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With foreign boxoffice now driving growth, smart exhibitors are thinking globally

By Alex Ben Block

The lobby of Hong Kong's ISquare Theater looks
more like the reception area at an ultramodern huxury hotel than a
maovie ticket boxoffice. Perched six Moors up in a high-
end shopping mall in the city's Kowloon neighbor-
hood, the UA Cinema outpost features mosaic flooring
and a glass counter that resembles a diamond display
What's more impressive, however, are the spectacu-
lar grosses racked up at the 46,000-square- foot digi-

tal five - plex since it opened in January.

advance, for five performances a day during

weeks at an average of $20 per ticket. That single
screen grossed more than $2 million during that time.
ng Imax tickets
for “Avatar™ for up to $00 each during its first weeks.
Those results are symbolic of a dramatic movement in .

Over in Shanghai, scalpers were sel

China and across the devel
the multiplex. As a result,
be gathered in Las Vegas this week for

of opening a film in a big city and then
moving prints out to suburbs and
eventually rural areas, studios are
increasingly able to open digitally
everywhere at once, capitalizi
a title has the m
of local movies 2 becoming more
economical ata t:me when there is
more local production, both internally
generated and from U.S. studios
investing.

In some countries, notably Japan,
local product has actually come to
dominate in recent years. However, the
success of “Avatar™ has helped revive
interest in American films.

“A year ago, local production in
places like Japan and Korea was clearly
eating into American movies," say:
Patrick Wachsberger, co-chairn
Summit Entertainment. “Now
shifting back to a more equal b
First there are less local productions
because it’s more difficult to get
movies finished, in part because
broadcasters have less money to spend
due to lower advertising. And with the

Today’s Honorees

Imax sold out all 460 plush seats, in

AT A GLANCE

ShoWest, their eyes are increasingly on the global market, where
growth opportunities are greater in many ways than those in the U.S.

Ochs,

success of ‘Avatar] there is optimism
because in Japan, for instance, they are
saying ‘Wow, American movies are not
bad. We can’t see those kind of movies
from our local production’ ”

At least not yet. But even that is
changing. In July, Imax will open a $30
million Chinese-made film on its
screens in China and across the Pacific
region. Called “After Shock,” from
director Feng Xiaogang, it features all
Chinese performers and is the first
non-Hollywood movie to be digitally
remastered for Imax under a three pic-
ture deal with Huayi Brothers, China’s
largest privately owned media group.

1t all signals just how important the
international market has become for
exhibitors.

Three years ago, a “Harry Potter” film
in Imax earned 90% of its gross domes-
tically, O'Reilly s For “Avatar)’ the
international gross is up to 35% and he
expeck that to continue to rise.

at’s a growth curve we're going
to continue to see over the next few
years,” O'Reilly predicts. Wil

SHOWEST 2010 development for Imax,

LOCATION: Las Vegas between various developers to have a better quali
DATES: Through moviegoing experience o help dri

Thersday body is trying to one up cach other”

TODAY'S SCREENINGS: China, for instance, is growing

gmu:fﬁ There have been more than 4,000 ne

(Surret) plexes built there since 2004, fueling 30% annual

growth at the boxoffice.

“And they are still under- screened,” says Millard
Ochs, president of Warner Bros. International Cinemas. “The
development of new cinemas (in Chin a) is intense, and that is
world lo modernize y -
h v

restrictions on vwm-r n films that are limited
to 20 titles a ye:

the third generation of his family

2009 boxoffice by region
(% increase from 2005)

Europe/
Middle East/
Africa
$9.9billion

Asia Pacific
$7.7billion

Latin America
$1.7billion

ShoWester of the Year

William Stembler, Georgia Theatre Co.

| wirs beoen inta it,” Stemibler says.of
the movie theater business,
which his grancfather joined
i the 19205, “His first the-
ater was astable that he
nernodeled into a theater”
But the yourg Stembler ini-
tally resisted the famiy
enterprive. irstead joining the
Aarny ve

tyof Georgia. After a short stint with the SEC,
Stemibler war hined by his father & in-house
counsel at the family's Geomla Theatres and was
promated to president in 1983. When the ciruit
‘wars 5ol to LA, Stemnbler stayed on for a bit but

Theatre Co. which has become a major player in
the Scuth with 272 screens in 27 locations (and
0 under construction). During his 37 years in
exhibition, Stembler has maintained a fami-
ly dynamic — his son-in-law recently joimed
the company, e boasts — while also serving
ity capacities for MATO, including a5
chair from 1996-97. What film did he enjoy
most this year? * The Biind Side. not even
chose” he er “Awonderful values movie and
t the high
.n{xoeg.., More importantly. it was a tremendous
performer a1 our theaters.”

