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Hence, there is no reason to believe, that revenue management and digital marketing  best practices 
couldn’t be as efficient in the cinema industry as it proved to be in other industries for the past twenty 

years. 
These practices are designed to improve the financial efficiency all along the value chain 
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Digital technology not only transforms movie industry and projection, it 
also changes behaviour and expectations of the audience 

Those best practices will not only increase the audience, but could also 
give little known movies more opportunities to be watched 

Recent digital technology 
improvements are not only 

changing the face of cinema 
industry, but are also modifying 

audience behavior 

The digital revolution shouldn’t be 
restricted to movie theaters, it 

must be considered when 
designing sales and marketing 

strategies 

Consumers are changing : Turning 
to be more mobile, they also 
become more receptive to 

customized offers 
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Digitizing not only impacts theaters screens. It raises new opportunities 
to operate an ultimate link between a movie and the audience 

Optimized demand management is based on emotion, 
customers’ cultural background, and emphasizes value of the product. 
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4’Bridge, a cockpit and tactics to switch from random intuitive management to  
Demand’s supervision 

4 

To
da
y	
  

Ra
nd

om
	
  	
  a
c4
vi
ty
	
  

4B
ri
dg
e’
	
  

Su
pe

rv
is
ed

	
  a
c4
vi
ty
	
  

Random 

Monday night 

Saturday night 

Monday night 

Saturday night 

£ 

£££ 
Identify 
Categorize 
Communicate 
Capture 

Understand 
Convince 
Engage 

« One Selling 
Proposition » 

Validation of the 
Transaction 
Viewer 

Digital 
Marketing Revenue 

Management 

Weather Reduced 
Fare 

Optimized Demand Management increases the sales by 5 to 15%  
and the profits by 5 to 15%.  

Exhibition 
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How to optimize revenues and profitability by using a sharp, multicriteria and 
predicting analysis method? 
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4Bridge platform analyses sales, environment, and forecasting data and 
proposes actions to optimize the sales, in volume and in profit 

He pays 50£. 

Mr. John logs in the Theater’s website. 

He is interested in the movie « Ce n’est 
qu’un début », about an experience of 

philosophy courses in kinder garden. He 
rarely goes to the cinema. 

He has an offer to come to the premiere 
of the movie with the crew and the 
teacher, which will be followed by a 

debate. 

She posts the information on 4Square. 
Additional revenue 28£ : 10£ for seats + 

18£ groceries 

A junior in high school, Ms. Chang is out 
for a walk on Coven Garden. 

She is a Di Caprio fan. 
She is geolocalized on Pixee or another 

smartphone app. 

She receives an offer at 5£ for the 
upcoming show. A groupon of 1 free 

seat for 3 seats bought is also attached.  

Mr. Smith and Mr. Fellini use their Iphone 
to make a reservation for the 9 pm 

showing.  

They go to movies with the same 
frequency. Though, the amounts they 

are used to pay are different.  

Mr. Smith pays 13£ for the seat. Mr. 
Fellini has got an offer at 13£ for the 

same showing and another offer at 7£ 
for the previous showing. 

2 High Contribution seats at 13£ 
or 

1 High Contribution seat, 1 reallocated 
to a low attendance showing seat and 1 

High Contribution 


