SMAHT’ PRICER

Welcome to our Webinar

What can cinemas learn from
other industries —
Pricing best practices

-Looking over the rim of your popcorn box-

Tuesday, July 16, 2019
3.30 - 4.30 pm

Hosts: Ba SMART, PRICER

CelluloidJunkie




SMAHT’ PRICER

The hosts of today’s webinar

Patrick spent the past two
decades writing and
consulting about and for the
cinema industry. He is
fascinated by what keeps
cinema going after 120+

Gerry is an experienced
Business Development
Specialist with a passion of
working in revenue
consulting for cinemas.

years. : She helps exhibitors
Patrick von o _ Geraana lvanova worldwide to grow their _
Sychowski Patrick is Editor and Co- ? ticketing revenue and drive
Founde_:r of . Senior Business their online sales while
Cinema Guru CelluloidJunkie.com Development keeping attendance in the

cinemas stable or slightly

B - higher.
a SMART, PRICER

Celluloid Junkie



1) Introduction into the world of price
differentiation

2) Best practices in ticket sales around the
world

3) Live: YOUR Questions to Celluloid Junkie
and Smart Pricer

SMART M PRICER
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https://liveandletsfly.boardingarea.com/2018/08/29/klm-747-retirement/

SMAHT’ PRICER

Introduction into the world of price differentiation

Why do two people on the same route pay a different price?

Segmentation



SMART’ PRICER

How do airlines segment their customers and what impact does it have?

1) Statically by product 2) Dynamically by booking behavior

VS

= Early booking = | ate booking
= Low demand flight = High demand flight



N S MART > PRICER
Before we talk about demand-based pricing though, what are the other options to price?

Dynamic Pricing
Differentiated pricing Ticket sales Price
1 SuBERERI & Skigebiet  Live Info Urlaub planen Service Q |
Static pricing
> (s;;?;w;:::? 22.12.2018) auz‘jm;;g?;-ns.u 19) (n7v.m.z -02.02.2019)
(03.02.. ,.2019) (17.03.2019 - 07.04.2019)
Ticket sales Price , '
Annual ticket sales
Annual ticket sales

None Once per year

Min once per day
Level of data needed



Why would you differentiate prices?

1
Static pricing = Autopilot

2
Differentiated pricing

Increased
attendance

S

+2% - 4%
Revenue

()

Increased
online share

SMAHT’ PRICER

3
Dynamic Pricing

+5% - 15%
Off-peak
attendance

)

+5% - 10%
Revenue

()

+5% - 10%
Online share
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1 Atthe Zoo Berlin there is one price per age category

ZOO iﬁ

BERLIN

Nt Adults 15,50€
\ bodd bk d b dd

‘A A ARAAA
Seatst A

Children 8,‘00 €

4 up to 15 years

Concession® 10,50 €

Students, apprentices, ALG | + Il recipients, berlinpass, the severely disabled

Préasentationskennung 10


https://www.zoo-berlin.de/en

Y S M ART ™ PRICER

2 Best Practice of transparent communication: The Indianopolis Zoo provides variable
pricing options for their visitors based on day

EVENTS & GROUPS ~ CONSERVATION & EDUCATION  SUPPORT THE 700

All Prices Subject to Change Until You Lock Your Price In By Buying
Online!

< March2019 > NEW ways 1o SAVE
SUNDAY MONDAY TUESDAY \WEDNESDAY THURSDAY FRIDAY SATURDAY cost ’m Mm W
1 2
Adult-$1295  Adult-$14.45 * Ticket prices will be
Child - $9.95 Child - $10.95 ﬁ@her at the gate,

3 7 2 9
Adult - $13.45 Adule-$11.95  Adult-312.45  Adulc- $14.20
Child - $10.20 Child - $9.20 Child - $9.45 Child - $10.70
10 14 15 16
Adult - $13.20 Adult-$1220  Adulc-31270  Adule- $13.95
Child - $9.95 Child - $9.20 Child - $9.70 Child - $10.70
17 21 22 23
Adult - $12.95 Adult-$1320  Adult-314.95  Adult-$14.20
Child - $9.95 Child - $9.95 Child - $11.45 Child - $10.70

27 28 29 30

Adult - 513.45 Adult - $13.70 Adult - 313.45 Adult - $14.45
Child - $10.20 Child - $10.45 Child - $10.20 Child - $10.

PROJECTED ATTENDANCE

CURRENT PRICES FOR Friday, Dec

Standard Admlssu:n Package Member FREE
Admission to aguariu $12.95

Quy.

