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CTPATEI'TI MAPKETUHIOBUX OHJIAMH-KOMYHIKAII
YKPAIHCBKUX KIHOTEATPIB: HAUKPAIII PEKJIAMHI KEMCH
CTPATEI'MU MAPKETHHI OBBIX OHJIAMH-KOMMYHUKAIIUIA

YKPAMHCKNX KHHOTEATPOB: JTIYUIIUE PEKJTAMHBIE KEMCBI

Summary. Introduction. Modern marketing communications are the basis
of promising business and promotion of its services. Along with the development
of technology and the digitalization of society, advertising on the Internet is in
great demand. Especially now, with the martial law in the country, advertising
using offline communications is impossible, so companies are forced to master
new platforms to promote their products and implement online communications
to attract audiences.

Purpose. The purpose of the study is to determine marketing approaches
to the promotion of Ukrainian cinema chains through online communications,
analysis of advertising in social networks, the selection of tools and channels of
promotion, taking into account the factors of external and internal environment.

Materials and methods. The research materials are 1) works of foreign
and domestic scientists who conducted research in the field of marketing,
imageology and brand management,; 2) use of Internet resources, in particular
the official websites of creative and media agencies, 3) statistics of the annual
report on the number of Internet users, in particular in Ukraine.

The following scientific methods were used in the research process: system
approach (definition of a cinema chain as a system, all objects of which are
interconnected),; method of analysis and synthesis (study of all individual tools of
promotion, which together constitute a common Ssystem of marketing
communications of the cinema); case method (for a detailed analysis of the
advertising activities of individual cinemas in wartime);, generalization

(formation of research results).

International Scientific Journal “Internauka”. Series: “Economic Sciences”
https://doi.org/10.25313/2520-2294-2022-6




International Scientific Journal “Internauka’. Series: “Economic Sciences”
https://doi.org/10.25313/2520-2294-2022-6

Results. The article fully covers the theoretical, methodological and
practical aspects of the process of promoting cinema chains through online
communications in the media space. The main channels and tools for promoting
online communications are identified, marketing strategies for communication
activities of cinema chains in social networks are analyzed.

Discussion. In the following scientific researches the analysis of the
general system of marketing communications of cinema chains, development of
the differentiated strategy of marketing communications, definition of target
landmarks of advancement is offered. This will provide an opportunity to improve
the promotion strategy, increase the effectiveness of advertising, expand the
audience and establish communication with it.

Key words: cinema, cinema chains, advertising, advertising campaigns,

communications, promotion, social networks, content, marketing strategies.

Anomauia. Bcemyn. Cyuacni mapkemuneogi KOMYHIKAyii € OCHO80I0
NepCneKmusHo20 BedeHHs Oi3Hecy ma npocy8awHs toco nocaye. Pasom i3
PO3GUMKOM MEXHON02IU mMa OUONCUMANIZAYIEI0 CYCNITbCMBA MA€E NONUM
pexnama 8 mepedici Inmepnem. Ocobaugo 3apas, 6 yMo8ax 80EHHO20 CMAH) 8
Kpaiwi, peknama 3 6UKOPUCMAHHAM O@DAAUH-KOMYHIKAYIU € 00CUMb CKAAOHOIO,
MOoMYy RIONPUEMCINGA 3MYULeH] ONAHO8Y8AMU HOBI N1am@opmu OJisk NPOCYBAHHS
C80€I NPOOYKYIL 0151 NOCUNeHHS OHAAUH-KOMYHIKAYIT w000 3ay4eHHs: ayOumopii.

Mema Oocniodcenns € uzHaueHHs nNioxo0ie popmy8anHs MAPKEMUH208UX
cmpamezii Wo0o NPoCy8aHHs YKPAIHCbKUX Mepedc KIHomeampie 3a 00NOMO200
OHNAUH-KOMYHIKAYIU, AHANI3 PEeKIaMHOI OISIbHOCMI 68 COYIAIbHUX Mepedicax,
BUOKDEMIIEHHSL IHCMPYMEHMI8 Ma KAHAI8 NPOCYBAHHS 3 YPAXYBAHHAM PaKmopie
BNNIUBY 308HIUUHLO20 MA BHYMPIUHBO20 CepedosULYd.

