oo | 0 dargel or notb o target? Some make millioas nectenng
specific: clientele. For others, the allure of mass markeling is
Just oo appealing. As a resull of this debate, viche marketg
has Become one of the indusiry's hedtest buzowords.

L What constiuies n customized marketing niche? Are fene

bencfits b catering to U7 "Companed oo massive compaign giming for

¥ awareness, o niche morketing budmet must be more sieategic,”

siys Walerie Wan Gelder, execwive vp ol marketimg For Soreen Cems,

Lions Cate Films, for example, has pinpointed 4 core audsence for

this summeer’s “But I'm a Cheedeader. It s ooeen comedy. romanee,”

MOVIE MARKETING
=

O THE COVER:
Koy mrt from four

ol this yamr's mogt
antkcipated Mlms.

| Cleckwisa fram top
lett) Twentieth-
Camtury Fax's “Me,
PAysoil mnd Isame,™
Warnar [ros.'s “Tho
Podlest Stamm,”
Uniyersal’s “Mutty
Prifesaar (15 The
Kismps" and Busmo

ILHERNM Wisla's “Meospar.™

siys Muark Urman, who, slong with Tom Orienberg, serves as co-
president of Lions Gale Beleasing, “But the twist 15 that i1's kind of o
gity love story. The contem is certainly pay-friendly, if you will, So our
effoms ane wmed lowand gay mediz and organizations,”

Both Hombre IV Ora's “The Cther Conquest,”™ which traces te
bloady aftermath thut results following the 1521 Spanish conquest of
Mexicn, ond Screen Gems' upeoming “Cirlfight,” which feases a
Latina heroine in the boxing world, are courting a Latine niche
markel, Screen Gems” recently released “Black and White" was
marketed 1o an Almcan-American core awdience a5 wis New Line

BEREAK ON THROUGH: Althouph certaln releases ane considerad niche fAlms, distribetors strive U reach a largor
audienoe. (Clockwise from right) “The Other Conguest” used key art with both English and Spanish titles: the UG oming
“But I'm a Chearlaader” is marketing to a langde audienoe, foogusing on young women: and Mow Line's “Love & Baskothall™
targatead the teen market.
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Cinema’s “Love & Baskethall”

But often the distributor must 2o post the
obvious niche choices. Age demographics can
be as important as ethnic or sexual prefer-
ences. "In addition 10 4 come aedience, we’re
findding *But I'en & Cheerleader” also has browd
appeal for females 18.24," notes Ortenberg
about the comedy, which focuses on a high
schooler who is zent to an “intervention' camp
when her parents suspect that she might b= o
lesbian. “Bul an andicnee is typically neached
theeugh mass media, So we must creatively
reich that demwspraphic a well,”

Mew Line faced 2 similar challenge with
“Love & Buskethall™ Believing its romuntic
drama, which follows a pair of childhood
sweethearts who are each striving woward o
professsaal baskethall career, woulkd appeal io
13- to 17-vear-obd girls, it insisted on a PG-13
raling. The company then srapegically targeisd
this sudience. “We marketed on the TV shows

they watch,” explaing Joes Mimziki, presideit of

mwarkeling for New Line Cinerna, Mimeiki tar-
geted shows such as ABC's “Making the
Barl," UPN"s “Moeshn™ and the WEs “Hulfy
the W ampire Slayer.”

Although New Line specifically targetsd
young females, it also wok steps o coter
young males, fearmg the tile's “Jove™ aspect
might alienate them. “[Boys] wanted to hear
about basketball,”™ continues Minziki, “So s
4 bifurcated campaign dealing separately with
boys amd pirls."”