11
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2 Best Practice of online booking: Heineken Experience Amsterdam

A "
Heineken

| EXPERI EN( | HEINEKEN EXPERIENCE

AlROM S T E R D A7 TN

HEINEKEN® TOUR VIP TOUR ROCK THE CITY

Transparent : : :
. . - Get a €3 discount on an adult ticket when - 2 perfectly chilled beers at the Best ‘Dam Bar
booking online - Free city map with Amsterdam’s best hidden
Communlcatlon Of the - Book a time slot that suits you best gems
ru Ies a L€ Get a €3 d iscou nt = SeInguided tour (i 15 hOUrS)

when booking online”

12


https://www.heineken.com/de

SMART’ PRICER

2 Best Practice of advanced online booking: Madame Tussauds offers 20%
discount if you pre-book online

AMSTERDAM

. MADAME TUSSAY
WEEKDAY SAVER ONLINE SAVER :
TICKET TICKET BIG TICKET

ONLINE

Saver Y i __,v": TICKET
Ticket 3

13


https://www.madametussauds.com/amsterdam/en/

SMART M PRICER

2 Best Practice of online bookings: Cineplex Germany offers 10% discount for

online bookings

Pricing card from Cineplex Mannheim

vr 19 Uhr | als Begleitung des Kindes

Schiller | Student

mittwochs 5,90 €

Kinokasse | Automat Internat
Erwachsener 10,00 € 990 €
TicketPlus . .
mit klelinem Snack und Getrank 0.5 | 17.50€ (L
Jugendlicher

L0 £ 790
unter 18 Jahiren [ wor 19 Uhnr
Kind unter 12 Jahren 500 € 540 €
Eltern | Groeltern |
Geschwister 500 & 540 €

mittwaochs 6,40 £

* Online discount for ticket
purchases
(0,50 € -1,00 €)

* [ncrease of online ticket
share:

— Reduce operational
cost for call centers
and box-office sales

— Allow cinemas to
understand the movie-
goers behavior

14
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2 Best Practice of bundling products: Village cinemas Australia incentivizes
concession pre-booking

2 OF 45TEPS 3 OF 4 STEPS

Select your seats Add Treats

Select a food and drink package and save!

\
VILLAGE CINEMAS

TS

| cusssic EN

Available Unavailable Your Seat(s) [ Wheelchair Seat

Choose Treats

Save money by buying food and drink >
packages online

Super Combo @
Includes 1 Large Popcorn, 1 Large Drink, 1 lce Cream & 1 Hot Food
ftem
$26.00

Préasentationskennung 15


https://villagecinemas.com.au/sessions

2 Best Practice of peak vs. off-peak prff,icing: Empire State Building US

s )

I

1. Select the day ofyour visit 1. Select the day of your visit

December 2019 | = December 2019 | w
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. - + -
g e s Senor 621
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N Child (6-12) Kids under 6 free. 331 Child (6-12) Kids under 6 free.
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2  Best Practice of differentiated pricing: Cinemaxx Germany Wuerzburg

PREISE

Do Fr Sa $So
An und vor Felertagen

Mo Di Mi

Peak vs.
Erwachsene 8,90 € off-peak
pricing
Schuler / 790 €

Studenten

P ey

L Ll

Kinder

unter 12 Jahren

-
] LY

4,90 €

Familientag Familienmitglieder in Begleitung eines Kindes Format
sonntags/feiertags =l 2 LA LS differentiation

\

Zuschlage ggfs. Filmzuschlag 0ge
gelten in 20 und 30 0,50 €-2.50 € 0£ Seat location
- T —— differentiation
Seat type ; 0,50 €

differentiation

17


https://classic.cinemaxx.de/wuerzburg/kinoinfo/

Demand-based Pricing has spread from airlines to many other industries...
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Image source: https://pxhere.com/en/photo/619178

SMART_J»” PRICER
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...get more common in many traditional industries

19
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3 Why change pricing?

20
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Find your best deal

10

DEC

11

DEC

WER FRUH BUCHT, PROFITIERT.
BOOK EARLY AND BENEFIT.
CHI PRENOTA IN ANTICIPO, APPROFITTA.

www.snow-deal.ch

[Snnw Deal] [5nnw Deal] [Snnw Deal] [SHI}W Deal] [Snnw Deal]
CHF CHF CHF CHF CHF

“~

= - ~ Snow Deal = 30 % Early Booking Discount

- 4 Daypass Price for all people



https://www.youtube.com/watch?time_continue=4&v=cmJiXvbWXP0

SMART’ PRICER

3 Advance in pricing in three steps

Three steps to get started

‘ 360° Analysis and ‘ ‘Installatlon of software

Define pricing strategy -
: : and efficient
revenue simulation and set a target communication