Mamepianu i memoou. Mamepianamu O0CHIONHCEHHS € HAYKOBO-
NPAKMUYHi 00POOKU NPOBIOHUX BUEHUX, WO NPOBOOUTU HAYKOBL OOCHIOHNCEHHS Y

chepi  pexnamHoi OisnbHOCMI, MapKemuH2y ma OpeHO MeHeONCMEeHMY;
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BUKOPUCAHHS ITHMEPHem-pecypcie, 30Kpema oQIiyiiHux catimie KpeamugHux ma
media aceHyil; cmamucmu4Hi Oaui WOPIYHO20 36IMYy WO000 KIiIbKOCHI
Kopucmyeauie Inmepnuemy, 30kpema 68 YkpaiHi.

Y mpoyeci oocniosxcenns Oyau Guxopucmaui mMaxi HAYKOGI Memoou:
cucmeMHutl nioxio (BUBHAYEHHs Mepedci KIHomeampig sk cucmemu, yci 00 ekmu
SAKOI 83aEMONo08's3amni); mMemood auanizy i cuHmesy (aHaniz YCix OKpemux
IHCIMPYMEHMI6 NPOCYBAHHA, WO PA30OM CMAHOGNIAMb 3A2ANbHY CUCMEMY
MApKemuH208UX KOMYHIKAYil KiHomeampy), Keuc-memoo (0151 O0emaibHO20
aHanizy pekiamHoi OisIbHOCMI OKpeMUux KiHomeampig 8 yMo8ax 60€HHO20 4acy),;
y3azanbHeHHs ((hopmysanHs pe3yiomamis 00CAI0HCEeHHSL).

Pezynomamu. Y cmammi 6uceimieHo meopemuKo-memooudHi ma
NPAKMUYHI ACNeKmu npoyecy npocy8aHHs. Mepedtc KIHomeampis 3a 00NoMO20H0
OHNAUH-KOMYHIKAYIU y Medianpocmopi. Buokpemneno ocHO8HI Kanaiu ma
IHCmMpYyMeHmu npocy8anHs OHIAUH-KOMYHIKAYIU, NPOAHANI308aHT MAPKEMUH2O08I
cmpamezii KOMYHIKAYIUHOI OisbHOCMI Mepexc KIHOmeampieé y CcoyianibHux
mepedncax.

Ilepcnexkmueu. Illepcnexmusamu nooarbwux OO0CHIONHCEHb € aHAI3
3a2aNbHOI  cUCmeMU MApKemuHe08Ux KOMYHIKayil Mepedxc Kinomeampis,
po3podka  Ougepenyitiosanoi  cmpamezii  MAPKEMUH2OB8UX — KOMYHIKAYIl,
BUSHAYEHHS YINbOBUX OPIEHMUPI8 NpoCcy8aHHsA. 1 sAK HACIIOOK, MOANCIUBICID
YOOCKOHAIeHHs. cmpamezii npoCy8anHsl, Ni0BUWEeHHS eeKmUSHOCMI PeKIaMHOL
OIANbHOCMI, PO3WUPEHHS AYOUMOPIT MA HAA200NHCEHHS 3 Hel0 KOMYHIKayiio.

Knrouoei croea: kinomeamp, mepedca KiHomeampis, pekiama, pekiamHi
Kamnawii, — KOMYHIKayii, =~ NPOCYBAHHA,  COYIAIbHI  Mepedici,  KOHMEHM,

Mapkemunzo8i cmpameceii.

Aunomauuﬂ. Beeoenue. CoepemeHHbze MAPKeEMUHC06bl€ KOMMYHUKAYUU
SGIAIOMCS OCHOBOU nepcneKkmueHoco geoenuss buzneca u npodeu:)fceHuﬂ eco

yeaye. Bumecme ¢ pazsumuem mexunonoeuti u oudxcumanusayuei obujecmea
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noav3yemcs 6oavuium cnpocom pexiama 6 Unmepueme. Ocobenno ceuuac, 8
VCA0BUSAX BOEHHO20 NOJOANCEHUSI 8 CMPAHE, PEKIaMa ¢ UCNOIb308AHUEM OpIAlH-
KOMMYHUKAYULL HEBO3MOIICHA, NOIMOMY NPEONPUIMUSL BbIHYIHCOEHbL GHEeOPSIMb
HoBble NAamgopmol Ol NPOOBUNCEHUS CBOell NPOOVKYUU U HOBble OHIAUH-
KOMMYHUKAYUU 0151 NpUsieueruss ayoumopuu.