This theory carried over to the aduli
malefemnnle market, “We skewed the key
more 50 between men and women than black-
and-white audiences,” supsests Rober
Friedman, New Line's co-claimman of world-
wide mearketing, acknowledging thal the love
ALY vE. spores slory dilemnn was o concem,

Miche marketing requimes constnt statisi-
cal research. For example, if on upenming

projec is moing 1o target the Hispanic youth
market, you need to know tha Hispanic teens
— Who are, in many ways, redlefining current
fainstream cubure — an: Americn’s Fstes-
Erowing youth segment. According to
American Demographics magazine, [E% of
all babees borm in 2002 will Ise of Hispamc arj-
gin, and by 3005, Higpanics will represent ihe
largest ethnic-youth population in the United
States. Hollywood take notice: Hizpanics
spend 6.5% of their enteriginmen budaset om
movies, theater, opera and ballet, coanpired
with 4.7% lor Caucasiins,

Overall, the ween demopgraphic is consum-
INE mugaznes in eecord numbers, Aeeording
b the Mogazine Publishers of Americ, there
are 233 magazines abined aflirectly @ [2- b0 17-
yeae-ohils with Teen People listed a3 No, 1.
Bue marketers need oo know that Latings read
Latinagirl. African-Ameticin women read
Hemey and Asinns read A Mogazine,

KV, RATIHGS AN, WHLY 5 REVIMLIE ] REVEMLE 1N
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You must wlso subdivide by like-imtenests,
“Hilack sl White," witl s hip-hop sioey line
and music, for exaomple, prompied lime
on BET unel the Box, “Love & Baskerhall™
also took advantage of these specially
cithle networks s well as sporis-orientied
prograngamning.

Alddifreomal medience research maght sugpest
wik pkpact on key art. Specialized films, by
definition, are uswally it in e ampes-
slons they can make. “Popular wisdom would
suy thal diluting your message by changing
amwork in various medioms is e wise,” suys
Van Gelder, “Mow having said thal, where
‘Black and Whiic' was really iricky is that it
wis “hlock amd white) We used the hip-hop
slars in hip-hop magazines (o show fans their
favorifes were in this movie. Those Taces
didn’t appear in the newspaper wds, We went
with o brogsder sall, ghlyhting all the cast”

Miche marketing cerainly bas lound
a wedlth of epportunities on the Web. IF
VI LI deling & mche groug, you Cim find
a Web site woning it Lions Gate knows
thers ore several gay Web sites such as
www.PlanetQot.com suitable for “But
I'm @ Cheerleader.” For “Love &
Baskerball,” New Line linked with teen Web
sites such os www.sikids.com, the Spors
Iusizaced site for kids.

Morketers apprectate the miymiacd af promo-
tonal and adverising opporunitics, although
they do believe the Weh 15 5o saiuraled that
they muost do more than the oblignbory Web
site (o make o splash for their films,

[Msiribuiors muareel & the amount of movie
informntion availinhle on the Weh, thalled tha
people are paying atiention, Yel, they fear
whil cin emanate from Web sites over which
they have no control. “Our intemol, archival

seraphooks lave mpled i seee because now,
basically, there’s *I"ve mot an opinionecom,”™
suys Lirman, “Anybody can cover the amer-
minment beat 11 is wonderfully democrutiz-
i W vsed o slave for weeks oo get Time
Muagazine to devode pwo inches io o maovie.
We'ne a5 dependent pow on these perosd-
cals. We get atiention from people who from
the get-gn are interested. You can’l tatally
conirnl the qualicy of the facts or what they' e
su¥ing — bl ot least they'ne there”

“Ii's scary that yoea can no longer hold youar
prowdiect close o the vest,” Yan Gelder acds,
“Marketing is abowt selling your messape, oei-
ting people o the theater and not showing
yvour hand. [nderned reviews appear widhin an
hour of o sereenimg. Stratees reganding ok
showings have pone out the window,”

Van Gelder 150t ready toogive up on

Cortirned om farge .44

Specialty Web sites claim they've found the
audience being sought by film marketers.