4

SMART_#* FRICER| SMART P PRICER SMART P PRICER
. First we apply Smart Pricer’s Analytix Tool™ to your historic data @ With your ticketing system we build a two-way interface for Th we adjust your ion - either online only or
automated price updates - either only online OR also for box-office also at the box-office
Exemplary analysis Aapplication
Online communication on the website Box office screens
3 Identity over—vs.
E— Undarprica snows : r AR
Pro-dhrmand e e 5E3 L.
channels i
Key facts Smart Pricer Analytix Too!™ ol - AN vepicng o
. - Anwndance 3 prce s >
data of all of your cinemas T ] —— | .
CUHEMA SR T T
NAPK sxnbes n
+ Provides complete transparency on Benchmark pre-sales
demand sirusture for all theaters. J performance
Presses povers
| e -=-E-H- o~
pri ¢ %
- e e A MAATHTE 2%
aEll & = MEHbILLE!
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3 Efficient customer communication is key for successful price changes

) cen NOKYNAW BUNETDI
BE3 KOMMCCMM
HA CAUTE U B KACCE

Online communication on the websi

1m0y 1455 | 170
== mshlo @

19:20 260y

dund
masaLo ¢

CTAHAAPT.
ue)

Box office screens

2210 015 EE -
mshlo @ ==hlo =
18:40 21:25

P Sz
msaLn ¥ AEALD

330y 22325 | Ta0p
E aus m

e D 3 - 41 p
s I e e TS ] B
o meat i T T N 0 i o e e Tt Ty
.... st B MY S o™ N S x
nea G ) - R
| e | L T T Tt —
T
fvoamon E — Ty
N R Y T i ]
Kma v O o T e
o i S Y S
Sa e pramacern G R 1
Ll b e N
o~ )
o ] G

Offline posters at the cinema

L CTAHOAPT-
KOM®OPT WEHA

MJATUTE 7
MEHDLLIE!

Mpw cTapTe npopax ckuaka Ha GuneTsl 4o 20%. Bnuxe k Havany ceaHca yeHa BO3IPACTABT A0 CTAHAAPTHOM.

SMART M PRICER
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3 Throughout the week prices change in real-time based on demand

Monday
CUHEMA

NMAPK
Yenosek-mypaseW CeaHcbl
v Oca 20 l-20% 205 -20%* l-20%% -20% %
10:15  170p. 11:00  260p. 11:40 200p. | [*12:45  200p. 13:30 260p. 14:10 @ 200p.

NPUKAKOYEHUA/3KLWH 3251 2D 3372 3D Sand 2D 3an1 2D 303 3D 2an4 20

gospact: 12+ __ _ _ _. _ —_
= ) 15:15 200p. 16:00 250p. 16:40 200p. 17:45  200p. 18:30 310p. 19:10  260p.

@ CmoTpeTsb Tpeiinep 2201 20 a3 3D 3204 2D Zanl 20 3an3 3D ‘ 234 2D

260p. 21:00 310p. 21:40 260p. 22:45 260p. 23:30 310p.
2D 333 SD 3and 2D 3anl ZD 3an3 3[)
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Key take-aways

SEGMENTATION = CHOICE,
differentiate by product and by booking behavior

Simulate and base your pricing on DATA
Be TRANSPRARENT & ACTIVELY communicate

new pricing model INTERNALLY and to your
CUSTOMER

25



Ways Smart Pricer could support you to improve your pricing

v' A self-service price-revenue
simulation tool

v'Harmonize your pricing strategy
through a simulation of scenarios

v Model visitor and revenue effects

Consulting & Analytics

Price-demand score Price spread analysis

L.

Presales pattern 3D screen heatmaps

v' Analytical review of current pricing

v’ Actionable recommendations for
improvement of the current pricing
strategy

v Customer communication guidelines

Dynamic Pricing Software

BT BEN® W . =

ticketmaster*

eventim [1ic TR « :
COMPEST Y starioket =5 . .||I | T

v Automatic demand forecast per show

v Real-time optimization of prices (3
times per day)

v Ticketing system: API-based

SMART M PRICER
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Curious? Now it is your decision

Contact Gerry for an individual
Contact Patrick to subscribe to consultation on Pricing
Celluloid Junkie

Patrick von Sychoswki Gergana Ivanova

patrick.vons@celluloidjunkie.com gergana.ivanova@smart-pricer.com

27


http://www.smart-pricer.com/
http://www.celluloidjunkie.com/