= Matthew Befloni

Big Ten Award

Pixar Animation Studios

nammlmm 10 home runs in 10 at- IHIL

and Ed Catmull now 'nlur\g Gual Disney/Pixr roles,

Il of Fame. Pocar the
ro:mmansssulmmmmnmm':um
arecoed five Dscars for best animated feature
{including theee In a row) from its first IOhIms.

with

plans toincrease s output from one film a year to
three films every two years. The perfect streak can't
Larst forever, wmwm‘s Toy Story 3 is as

Beginning with “Toy Stary” in 1995 lose to
theough last sumemer's "Up.” the Emenyville, Cabe -
i s

track recoed unchvalled in the history of the medium.

How? At the heart of it all is the pas-
10for10

sion of the filmmalkers to focus on
‘story and characters,” says GM im

Hh ever made.

“Every dieector feels pressure not to screw it up.” Mo
s jokes. “It's our worst nightmarne.”

= Matthew Betlon!

e oony Pixar's remarkably consistent track record
e et e e e, “Toy Story” (1995) $362mil
it's hard to imagine another studio “ABug's Life” (1998) $363 mil
S waanowuntengn, | T0YStory 2" (1999) $485 mi
ning. Fouryearsinto s cwneshipby  Monsters, Inc” (2001) $525 mil
Disney andwith execs JohnLasseter  Finding Nemo” (2003) $865mil
: ., “Thelincredibles” (2004) $631 mil
" =Cars™ (2005) $462 mil
“Ratatouille” (2007) $624 mil
“WALL-E" (2008) $521mil
“Up~(2009) $723 mil

e tomToe feurtr B

execulive vp theater
“So there is great competition

traffic, and every-

at a breakneck pace.
cinema com-

working in film exhibi-
tion, has spent much of
the past four decades as
a kind of Johnny Apple-
seed of movie theaters.
His mandate is to bring
modern theater tech-
nology to countries all
over the world, from
Europe to Asia to Latin
America.

“We open up the
market, create the plat-

form and get everyone
else interested in doing
the same thing,” Ochs

ml( ests and invest if’
other countries.”

Alone and through
joint ventures, Warners
has seen its efforts help
boost attendance and
grosses in more thana
dozen countries
luding the UK.,
rmany, Australia and Japan, where it still
owns and operates about 60 locations.
“Typically wha
getting stron;
into distribution and production, sot h\‘\
become vertically integrated. Wanda in China
{the Dalian Wanda Group) now does all of that,
and is into concessions operations”

tions. By year's end it will operate 600 screens in
70 locations. By 2012 it expects to have 1,200

screens. And it is only one of sew
building new theaters in China,
company p |r[t.\' owned by the m
(.‘huu isn' nly growth area for n

£ pace.
1w has the highest per-secreen
attendance of any country in the world.

The result has been a shift in where Hollywood

tional. As of the end of 2008, about 65% of
grosses come from outside North America,
according to the MPAA. The international share

of market increased 17% between 2003 and 2008,

1n some cases, that number can be even higher.
“or inst: s 2000 thriller “The Da
7190 of the gross came from interna-
1. For its 2009 sequel “Angels & Demons,”
%, according to Sony.

“There's noquestion the development of
maodern theaters has stimulated growth" says
A Zucker, president of Sony Pictures Releas-
ing International. “When a new state-of-the-
art theater goes up, grosses go up, the number of
admissions goes up. This has happened even in
semi-depressed areas”

For example, in some cities in Latin America,
sions have increased dramat-
ars thanks to the intro-
Crs.
is growth has
been the need for c apital. While the global
recession has slowed development in some
countries, mrhldu g once-booming building
ia, the massive con-
ntinues worldwide.
f that has been driven by the success of
ich commands premium ticket prices.
Fox's sci-fi eple “Avatar” which has broken
records all over the globe, is leading that charge.
“There are 6 billion people outside America
and 320 million in America, so that is where the
growth is coming from and that is a continuing
trend,” says Andrew Cripps, president of Para-
mount Pictures International. “When you see
markets like China do $140 million on a single
maovie, as has happened with ‘Avatar, or Russia
where it has done $100 million, those are spec-

s that global growth is only
to pick up speed as more capital flows in

going
from “integrators,” which raise pools of money
for digital conversions and then are repaid

nt fees from movie distribu-
5.
I| mudr n theater infra-

through virtual p
tors as they release pict
in countries wi
-.huttun. like the U,
upon a process of upgrading facilities
uhlmlmmnmthml:plll 3D area.
“In the six to nine months at the end of last
year leading up to ‘Avatar” there was a huge rush
to put 30 in,” Cripps says. “And now everybody
has seen how profitable that can be!
The digital revolution alse is changing how
movies are distributed in each country. Instead
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