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ABSTRACT 

With the corporatization of the Indian film industry, it has seen a sea change during recent years in the way it is financed, 
produced, presented and marketed. Advent of digital technology and multiplexes has resulted in films being released 
simultaneously in few thousand screens in India as well as in other countries. The films are being promoted at various stages 
of production by the actors and directors.Other media like home entertainment, direct-to-home and pay-per-view have brought 
in newer platforms for release of movies.This article briefly discusses about these aspects of the Indian film industry. 
Key Words: Indian Film Industry, Marketing, Home Entertainment. 
 
1. INTRODUCTION 
Almost two-thirds of the Indian population, which is about 800 million, is in the age group of 15-59 years 
(http://wdi.worldbank.org) [1]. Within this group, about 250 million people are less than 25 years of age, constituting 
about 20 percent of the entire population(2006)[2]. 
Most youth of India are exposed to some form of media. As per a survey, 70 percent of women and 88 percent of men 
aged 15-24 years have at least weeklyexposure to television, radio, or print media or monthly exposure to thecinema. 
Media exposure is much higher in urban areas compared to rural areas.The most common form of media to which 
youth are exposed is television.Women are much less likely than men to be exposed to each type of media. Womenwith 
no education and women in rural areas have particularly low levels of regularmedia exposure (Parasuraman et al, 
2009)[3].As per Government of India estimates, the urban population in India, over the years is growing at a much 
faster rate than the rural population, with average annual growth rate for urban population being slightly in excess of 
3%, as against a rural growth rate of a little below 2% (2006)[4]. 
All the above data speaks favourably for the entertainment industry. The Indian film industry, which had a size in 
excess of INR 112 billion during the year 2012, forms an important part of the media and entertainment industry of the 
country.However, solely afavourableset of data does not result in films performing well at the box office. There are 
many factors which play a part in the commercial success of a film; apart from content, the major ones aretechnology, 
innovative marketing and release strategies, structured availability of funds, better risk management, and new markets 
and geographies. 
 
2. LITERATURE REVIEW 
Corporatization of the Indian film industry has brought with it a systematic approach, well-rounded strategies to ensure 
successful innings of films at the box office (Ojha, 2013)[5]. With the scaling up of revenues, Indian films are 
increasingly attracting private equity / venture capital funding from institutions directly. India is emerging as a media 
and entertainment hot spot for international studios. Realizing the growth prospect, many Hollywood studios have 
entered into co-production deals and distribution deals with domestic production houses. Many actors-turned-producers 
are tying up with large studios to share the cost of production and mitigate risk, where instead of charging acting fees, 
the actor-producer takes a share of profits. While India already had co-production treaties with Britain, France, 
Germany, Italy and New Zealand, it signed agreements with Poland and Spain in 2012 for audio-visual co-productions, 
which will help Indian film producers to raise funds for film production. As per a KPMG-FICCI report. in order to 
promote tourism, many countries offer to Indian producers subsidies and incentives liketax rebates, free stays or even 
sharing cost of production (2013)[6]. 
Digital cinema with satellite distribution brings down the cost of multiple prints and logistics of physical delivery. 
Simultaneous release in multi-locations helps in recovering cost within a short turn-around time, reducing the inherent 
risk exposure. With the additional digital print costing less than 15 percent of that of the physical film, it has become 
common these days when a film is simultaneously released in more than 2000 screens. With the above strategy, the 
performance of a film during the first weekend becomes very crucial and decides its commercial success level. Satellite 
distribution is also an effective way to fight piracy. India already has four operators in this space. 

THE INDIAN FILM INDUSTRY: CURRENT 
STRATEGIES AND THE WAY AHEAD 

 
Dr. Aswini Kumar Dash 

 

General Manager, Foundry Forge Plant, Heavy Engineering Corporation Limited, 
Plant Plaza Road, P.O.: Dhurwa - 834 004, Ranchi, Jharkhand, India. 



International Journal of Application or Innovation in Engineering & Management (IJAIEM) 
Web Site: www.ijaiem.org Email: editor@ijaiem.org 

Volume 5, Issue 2, February  2016              ISSN 2319 - 4847 
 

Volume 5, Issue 2, February 2016                                                                                         Page 30 