Henw. Ilenvto uccneoosanus s61semcs onpeoeieHue MapKemuH208bixX
Nn00X0008 K NPOOBUNCEHUID YKPAUHCKUX cemell KUHOMeampos8 Nocpeocmeom
OHAAUH-KOMMYHUKAYULU, AHATU3 DEKIAMHOU OesimelbHOCMU 6 COYUATbHBIX
Ccemsix, AHAIU3 UHCMPYMEHMO8 U KAHAI08 NPOOBUICEHUS C YYemOoM (PaKxmopos
GIUAHUSA BHEWHel U 6HYMPEHHell CPeObl.

Mamepuanst u memoowvl. Mamepuanramu UCCIEO08AHUSA SABTAIOMCA!
mpyovl 3apyOedCHbIX U OMe4eCmBEeHHbIX YUeHblX, NPOBOOUBUUUX HAYUHbBLE
uccne008anus 8 cepe peKIamMHou OesamelbHOCmuU, MapKemuHea U OpeHo
MEHEeONCMEeHMA,  UCNONb308AHUEe  UHMEPHem-pecypcos, 6 MOM  Yucje
ouYUATbHBIX CAUMO8 KPeamueHblX U Meoud d2eHmcme; CMmamucmuyecKue
OaHHble edHce200H020 omuema o Koaudecmee noavzosamenei Hnmepuema, 6
yacmuocmu, 8 Ykpautne.

B npoyecce uccnedosanusi 6vi1u UCNONB308AHBL CNEOVIOUUE MEMOObL:
CUCEMHDIIL N0OX00 (onpedeiieHue cemu KUHOMeampo8 KaK CUCHeMbl, 8Ce
00beKmMbl KOMOPOU 83AUMOCEA3AHBL);, MEMOO AHANUZA U CUHMe3A (U3)YeHUe BCeX
OMOENbHBIX UHCIMPYMEHMO8 NPOOBUIICEHUS, KOMOpble eMecme COCMABIIom
00wy cucmemy MApKemuHe08blX KOMMYHUKAYUU KUHOMeampa), Keuc-memoo
(0151 nOOPOOHO20 AHANU3A PEKNAMHOU 0esIMeIbHOCU OMOEIbHbIX KUHOMeampos
8 YCIOBUAX BOEHHO20 6peMeHu);, 000bweHue (ghopmuposanue pe3yrbmamos
uccne008aHus).

Pe3ynomamut. B cmamve noaHocmvlo  ompasyceHvl  meopemuKo-
MemooudecKue U Npakmuyeckue dacnekmvl npoyecca NpoosuUdNdCceHus cemell
KUHOMeampos ¢ NOMOWbI0 OHAAUH-KOMMYHUKAYULL 6 MeOuanpocmpancmae.

Bovioenenvt ochosmvle kananvl u UHCMPYMEHMN bl npodeuafceHuﬂ OHNAUH-
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KOMMYHUKayutl, NPOAHAIUZUPOBAHDL MapKemuHa08ble cmpame2uu
KOMMYHUKAYUOHHOU OesmelbHOCmU cemeli KUHOMeampos8 8 COYUAIbHBIX Cemsix.

Ilepcnexkmuewl. B nocneoyrowux nayunvlx ucciedo8anusx npeoiazaemcs
aHanusz odwel cucmemvl pPeKIAMHbIX KOMMYHUKAYUL cemell KUHOmMeampos,
paspabomka OupgepeHyupo8anHol cmpameuu peKiamMHblX KOMMYHUKAYULL,
onpedenenue  Yenesvlx  OPUEHMUPO8  NPOOBUdCeHUs. Imo  NO360JaUm
YCOBEPULEHCIBOBANb CMPAME2UI0 NPOOBUNCEHUS, NOBbICUMb IPHeKmUsHOCHb
PEKNAMHOU O0eamelbHOCMU, pPACUUPUmMs ayoumopuro U Haiaoums ¢ Heu
KOMMYHUKAYUIO.

Knrwouesvie cnosa: kunomeamp, cemb KUHOMeampos, peKlamd,
PpeKamMHble KAMUAHUU, KOMMYHUKAYUU, NPOOBUNCEHUEe, COYUATbHble Cemiu,

KOHmMEHN1, MapKemuHzoeble cmpamecuul.

Introduction. Today, in the context of global digitalization, cinema chains
are mastering new channels and tools of promotion, which requires more detailed
research, identification of competitive advantages, development of a mechanism
for creating a strategy of marketing communications with relevant goals and
objectives.

Analysis of recent researches and publications. The phenomenon of
marketing communications has been studied in the works of both foreign and
national scientists, in particular: D. Chaffey [1], G. Heim [2], G. Pocheptsov [3],
O. Garachkovska [4], A.A. Mazaraki [5], and others.

