moment of inspiration, we offer advertis-
ers the opportunity to place their brand on
moviegoers’ mobile devices through a rela-
tionship with SoundHound.

® Themed Pre-shows: During key times
of the year, we look to create a fully im-
mersive themed pre-show; from graphics
to content and everything in between, the
advertisers have a unique opportunity with
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it. We recently did this for awards season.
We are nimble, fast and creative, and
while we have several things that are in vari-
ous stages of evaluation at this point, there
is nothing that is confirmed as of yet. How-
ever, because of the dynamics of the mar-
ketplace and our responsiveness, | cannot
say that will be the case next week. Cinema
advertising offers brands a big screen to

connect with moviegoers in a way that is
unlike any other in media, and the pre-show
provides the added fuel to make these im-
pressions even more memorable.

So what is new with our pre-show!? It is
becoming ever more utilized by brands, as
the strategy and structure has become in-
creasingly more accepted by them—and we
expect 2015 to bring even more. #
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Takes Clutter-free Approach

by Ronnie Ycong, Vice President, Exhibitor Relations, Spotlight Cinema Networks

014 was another strong year for

Spotlight Cinema Networks. For

the fourth year in a row, we posted
gains in both advertising revenue and the
number of exhibitors who are part of our
network. In fact, every year since we were
formed more than four years ago, Spotlight
Cinema Networks has grown in those two
critical areas.

DC SHoRTS’ SHINY4 KIMURA

Our pre-show design is a key factor
driving our success. We redesigned it just
in time for the 2013 Christmas season
and exhibitors immediately loved it for
its creativity, sophisticated tone and lack
of advertising clutter. The advertising has
high production values and we avoid spots
for certain types of packaged goods that
would compromise the sensibility of the
environment we work so hard to create.

But Spotlight Cinema Networks’ focus
on entertainment value, lack of advertis-
ing clutter and sophisticated redesign is
what really distinguishes us. In particular,
we feature short films—each about three
minutes in length—from several sources
including our new exclusive partner, the
acclaimed DC Shorts, in our 20-minute
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pre-show. The benefit for the audience is
obvious; they’re watching content rather
than just advertising. It enhances their
entire theatre-going experience. No oth-
er company offers this type of pre-show
content. Companies that advertise in our
pre-show are quality marketers who ca-
ter to upscale, influential demographics.
They enjoy the benefit of our clutter-free
environment where their message will
stand out with an audience that is en-
gaged and entertained. That’s one of the
reasons our top advertising categories in
2014 were luxury, automotive, travel and
tune-in.

Other factors also contribute to our
success. Spotlight Cinema Networks’
philosophy about the in-theatre advertising
experience helps shape our business model
and ensures the satisfaction of advertisers,
exhibitors and the theatre audience. Since
our company was founded in 2010—the
same year that the iPad was launched,
by the way—video viewing has shifted
dramatically from televisions to tablets to
smartphones with four-inch screens. While
these dramatic developments in technology
changed consumer viewing habits, we
believe that in an age of media distraction
and fragmentation, nothing rivals the
fully immersive and magical experience of
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going to a movie theatre. This experience
cements in-theatre advertising’s position as
a premium-marketing medium.

Furthermore, we have a deep and
abiding commitment to respecting and
valuing the consumer’s moviegoing
experience. Our goal is to connect
upscale marketers with the sophisticated
consumers who visit the theatres in
our network without diminishing the
moviegoing experience.

We're serving audiences in other ways
as well. We just developed Cinelife, our
first app in partnership with the Art House
Convergence. The app is geared for film
enthusiasts who are interested in art and
indie films. It incorporates theatre listings,
showtimes, trailers, and ticket-purchasing
functionality, among other features.

Going forward in 2015, we will continue
to monitor the tastes and preferences
of the moviegoing public. We follow the
developments in our industry closely so
that we can be at the forefront of trends.
Our goal is clear: Wherever specialized
movie theatres attract consumers with
discerning tastes, Spotlight Cinema
Networks will cater to those exhibitors
with a pre-show that not only delights
the audience but also generates a valuable
source of revenue for our partners.
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