NET WORKING

‘mgm | e mysterious world of Web marketing. It's here
— but it"s not. Opportomnilies abound, Rl
mer o5 aquite sure what 1o de with tem. [is

! yaloe b niche markesers, however, seens Hike
=lien dumk,

Take Click2Asinoom. Lounched in 199, it offers
Ainms worldwide — a5 well as anyone interesied in
Asia — common Web ground in Chinese, Enalish,
Boorenn and Joparese,

Have an Asian-themed movieT Look no funther for
yowir core ousdience, A ot of a5 ol Astan house-
Dok are online. Asions represent balf of the world’s
population. [0 s estimated thay by 2000, the Asian-
Pacafic pine will surpass Westem Eumope os being Mo, 2
in Intermet wee,

I conpecting 1o African-American cultwne is your
inferest, there's Methoircom, Liwncled in 1995 10
serve African-Americans, Africans, African-
Caribbenns, Afre-Latinos oad others of similar ances-
iy, the ste boasts that Afnicon-Americans constiute
the Fastest-growing online commonity: million new
wsers o 1999 5 36% proawth rate. MetMoir receives
£ millich page views meoathly,

Boh Chck2 sz and MetModr wre mining Haollywoosd
for Teah content and advertising as they contimes 1o
define their siles” posshiliees, Finasces ane pivatal 1o
the evolution. Everyone is adepi at banner ads,
but beyond that; who pays For wlen? Partnesships, spen-
anrslips, outright space buys and barenng scenamos an:

(From tap)
ClicK2As[a.com targets
Asian-Amercans,
providing everything
from antertainment 1o
palitics. African-
Amarcan Weabh usors
have MetNoir.com.
which was launched In
1985,

all being banzered showi.

s work o progress,” syl Bluere G Soced,
president of the enterininment division at MetMoir,
wher left Magic Jolinson Entertainmeent 1o join the
Weh site. “lU's in everyone's best inlerests bo make
this wirk, I proceeding with catieon whiale thinking
oulside the box — limited only by cur creativity.”

MetMaoir has already msde solid oroads in e
feature-film world, having synched with Warner
Bros, on “Three Kogs™ and A Time 1o Kill” and
with Screen Gems on “Black and ‘White™; up next is
Paramwsint’s haghly anticipated “Shaf),”

O of the Intemel’s best selling poinds lies in is s
ataliny 1o ek conswmer inkerest — alwisys 3 neb
lous concept.

“With '|'.|ri|1l ur i there™s nio |;|u;:|||1i|'|:th'||.: wity 10
demensirate a campaign’s success."” points o
Yincenl Tam, vp ol business development [or
Click2Asia. "Omline, we can trace the responses 1o
trvian quiesiions, sweepsiakes eniries, chil sessons,
W can effectively analyze & panmership.”

ClickZAsia's first movie involvement — partner-
g with Columbia TriSear Home Video Tor s
DVDNHS Tockie Chan-produced hit “Gen-X Cops™
— worked ol s owell, the Web sie s koocking on
mxe Hollywood doors.

“The “Gen=X Cops" microsite shows the iraler,
posts trivin questions, offers stor chat sessions and the

Conlimndd om pige 550
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MNET WORKING

Continnal frim page 5-6

pixsathility 10 win a rip o Hong
Kong o meel Jackic Chan,”
cxplains Tam: referring to just
o of the wivs Chick2Asia has
pronuoled the movie. "We'ne cne-
uting very infegraded sporeorship
e promslendl programming —
Far mere han just s e -al,”
Consumers can alse order
the movie by linking Lo
DV IDE s press.comm. “We begin the
loog in 1erms of interest i the
mvvie el end with: the ability o

buy tickets or the movee iiself,”
sugpests Tam.

