Entertainment Marketing Mix
Branding and Entertainment
The Role of Branding

· Branding and packaging are among the most important product elements of the marketing mix today.

· Popular brand names are vital to the success of companies and products.

· They represent trust, reliability, style, and prices that are familiar to the customer.

· Brand identity is a consistent feeling or image the consumers recognize when encountering the brand.
· As a consumer, you may accept the product and possibly buy it with no product knowledge beyond brand-name recognition.
· Entertainment companies that are developing brand must develop an identifiable brand mark; a brand name and symbol.
· It can be difficult for some companies to develop a consistent brand identity.
· Having a consistent brand identity can lead to more focused marketing, but it can sometimes be a drawback.
The Value of Trademarks

· Symbols that you see every day help identify companies and goods and services you buy.
· In most parts of the world, you can find the “golden arches” that represent McDonald’s restaurants.
· These trademarks are extremely important and signify ownership.
· Soundmark is a trademark identified by a sound associated with a brand or company (ex. the roaring lion for MGM films).
· Motionmark is a trademark identified by specific movement associated with a brand or company (ex. the winged horse for Tri-Star).
Entertainment Brands on the Internet

· Branding on the Internet and in e-commerce is just as important as in conventional marketing.
· In 2003 lawsuits began against people who engaged in distribution and file sharing, or downloading music from the Internet without paying for the music. 
· Also in 2003, Apple began to sell single songs for $0.99 each and found it was an effective way to distribute digital music to Internet users.
· The record companies know that technology is always changing.
· Maintaining control of music distribution and gathering royalties are a constant challenge.
Celebrities as Brands

· Celebrities realize that they are not just performers, but they are also “brands” who have monetary value.
· Brand extension is the development and introduction of new products that expand the brand and take advantage of the recognition and image of an established brand name.
· Madonna was hired by the clothing company Gap, to do a series of commercials for its chain of stores.
· Gap believed that Madonna, who appeals to many age groups, would project the idea that Gap sells products for all generations.
Franchises
· An entertainment franchise is a series of films, programs, or character portrayals planned to expand the character’s activities in a series.
· Franchising films is similar to making sequels, but it is planned from the beginning of the series.
· As in all businesses, there are no guarantees in the entertainment industry.
· Hollywood has discovered that creating sequels and franchises does provide more financial security that producing single films.
· Television uses the same marketing strategy, the original Star Trek  series paved the way for Star Trek: The Next Generation, which in turn generated Star Trek: Voyager.
Crossover Artists

· Crossover is an expansion of the popular appeal of an artist or work by achieving success in another market or style.
· Performers who already have a specific audience sometimes use their talents to  appeal to other market segments.
Archived Brands
· Some performers such as Marilyn Monroe and Elvis Presley have become classic brands.
· Their legendary status has grown over the years since their deaths, and they have become marketing icons.
· The vaults, or archives of a studio contain entertainment properties that are part of its brand and product line.
Price Decisions

Revenue, Profit, and Loss

· Revenue is the total income brought in through the sales of goods and services.
· Product placement is the appearance of a product as a prop in a film or TV show, in exchange for a fee paid by the product’s advertiser.
· Profit is viewed in two ways; gross profit and net profit.
· Gross profit is revenue minus the cost of the goods sold and Net profit is gross profit minus expenses, or those costs beyond the costs of production.
Pricing Strategies and Goals

· Pricing in the entertainment field is similar to retail pricing for goods.
· Setting prices can be based on recovering costs, getting a specific return on investment, hitting profit goals, or meeting or beating the competition.

· Some entertainment companies set net profit pricing goals.

· Profit margin is the difference between the expenses and the retail price, expressed as a percentage or a dollar amount.

Pricing in Television and Radio Advertising

· One of the most famous prices in television is the cost of Super Bowl advertising.

· Marketing surveys find that 8% of the viewers are not interested in the game but tune in to watch the commercials.

· A local ad broadcasted on a small town television station at 2 am could cost as little as $50 for 30 seconds.

· Reach and frequency is an advertising term meaning the number of people exposed to an advertisement and the number of times they are exposed to it.

· Record labels take a different approach.
· They may pay radio stations up to $1 million in promotional airplay costs before a record is a hit.

Pricing in the Television Industry

· Producing television shows, the general rule is that if a series can stay on the air for three years and/or complete production on 60 episodes, it is a financial success.

· This puts the series in line to go into profitable reruns.

· The real profits are generated in reruns because most production costs have already been paid.

· Unfortunately, only about one in five shows last long enough to produce 60 shows before being cancelled due to low ratings.

Pricing in the Film Industry

· Sources of revenue in the film industry include profits from tickets, rentals, video and DVD sales, foreign distribution, toys, music soundtracks, books, video games, merchandise, and tie-ins.
· Seven out of ten films made do not make a profit at the box office.
· 10% to 20% of the ticket dollar goes to the theater itself.

· Other profits are generated from concession sales.

· These items can generate high gross profit margins.

Pricing in the Music and Recording Industries

· Selling music in CD form through retail stores and e-commerce is a risky business.

· Most new albums and singles do not make a profit.

· Record companies try to control the costs of production to increase the potential profit.

· On average, the cost of production for a popular album in a minimum of $125,000.
· They make public appearances at radio stations, at record stores, and on television talk show, which can cost from $100,000 to $500,000 and more.
· The bottom line is that the large production and marketing costs must be covered.

· The artist’s royalty is about 15% of the retail price of the album for each album sold.

· Retailers might pay $11 to $12 for a CD that they will mark up to a retail price of $15 to $19, this provides a profit margin of 27 to 37 percent for a retailer.

Concert Pricing
· Pricing concerts and other public performances relies on estimating public demand and trying to match what others are charging.
· Some bands can charge more because they are in high demand and they can get away with charging higher ticket prices.

· The size of the venue and the cost of production, staging, transportation, and employees are included in the ticket price.

· The performers may also have total control of the merchandising sales, which may have a 60% profit margin or even higher.

· The risk for some acts is booking a location, or venue, that has too many seats for the act’s expected draw, or audience.