The purpose of the article. Analysis of the promotion of cinema chains
through online communications, taking into account the factors influencing the
external and internal environment.

Materials and methods. The research materials are 1) works of foreign
and domestic scientists who conducted research in the field of marketing,

imageology and brand management; 2) use of Internet resources, in particular the
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official websites of creative and media agencies; 3) statistics of the annual report
on the number of Internet users, in particular in Ukraine.

The following scientific methods were used in the research process: system
approach (definition of a cinema chain as a system, all objects of which are
interconnected); method of analysis and synthesis (study of all individual tools of
promotion, which together constitute a common system of marketing
communications of the cinema); case method (for a detailed analysis of the
advertising activities of individual cinemas in wartime); generalization
(formation of research results).

Results. In today's world, an enterprise that aims to succeed and make the
desired profit must not only communicate with its potential customers, but also
reach new segments. To do this, there are marketing tools and activities aimed at
informing and encouraging the target audience to purchase goods or services,
forming and increasing loyalty to the company and creating a positive image in
the market.

Today, advertising is the main tool of marketing communications, which
1s used for promotion of goods or services of the enterprise and helps to maintain
communication with consumers. This can be outdoor advertising, print
advertising, advertising on the Internet, POS-materials etc [7]. At present, society
1s a witness and direct participant of the digital transformation - digitalization, so
online advertising is becoming more widespread. Advertising on the Internet can
look like videos on the YouTube platform, Push-messages, Pop-Up and Pop-
Under, advertising on social networks, e-mail marketing. This type of advertising
is effective due to the number of consumers - according to Digital 2022 Global
Statshot, the number of Internet users is more than 5 billion people [15]. As of
the end 0f 2021, there were about 30 million Internet users in Ukraine [12]. Every
day, while scrolling through social media pages, listening to music or watching
videos on YouTube, they repeatedly come across different types of advertising:

recording for a free webinar, a new track by a music artist, law firm services, a
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new brand collection and more. According to 2021, a Ukrainian spends an
average of 1,24 hours watching videos and sees about 20 video ads a day [10].
Red Crow Marketing experts report that Internet users can watch 5 000-11 000
advertisements every day. At one time, marketing specialist Ron Marshall
conducted an experiment that was to record the number of advertisements he saw
during the day. Only during breakfast he counted almost 500 ads and decided to
end the experiment. One more experiment was conducted by famous YouTuber
TheDanocracy. He clicked on every online ad and bought all the things offered
to him. So he spent about $1000 in less than an hour. This shows that the creators
of advertising force us to buy services, goods and even lifestyle.

As for the promotion of the cinema chains through advertising, it is carried
out through offline and online communications [16]. Offline communications
include:

- outdoor advertising (billboards, advertising on transport, in the subway);
- use of POS-materials;

- various promotions in the cinema;

- organization of events with pre-premiere screenings;

- children's holidays, master classes, etc.

Online communications include:

- cinema site with information about the schedule of sessions and the
opportunity to purchase a ticket;

- maintaining pages in social networks;

- use of chatbots;

- own mobile application;

- E-mail marketing;

- contextual advertising.

According to Media Resources Management, the amount of cinemas in
Ukraine at the end of December 2021 was 22 chains [8]. There are several chains

which predominate in the number of cinemas. They are Multiplex (30), FilMax

International Scientific Journal “Internauka”. Series: “Economic Sciences”
https://doi.org/10.25313/2520-2294-2022-6




International Scientific Journal “Internauka’. Series: “Economic Sciences”
https://doi.org/10.25313/2520-2294-2022-6

(12), Premiera (10), Kyivkinofilm (10), Planeta Kino (9) (Fig. 1). These chains

are also in the top by the number of halls.

Multiplex | l
Planeta Kino NN |
FilMax
Kyivkinofilm
Cinema City
Oscar

Butterfly
Kinoland
KinoMan
Premiera
SmartCinema
Wizoria

Liniya Kino
Kinopark-Kinoplexx
Miromax
Kinomax

Zlata
Blockbuster Cinema
Kinopalats
Odesa-kino
Kinolife Cinema
Prime Cinema

S

10 20 30

The amount of cinemas in Ukraine

Fig. 1. The amount of cinemas in Ukraine

Source: developed by the author based on [§]

Consider online communication on the example of Multiplex cinemas. The
mission of Multiplex is to be the leader of information about cinema in Ukraine,
to tell the audience all the relevant information about the world of cinema, to
publish announcements of premieres and to acquaint the viewer with non-obvious
stories. "As a rule, this is the content that is most interesting for subscribers of
Multiplex social networks,"- says Beata Nagaeva who is marketing manager for
film promotion. This cinema chain uses many channels and tools for online
promotion, based on omnichannel content. In communication with customers,
Multiplex actively uses four channels [13]:

- Mobile push messages;

-  Emalils;
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- Viber messages;
- SMS.