With so muny Web sies and
chodces available, what's o
marketer to do? Enter barce
Eehiller, co-fownder and CEQ of
Electric Arists, @ consulling com-
piny that bas Found success in
inaiching recording artists (o
Infermel possibalities. 105 now
advising movie compunizs aboul
the Best way 10 reach core fans
throwgh [ntemet syenoes,

“Srphios have Townd that a
VEL docsn’t sutomatically brng
1 new aodience,” explains

Schiller. "We expand the audi-
ence hase by taking e message
dirccily inio [nternet commumilies
ol anterest created  around
people’s lifesivles™

Aceorling to- Schaller, Sinter-
ruption marketing” — the idea of
blasting a message in front of
penple — docsn’t work on the
Web, "People go 1o the Intemed
o oot away o iraditional mar-
Ig.;minl-: methods, fo search oul
their interests on their own
terms.” he sovs, “This is a
clealegne. ool a monolegoe. Film
and teleyvision look at the Interme)

YOUR TICKET TO 100,000 MORE
MOVIE-GOERS IN TAMPA BAY

s of Tampa Bay adults use

| newspapers to plan their

i SEr AR S 1 i a
| movie going o it only makes

| sense o use the paper that
- reaches more of them - the

L 51, Ptvrsbiirr Tooes, In Fact,
| every day the Times reaches
| 100,000 more movie-goers
Il than the Tawepa Teibeme,

Call for more infermation
BO0-333-7505

Susan J. Gl
Senior Calegory Marurger
Exl. 8519

Ed. Caszaidy

Marketing Direetor
Exl. 8141

sptimes.com

St Petersburg Times
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a amather brocubcast prpeline, bot
people don’™ want that coe-way
messige marketing. They want
o speak.”

Schiller has his osen definition
of "picle™ marketing. "We ao o
a core aedienee early with an
inspdes’s look inwo the film.™ he
snys: CThey e empowered 1o
bescoine — if they wam — advo-
cites for the Alm o ther Infemmet
commuisities. There's an energy,
|'l_"'|;.':||,|!-\.l.,." l_‘."'.ll_"n'li!rl'll_' wannls 10 b
insider and know something
bezFore everyone else”

Electric Artsts defines this
“hip" core audiegnce as & “sineed
e, Schiller recenly assem-
blesd n vibrant sireel beam for the
film “Beyond the bMat™ an
Imagine Entertninmeni projeci
bl wrnesling,

“Rids put up poslers in doms
amd o epmipuzes,” savs Schiller.
“Wou couldn™ do it for every
movie. | don’n think there would
be a street team around “My
rnmer Whith Andrd.’ It"s definiie-
Iy for the *Star Wars' {ypes of
properties.”

Ulrimately, the bumpy adven-
fure of marying (he Intermet witl
film lealds benefis past the busi-
ness possibilitics.

“I"mp very passionaie about
this  business,”  eapliing
MetMoir's Sweed. “For oall
minoritics, this is & distribution
channel we cin contral.”

Snced’s ultimate goal is Lo
bring origingl programming o
MetMaoir over and above partner-
ing with already-establizhed
produciions. 1 got into this
because | wanted o see more
diversity and positive imoges.”
she continues, “1 think the marke
upderstands this. Many veniure
capitalists are looking 1o be @ parl
of this nicle nerketing.”

Snced realizes she has to wil
for others to mireor ber entho-
siaem. "1 still find myself defend-
ing it. "0h, you're o dot-com
peraon.’ Mo, ['m still a film-
miker. [ just rying to lake the
best of what existed there and
bring it on io the ned.”  — O M,
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TARGET PRACTICE

Coetimed from page 5-6

marketing mainsizys, 1 sill think
people go e e movies because
they snw o trailer in o movie
theater,” she insisis, “To o, it
remiaing one of your mest effec-
five wndd fargeted marketing ooels,
You're plaving to an pudience
ilready demonsdrating o willing-
ness 1o spemd S8 on s movie,”
The Screen Ciems morkering
chicf 15 also not toially con-
vinced that the Web 15 effective
HE CONYITCINE Somenne 1o aotu-
wlly e to the thenter, “1 rendd the
Mew York Times, Mewsweek
and Time every moming on my
compdter,” Yan Gelder contin-
ues, T buy all my CDs, books
amed gifts on the Intermet. ['moa
big weer. but [ still don’t get my
e tnlformation feoa e
Ticket-buving motivation
comes from an amalgam of
gources. Once marketers hive

usarped all the osual outlets —
s luding the Intermer — o recl in
that targel audience, ihe key boon
moyie's success wnght just be
remembering that thene's o bigger
ok o there.

