
1 
 

FOR IMMEDIATE RELEASE 

 
 

NEW RESEARCH SHINES LIGHT ON VALUE OF CINEMA ADVERTISING FOR 
GENERATING SALES AS HOLIDAY SHOPPING SEASON APPROACHES 

 
Modeling Analysis Conducted by NYU Stern’s E. Craig Stacey, Ph.D Shows Cinema’s ROI is 37% Higher than 

Television’s in CPG Test Case 
 

NEW YORK, NOVEMBER 5, 2013 — The Cinema Advertising Council (CAC), a national non-profit trade 
association, has released the impact results of a Marketing Mix Modeling analysis for a major cereal brand that 
ran a national on-screen ad campaign. Among the findings: cinema can be as effective or more than television 
for generating significant sales volume per ad dollar spent. 
 
“Cinema has long shown to be a valuable advertising medium, and this new research proves the value and 
positioning of cinema just in time for a holiday shopping season, during which, according to Deloitte, 
consumers plan to spend nearly 8% more on holiday gifts than last year,” said CAC Chairman and President 
Katy Loria.  “The cinema advertising industry is preparing for a strong holiday season at the box office, with a 
line-up of highly-anticipated new releases slated for November – from Enders Game and Thor: The Dark World 
early in the month, to The Hunger Games: Catching Fire and Disney’s Frozen opening Thanksgiving week.  161 
new brands advertised in cinemas in 2012, and we expect this trend to continue through the holidays as new 
brands look to take advantage of the unique and impactful cinema experience.” 
 
Some of the findings the modeling analysis conducted for the CAC by E. Craig Stacey, Ph.D., Research Director 
for the NYU Stern Center for Measurable Marketing and a recognized expert in the area of marketing 
productivity analysis with a special emphasis on marketing mix modeling – include: 
 

 On average across key accounts, every ad dollar spent in cinema vs. TV resulted in 1.37 times the 
incremental units in sales volume. 
 

 Cinema’s impact upon marginal sales revenue is just as strong, if not stronger, than television.  In fact, 
in this test case, cinema was 18 times more impactful than TV when taking into consideration the 
next dollar spent on advertising. 
 

 Cinema’s elasticity (ratio of a 1% change in quantity demand affected by a 1% change in advertising) 
is very similar to television, an important determinant for media planning. 
 

Dr. Stacey commented that he thought what may have been a disadvantage to cinema in the past with regard 
to other marketing mix models is the fact that the effects of advertising and other marketing mix activities over 
time have not been properly quantified. “Our particular type of statistical modeling is time-series based in 
order to get a truer read in sales response over time. In addition, these models are well-suited for measuring 
the interdependencies and synergies among media channels in today’s complex marketing ecosystem.”   
 

http://www.cinemaadcouncil.org/
http://www.prnewswire.com/news-releases/deloitte-annual-holiday-survey-shoppers-add-a-pinch-of-sparkle-and-dash-of-cheer-228752661.html
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In this particular case, a major cereal brand was selected as a test case because of its on-screen presence with 
both NCM Media Networks and Screenvision, the two leading national cinema advertising companies in the 
U.S. (and founding members of the CAC). The campaign ran for 8 weeks from July through early September 
with a two-week break in August. Additionally, the campaign also ran on national broadcast and cable 
television as well as local TV and syndication. In Dr. Stacey’s analysis, he compares the impact upon sales 
volume (as collected via IRI InfoScan) and marginal sales revenue that both TV and Cinema had upon the 
aforementioned.  
 
“The CAC targeted the inclusion of Cinema into Marketing Mix Models as our number one research priority in 
2013,” said Sunil Soman, CAC Research Committee Chair.  “This analysis couldn’t be better timed as it dovetails 
nicely with the recent release of the CRE (Council for Research Excellence) white paper ‘Current State of 
Marketing Mix Models,’ written by Sequent Partners. That report calls for a re-examination of many marketing 
mix models that were first crafted back in the 1990s when the media landscape was less complex and didn’t 
account for the impact of digital or out-of-home advertising.”  
 
The full report, along with an accompanying white paper by Dr. Stacey, will be released under the auspices of 
the CAC in November. “The release of these findings will only help add further dimension, and a slightly 
different perspective, to the overdue dialogue on market mix modeling for our industry,” remarked Katy Loria, 
CAC Chairman and President, SVP National Ad Sales with Screenvision.  
 
About The Cinema Advertising Council (CAC) 
Celebrating its 10th anniversary in 2013, the Cinema Advertising Council (http://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. CAC members have generated $600 million or higher in cinema advertising revenue for three 
consecutive years, with more than $5.3 billion spent on- and off-screen since the CAC was formed. 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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