Collaborating with search and media campaigns is another way Multiplex
uses to promote. This cinema chain pays special attention to personalization.
Location or information about favorite cinema is used in both automated and
promotional mailings. These mailings in Multiplex are created as a weekly digest.
It selects top movies, premiere news, special events and other interesting offers.
Multiplex social networks are a convenient platform where the visitor can find
the latest movie news, see excerpts from movies and favorite actors in the posts,
follow the premieres and special offers without the use of additional search
services.

The Multiplex has a large number of cases of successful advertising
campaigns. Among them is a campaign created by the creative agency Taktika,
which encourages people to come to cinemas and kiss [9]. This is due to the fact
that in February-March the number of cinemagoers usually increases as people
come here on dates. Therefore, the new campaign received the slogan “In the
Multiplex popcorn-bouquet period. Come kiss”. The ad shows a variety of love
and kisses, including members of the LGBT community. Such communication
reaches the widest possible audience.

The next object to research is the Planeta Kino. As of 2020, Planeta Kino
sold 5 million tickets and had 750 000 active customers per year, which
corresponded to 20% of the Ukrainian market [6]. Today it is a business that
promotes its product in the digital field, working with Netpeak. The chain actively
uses omnichannel content, promotes it on various platforms and on a regular
basis, including on its website and in the mobile application. Although the app is
a tool that does not advertise the cinema, it is needed to distribute content. Among
the channels of communication with customers can be distinguished social
networks (Instagram, Facebook, Telegram), push-messages in the mobile

application, direct communications, Google and Facebook platforms are used for
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paid promotion [13]. Nowadays, during the war, Planeta Kino has almost no
budgets, so it works primarily through communication with customers from the
CRM database, as well as in social networks. The number of registered customers
1s about 1 million and hundreds of thousands of mobile application users [6]. The
network actively uses the Sales Force Marketing Cloud to automate
communications across all channels.

In 2019, the network launched 2 large advertising campaigns. One of them
was created by the VERTIGO agency in the form of a series of three videos about
the competitive advantages of CINETECH + halls [14]. The main characters of
the advertisement were human eyes, ears and buttocks dressed in trousers. This
project also received comprehensive support in digital - as part of the promo, a
website and a banner campaign were developed. Another case of successful
advertising is the cooperation with Ragnarok agency, which has developed a new
positioning of the chain. The main message of the advertising campaign was the
slogan - "Planet Cinema is SOMETHING!". Also as part of the campaign, the
Family Production team created videos in the form of movie trailers.

Following the foreign experience, the niche of cinema chains is replenished
with innovative players. Among them is SunSet Cinema - a project created in
2018 as the first Ukrainian open-air cinema. Initially, the cinema was positioned
as a platform for watching movie by the sea. Later, such locations began to be
placed on the roofs of houses. Now there are 5 outdoor areas in Odessa and Kyiv,
in the cold season they change into the cinema in an atmospheric room called
Christmas story. Despite little experience in the field of cinema, SunSet Cinema
sells 25,000 tickets from two projects - summer and Christmas [11].

The main tool for promoting cinema is its visitors. They take photos, shoot
videos, write reviews and share this content on their social networks. In this way,
they attract their friends to come with them to the sessions. Currently, the cinema
1s just beginning to use omnichannel content in communication with the audience,

but actively publishes content on such social networks and messengers as
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Instagram, Facebook, TikTok and Telegram-channel with bonuses for
subscribers [13]. These can be session tickets, doubling dishes on the menu,
popcorn, etc. The network also uses targeted advertising and partnerships with
other projects to diversify the program. For example, regular sessions in English
and the opportunity to communicate with a native-speaker.

Conclusions. Summarizing all the material, taking into account the case
method, it should be noted that the phenomenon of digitalization has affected the
promotion of cinemas, resulting in an increase in the number of contextual
advertising for interests and search queries on Google, promoting mobile
applications and implementing loyalty programs.

Prospects for further research are the analysis of the general system of
marketing communications of cinema chains, the development of a differentiated
strategy of marketing communications, and the determination of target

orientations for promotion.
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