“We've always belicved “The
Cher Compuest” was Toe a broad-
cr audience than just Latinos.”
emphasizes Richand Ingher who,
with colleagues Lindn Golden-
berg and Barcy  Glaser ai
Epocialiy Enfenainment, maorket-
cil the Mexican il that saccess-
fully opened o 76 LoA. screens
in April, “IUs sppealing 1o an
house andiewces amd to English-
speaking audignees i general,
You iy o create a campaign
accessible i all. The movie's
messase 18 that the spirit of o
people can never e congeered,
Thit works in every language.”

Accarding to Yan Gelder,
“Girllighe'™ has 2 simdlar oniver-
sality. “It has mainstream appeal
as did "Rocky" or "Satusday Night

TOP 25 SYNDICATED TV SHOWS
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NEWSPAPER ORDERING PROCEDURE =
MADE 5IMPLE - One order, one buoy

CUSTOMIZED RESEARCH AND
TARGET AUDIENCE ANALYSIS -
In-depth knowledge of

the unigue natore and needs of
wach individual advertizer

TARGET PREPRINT MARKETING DIVISION -
Dedicated to “newspaper only”™ distribption

THERE’'S A
RISING STAR SHINING OVER
HOLLYWOOD

IAMET FEELY -

MOVIE CATEGORY SPECIALIST
UNDERSTANDS STUDIO'S
MARKETING NEEDS
310-414-0022
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CWOOD/LANDOMSPAPERT -
Represent critical mass;

2/3 of all dally newspapers and
40% of all household circolation
In markets of all slzes
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Fever’ — the clussic “somebidy-
coming-from-newhers' fransfor-
mation theme,” she helieves,
“Char challenge is to show it's ool
just aboul boxing the way
‘Sarday Night Fever” wasn’t
just abowt disco dancing.”
Bemforcing tee idea that main-
stream: audiences shouldn’t be
omitted Trone e eqeation is the
523 million “Black and Whate™
raked i duerng s fiest weekend
in release. “Despite traditional
wisdom saying il was & niche
movee, we really feft it would Rend
sell o cressing over,” says

Fricdman. “It's about two uppee-
midelbe class Families m o sory all
pepple can relate 0. As a reselt, in
ackfition b wsang irxliional media
like BET, the Box tand) the sports
nebworks, we wenl broader. We
then went out on about 120
screens, ardd it worked™

“This included 400 theaters
targeted to the crossever audi-
ence,” adds Mimziki. "1 think we
pulled off something that histor-
cally isn't done a lob cross these
urban films over fo 1 mimstrang
audience, What's great is not only
did the white sudience give it a

chance, hul, hasad on exin polls,
they liked it.”

Blending niche pmrketing and
an expanded concept together ino
o cohesive force can be an an
capecially when allecating mar-
keting daliirs,

“The targeied media embraces
you s vigomoushy editonally that
that's where you need 1o spend
the least,” says Lions Ciate's
Orenberg. “Ohviously, we'll
pelvertise ‘Bui I'm o Cheerlemier”
iy gay peblications. Bur we’ll akso
have strong editenal coverape
there. It°s  frequently  and

20t

New York

The obsosslve guids o
impulalve santertialdnmenl

alving birth

watching trailers

1ol reaading our reviews. &

NawasianOds waakly

flther b

Call 2312 &5
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