
500,000
Attendances
Slide
15

2. Peak in attendance about 4-6 after

opening (docos) or opening weekend 3. Attendance

(feature films) “spikes” in school
holidays

1. Lead-up of
about 3-6
months before
film release for
planning

12 month period

Pre-planning
L ——

Establishment Growth Maturity Post-Maturity
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O A mix of 2D and 3D films; 45 mins duration
O Screenings usually every hour on the hour, from
10am-10pm
O Marketing costs capped at 10-15% of film income
O Average ticket price is about $15.00
O Film royalties ideally at 20-25% of the average ticket
price.
O Print costs about US $30,000 for a 3D film.
O Profit is about 10% of the average ticket price
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Changes in TECHNOLOGY have
widened the range of film
choices available:
Selected feature films now available to
IMAX
These films have been digitally enhanced
for the giant screen, some in 3D.
Eg. Harry Potter, Avatar, Mission
Impossible Ghost Protocol
Challenge for IMAX — How to respond to these changes
and incorporate into our business model.
Slide
18

O Screenings usually every 2 — 3 hours (not on the hour)
O Higher price charged: ATP is about $20.00
O High film royalties (ie. 50%):

- Offset by savings in marketing costs (film distributors
pay for marketing, saving us $50,000-$100,000)

- Offset also by savings on cost of film prints (about
US30,000)

O Profit is about 10% of the average ticket price
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Operations Marketing

Human
Resources
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3 = General 60%
Ticket Sales Sehools 20%

9 .
80% = Tourists 20%

Food & Beverage - Candy Bar sales
15% = Functions F&B

= Cinema advertising
Other Income - Theatre hire for
5% functions
= Film Sponsorship
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O BUDGET: Expenditure

Operating :paren

=Rent

C (o} StS 50 % = Maintenance/repairs

Cost of ~Print costs

~Film royalties

Sales 35%0 -Food and beverage costs

- Advertising

Marketing  -public refations

= Internet & online

Costs 15% -oirect mail

= Launch Events
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Net Profit is around
10% of Theatre Revenue
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Full Time CHIEF EXECUTIVE/ Marketing Director x 1
F/T Chief F/T Operations F/T Group Sales & P/T
Projectionist x 1 Manager x 1 Marketing Manager x 1 Accountant x 1

Casual F/T Duty F/T Group Sales
Projectionists x 5 Managers x 1 Coordinator x 1

Casual Duty
Managers x 2

Casual Cinema Workers: floor staff, box office, candy bar

Note: F/T = Full Time (7 full time employees, marked in yellow above)
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O National Award covers
CASUAL Front of House
(Box Office, Candy Bar
etc) staff and Projection
staff:

O “Broadcasting and
Recorded Entertainment
Award 2010” under
FAIR WORK AUSTRALIA
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Box Office
Candy Bar
Floor/ushering
Projection
Duty Manager

Floater

Out-sourced human resources activities:

O Public Relations

O Advertising

O Design work for flyers, brochures
O Internet design and development
O Email Communications services

O Cleaning services

O Maintenance and repairs

FEATURES:
O Theatre Box Office and ticket sales
O Candy Bar and food & beverage sales

O Floor & ushering staff and procedures
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FEATURES:
O Projection Booth technical operations
O Theatre foyer and Auditorium cleaning
O Computer IT and Phone Systems
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RELATIONSHIPS:
MARKETING: To set the film
timetable & implement
promotions
FINANCE: Set & itor budg
and staffing ratios
HUMAN RESOURCES: Employment
of staff and payroll
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IMPACT OF GOVERNMENT POLICY

O National Award governs pay and conditions for casual
staff: “Broadcast and Recorded Entertainment Award
2010”

O Licencing laws eg. Liquor licence

O Occupational Health & Safety
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LG IMAX Theatre Sydney - Film Program

Colour coding to
identify films
Colour coding to
identify school
sessions

No Free List
period listed
Version included
in title
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Measured by SPPA: Sales Per Paid Admission

Candy Bar Revenue

No. admissions

Goal: SPPA of $2.00 pp
Contributes 10-15% of the
Theatre’s total revenue.

33 WIRLIFS BESEST
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FEATURES: CARLING HARSOUR

O The brand “IMAX” world recognised
O Marketing Mix — the 4Ps and more

O Market Research - internal (postcodes collected
at box office) and external (professional surveys)

O Marketing Evaluation — tracking activities through
to ticket sales (e-commerce)
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RELATIONSHIPS
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500,000
Visitors
per year
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Marketing Mix

OPERATIONS: To set the film
timetable & implement
promotions

FINANCE: Set & monitor budgets
and marketing expenditure

HUMAN RESOURCES: Employment
of staff and payroll

— Sydney Locals 60%

— | School Groups 20%
Tourists 20%

Promotion
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PRODUCT:

0 World’s Biggest Screen

0 Unique documentary films
and blockbuster feature
films

Immersive cinema
experience

2D & 3D films
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PLACE:

Darling Harbour is the second most visited place in
Australia for tourists

Sydneysiders use Darling Harbour as a “playground”
Close to public transport and parking stations

Special events such as Fiesta and the Jazz Festival, plus
wide choice in restaurants brings people to the precinct
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O Two tiered pricing
structure for
documentary films and O First cinema to offer a
feature films discounted Family

O $28.50 per adult (FF) Ticket

O $19.50 per adult (doco) O Parking deals available

O Special discounts for
schools

Theatre revenue is monitored closely and prices are
adjusted usually once a year. The Average Ticket Price
ATP is a key performance indicator and tracked daily.




Slide
40 PROMOTION:

O Advertising
O Publicity
O Banners

O Internet
O Social Media
O Niche marketing

Samples to follow ....
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DIRECTORY ADVERTISING
O Lists session times
O Simple & functional
O Branding via logos
O A big expense
O Check SMH Cinema

pages
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O Film advertising is used to promote specific film titles

O Used in press ads, outdoor billboards, Monorail, radio
and/or TV ads etc
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Example of
“IMAX tagging”
on a feature film
display ad placed
by the film
distributor.
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PUBLICITY

O Film Reviews

O Competitions Attenborough's in awe

O Ticket Giveaways at that soar

O Stories/ editorial
O Radio/ TV Promotions

Aim is to generate positive “word of mouth” about a film.
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O High visibility
O 60,000 cars drive across
the freeway each day

O Viewed by people on foot

O Promotes existing films
and up coming releases

O Encourages REPEAT
visitation ie. gives people
a reason to come back
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Aim is to encourage more people to use web for session
times/ film information & ticket sales online.
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INTERNET & SOCIAL MEDIA
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Subscribe to MYMAX and
receive newsletters by email

70,000 members & growing

3-fold focus:
1. Consumers
2. Schools

3. Groups
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www.imax.com

www.imax.com.au

www.imax.com.au/business

www.giantscreencinema.com




