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CINEMA ADVERTISING SPENDING TOPS $600 MILLION FOR THIRD STRAIGHT YEAR AS 
161 NEW BRANDS GO TO THE MOVIES IN 2012 

 
Since 2002, Industry Has Generated More Than $5.3 Billion in Revenues, with CAGR of 11.84% 

 
 
NEW YORK, AUGUST 12, 2013 — The Cinema Advertising Council (CAC), a national non-profit trade 
association which serves cinema advertising sellers, the theatrical exhibition community and the advertising 
community, has today unveiled its annual cinema advertising report.  For the third consecutive year, cinema 
advertising spending has topped $600 million, with CAC members – which account for nearly 90 percent of 
U.S. movie screens and 2012 U.S. Box Office admissions – reporting total advertising revenues of $636,404,000 
in 2012*.   
 
Since 2002 – the first year for which the CAC collected revenue data – the industry has generated over $5.3 
billion in total spending, with a CAGR of 11.84 percent.  In 2012, 161 new brands advertised in cinemas, with 
the most new brands coming from these categories: Business & Consumer Services (36); Retail (19); Travel, 
Hotels & Resorts (13); Automotive (12) ; Entertainment & Amusements (12); Toys & Games (11); Foods & Food 
Products (11); and TV Networks (9).   
 
On-screen – primarily video advertising – accounted for 92.3 percent of all 2012 cinema advertising revenue, 
and was relatively flat compared with 2011, down 0.3 percent to $587,473,000.  Off-screen revenue dropped 
by 10.9 percent from the prior year, to $48,931,000, leading to an overall 1.2 percent year-over-year decline in 
cinema advertising revenue, down from $644,294,000 in 2011.  Additionally, national/regional sales made up 
78.9 percent of the cinema spending pie.   
 
“Our industry continues to be strong, and 2012 was a record year at the box office.  People and brands love 
the movies, and advertisers and agencies are recognizing the power of combining cinema and television as 
part of a media plan that can double and triple the recall vs. TV alone,” said Cliff Marks, president and 
chairman of the CAC.  “Yet while we have had success in key categories, we have focused our efforts this past 
year on bringing new categories and brands into the theatre experience, offering pricing incentives by way of 
lower introductory CPMs that are encouraging new clients to dip their toes into cinema.  While overall revenue 
is slightly down – not helped by an overall slowed U.S. economy in the fourth quarter last year – this strategy is 
already paying off and has set the industry up for strong growth in the future. ” 
 
This announcement comes during the 10th anniversary of an association that has seen a great deal of evolution 
in the industry over the past decade.  In fact, 2013 marked the first year during which both of the CAC’s 
founding members, NCM Media Networks and Screenvision, held formal upfront presentations, demonstrating 
to the advertising community that cinema advertising is compelling, high-impact and efficient complement to 
TV and digital video.   
 

http://www.cinemaadcouncil.org/


He added, “Since the CAC was founded 10 years ago, the industry has seen an incredible evolution.  In 2012, 
the first Super Bowl ad premiered in movie theatres before the big game, and in 2013, that number 
quadrupled.  Marketers are using the cinema in new and creative ways, from 3D ads to branded entertainment 
during our pre-shows to thoughtfully integrating digital and mobile elements into campaigns that even extend 
beyond the theatre.  Cinema networks are the most viewed among Adults 18-49 on Fridays and Saturdays, 
when our primetime programming features the best content in the world. It’s no wonder that this media 
environment continues to be so popular for advertisers targeting hard-to-otherwise-reach consumers.” 
 
The report – which was independently tabulated by Miller, Kaplan, Arase & Co. LLP – includes revenue data for 
both on-screen cinema advertising – including commercials airing in advance of movie previews and the 
feature presentation – as well as off-screen revenues – including those delivered by lobby digital video and 
audio programming, sampling, special events, concession-based promotions and other lobby-based 
promotions.   
 
About The Cinema Advertising Council (CAC) 
Celebrating its 10th anniversary in 2013, the Cinema Advertising Council (www.cinemaadcouncil.org) is a 
national non-profit trade association founded in 2003 and serving cinema advertising sellers, the theatrical 
exhibition community and the advertising community, acting as a central source of information for the 
industry.  In addition to representing cinema advertising companies that account for 35,097* U.S. cinema 
screens, or nearly 90 percent of U.S. cinema screens and 2011 Box Office admissions (based on 39,641** total 
screens), the CAC’s membership is also comprised of companies that provide services and products to the 
cinema advertising industry.   
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Press Contacts 
 
Don Ciaramella, The Lippin Group/NY, 212-986-7080, don@lippingroup.com 
Matt Biscuiti, The Lippin Group/NY, 212-986-7080, matt@lippingroup.com 
Jim Benson, The Lippin Group/L.A., 323-965-1990, jbenson@lippingroup.com 
 
*CAC data source:  National CineMedia, Screenvision, Cinema Scene Marketing, Marcus Theatres Corp, On The Wall and Spotlight Cinema Network 
** Source: MPAA 
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