\
\

CONTAGIOUS

SPECIAL REPORTS

ENTERTAINMENT MARKETING
2009



CONTAGIOUS entertainment marketing / index /

N

CHAPTERS

01/
INTRO

02/
CONSUMERS

03/
NUMBERS

04 /
BUSINESS

05/
ADVERTISERS

06 /
MARKETING

07/
CASE STUDIES

08/
EXPERT VIEW

09/
BUZZ

10/
COMMUNITIES

11/
STEPS

12/
FUTURE

13/
REFERENCES

p.02

INDEX /
ENTERTAINMENT MARKETING

01 / pages 03 - 04
INTRODUCTION /

02 / pages 05 - 16
LANDSCAPE / CONSUMER BEHAVIOUR /

03 / pages 17 - 18
NUMBER CRUNCHING /

04 / pages 19 - 27
LANDSCAPE / BUSINESS IMPLICATIONS /

05 / pages 28 - 31
ROLE OF ADVERTISERS /

06 / pages 32 - 35
MARKETING OVERVIEW /

07 / pages 36 - 52
CASE STUDIES /

08 / pages 53 - 55

ENTERTAINMENT MARKETING:

AN EXPERT VIEW /

Q&A with Jonathan Block-Verk, Promax/BDA

09 / pages 56 - 57

MAKING STORIES BUZZ /

Q&A with Steve Wax & C. C. Chapman,
Campfire

10 / pages 58 - 59

CREATING COMMUNITIES AROCUND
ENTERTAINMENT LAUNCHES /

by Harriet Owen, HyperlaunchDMG

11 / pages 60
NINE STEPS TO A SUCCESSFUL

CONVERSATION /
by Universal McCann

12 / pages 61
LOOKING AHEAD /

13 / pages 63 - 64
REFERENCES /




CONTAGIOUS entertainment marketing / introduction /

\
N\

CHAPTERS

01/
INTRO

02/
CONSUMERS

03/
NUMBERS

04 /
BUSINESS

05/
ADVERTISERS

06 /
MARKETING

07/
CASE STUDIES

08/
EXPERT VIEW

09/
BUZZ

10/
COMMUNITIES

11/
STEPS

12/
FUTURE

13/
REFERENCES

01 / pages 03 - 04
INTRODUCTION /

Before the mass adoption of digital technology, the world was
a simpler place. People watched TV on TV, and saw movies at
the cinema. To watch them at home, they bought grainy VHS,
or even, god forbid, Betamax. Pixellated games were played
at arcades and sparingly at home. Books were just books,
and music in the form of shiny hard plastic was something
we happily paid for.

Similarly, the marketing of these properties was also a fairly
straightforward proposition. For a film, take out an ad in some
magazines, hammer a trailer on TV and in movie theatres. For a
TV show, do an interview with a TV listing magazine (remember
them?) and repeat your promo ad infinitum. If in doubt, throw in an
enormous poster. For games, rely on word-of-mouth and pester-
power, with an occasional dollop of pre-Xmas TV. Music, take the
radio producers out to lunch. And for books, go the poster route
and keep your fingers crossed for a good review.

It would be willful understatement to point out that this is no
longer the case. The sudden explosion of digital channels
afforded by the internet has left movie studios, TV networks and
producers, publishing houses and games developers alike
gasping to keep up with the pace of change. Now we have
more platforms, more consoles, more hobbies, more means of
communication, and much, much more content. The biggest en-
tertainment releases of all times are no longer movies like ET and
Star Wars. They are games like Halo 2, the Grand Theft Auto
franchise and most recently Call of Duty: Modern Warfare
2, which sold 4.7m copies in the US and UK in one day of re-
lease, amounting to an estimated $310m. TV shows are broad-
cast, not only on a plethora of cable networks but via dedicated
web platforms like Hulu. This ad-funded service which streams
popular TV shows and numbers Fox, NBC and Sony Pictures
amongst its partners has seen impressive growth in the last year.
comScore's most recent figures indicate that some 38m people
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