The advent of multiplexes more than a decade ago and their subsequent growth in the tier-II and tier-III cities made 
sure that more variety of films could be watched by a large number of audiences. If content is king, then carefully 
interspersed in-film branding is intelligent thinking to ensure that the film starts making profits even before its 
commercial release(Ojha, 2013)[7]. 
When the audience is initially faced with an object or instance, it is generally consumed from ones’ ‘cultural eye’, 
rather than looking at it and reacting to it as it really is, instead of from anearlier frame of reference. The organism eye 
on the other hand is sans any cultural underpinning and reacts from a much more simplistic and basic source. In 
cinematic context, when it comes to a wider acceptance, or appealing to the lowest common denominator, the organism 
eye has huge currency. Currently what we see as a key component of Indian cinema, the Bollywood song and dance 
gamut is a distinctive flavour, and not an offering in its entirety. If Indian cinema needs to, for market realities, cater to 
the lowest common denominator, it can in far more interesting and innovative ways. The growth and influence then 
could be exponential (Joshi, 2013)[8]. 
Marketing of a movie can be classified into pre-release, release date and post-release. Pre-release would encompass 
things that have to be done by the production company. It includes music release, promotion in various forms of media 
starting from newspapers in the form of pictures, interviews, gossips, to televisions in the form of trailers, playing 
songs, making of the movie, interviews by the cast of the movie, and other activities which creates a buzz about the 
movie and is more than just awareness. The release date is equally important when the production houses normally tie 
up with the critics and the media to get the vital review right that sets the tone for the opening week and the days which 
follow for the ringing of the cash registers. The cast, themselves, make it a point to go to the theatre for further 
promotion. The movie is also played to others in the film fraternity in order to derive more positive energy. The post-
release marketing is the most significant one, since the content and the result of the movie is out, and has been widely 
scrutinized. A positive feeling about the movie going rounds makes it all the more important to make it stay that way. 
Curiosity marketing, Mobile marketing, Viral marketing, Mass marketing, Buzz marketing, Lifestyle marketing, Co-
branded marketing are some of the methodologies used by the companies to enhance the brand equity of the movies and 
to keep the money inflow on a continuous and a sustainable basis (Rao and Kannan, 2008)[9]. 
India is the largest producer of movies in the world with over 1,300 films released each year. With respect to theatre 
density, however, India ranks poorly with 12 screens per million as opposed to 117 per million in the US. As a result of 
this huge infrastructural deficit, an industry survey estimates a poor volume of 4 billion ticket sales each year across 
12,000 odd theatres. For a country with a population totaling 1.2 billion, the volume of ticket sales vis-à-vis movies 
produced is abysmal. The duration of the exclusive window for theatre viewing has reduced considerably over the years, 
primarily owing to explosion of content distribution channels and piracy. In fact, a trend has emerged where film 
digital rights (such as satellite, home video, video-on-demand, pay-per-view,direct-to-home and webcast) are being 
negotiated and sold much ahead of the theatre release, with some movies realizing major portion of their investments 
before the release date (Vinod, 2013)[10]. 
The conventional practice in the Indian Film industry is to first release movies in theatres, followed by a brief gap 
before the release of the movie in other platforms such as satellite, home video, cable, video-on-demand (VOD), pay-
per-view (PPV), direct-to-home (DTH) and online streaming. This practice has long been unquestioned to a large 
extent. Supposedly, this initial exclusive window for theatre exhibition is perceived to exploit the initial consumer 
interest, a simple economic theory of demand and supply. The approach has mostly been to limit access for increasing 
consumer demand, and thereby increasing the per unit price (Vinod, 2013)[11]. 
With a rapidly growing market for home entertainment (largely due to the latest digital technologies), the rationale for 
an exclusive theatre release doesnot hold much weight. The simultaneous release strategy appears to be well founded as 
the current set of six DTH platforms (Airtel, Sun Direct, Videocon, Tata Sky, Dish TV and Big TV) share a subscriber 
basethat accounts for approximately 30% of the Indian audience, much of which consists of semi-urban and middle-
class consumers. Their numbers are estimated to be growing at 16% each year. Within this sizable subscription base, 
the current market for pay-per-view is estimated at 5-10%. With the sunset of analog cable television, this figure will 
increase exponentially in the coming years (Vinod, 2013)[12]. 
 
3. DISCUSSIONS AND CONCLUSION 
The Indian population is comparatively young with almost two-thirds in the age group of 15-59 years and more than 
20% of the 1.25 billion people within the age group of 15-25 years. Moreover, the urban population is growing at a 
faster rate than in the rural areas. This trend reflects the fact that movie viewership would increase by the day. 
Corporatization of the Indian film industry has taken it to new levels by opening up different avenues of financing. Not 
only has it attracted funding from within the country but also from sources located outside India. The industry has also 
been innovative enough to come up with such arrangements where the lead actor invests in the film on profit-sharing 
basis instead of charging an appearance fee, so also in selection of locations for film shooting in those countries that 
extend incentives and subsidies. 
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Improvement in technology can be an important avenue for cost reduction, which has clearly come out in case of the 
film industry. With the digitization of the movie and satellite distribution of films, the cost of additional prints and 
distribution have reduced drastically. This has made it possible for release of a film simultaneously in more than two 
thousand screens. 
One of the recent trends is to release movies in different languages, thus targeting a larger market within the country. 
Indian films are being released in countries like England andUSA, which have a large population of Indian origin. Also 
films with sub-titles are being screened in other countries where the people are not familiar with the Indian languages. 
However, for Indian films to be accepted seamlessly on the international market, experts have viewed that there needs 
to be a lower influence of Indian culture as well as lesser songs and dances which are very specific to Indian movies. 
With the Indian market growing steadily, even foreign films, mostly from Hollywood are also being released in India, 
generally dubbed in Hindi. Some of these films have done very well in India. 
Recent years have seen a much higher intensity of film promotion and marketing efforts. Film promotions are being 
done at various stages of production and even after its release. Even the actors and directors join in the promotion 
activities. Marketing of films have reached new levels in recent years. Television is the most popular medium of 
entertainment. The films are not only released in theatres but also their rights are sold to television channels for 
broadcasting at a later date. However, with the different satellite platforms available for home viewing like direct-to-
home or pay-per-view etc., it makes sense to release a film directly through this medium, instead of the conventional 
practice of releasing first in theatres and then on these newer channels. 
A method to fight video piracy can be designed by releasing an interactive version with different variants of the story 
that can be selected by the viewer from the options available. Though this would mean additional expenses on account 
of additional filming, yet it is expected to generate interest among avid film fans since different combinations based on 
the options would have different outcomes to the storyline. Such digital video discs can be released after the movie has 
seen through the initial major phase of business in theatres. However, the storyline of such a movie has to be suitably 
designed. 
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