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Abstract

Purpose — The movie market has the characteristics of being
a perfectly competitive market as well as a pure monopolistic
market at the same time. This is because there are competitors
in the industry but prices, although not fixed, have not changed
a lot. Price competition may not have spread, but the competi-
tion is focused on artistic value, and the degree of box office
success is most important. The artistic value is determined in
the course of the production process. However, the degree of
box office success is dependent upon the marketing manager.
The marketing strategy represents the difference in the standard
or quality of the movie. Inherently, the marketing manager
adopts the entertainment strategy based on the quality of the
foundation of the completed movie. At this time, the marketing
manager knows the pertinent information (high quality/low qual-
ity) regarding the movie. This research study tries to reveal
what should be the reasonable movie marketing expense, de-
pendent on the quality of the movie.

Research design, data, and methodology — Using a game
scenario with different market players, the goal of the research
analysis is to find out the following. First, the marketing ex-
pense is determined to maximize the profits after film
production. Second, after the production costs are already com-
mitted, the manufacturer gets to choose the marketing level. At
this time, there will be a profit maximization point, considering
the competition. The premise of the research is as follows: if it
is a good movie of quality, positive word of mouth increasing
the audience continuously slows down the speed of the demand
curve. If the movie quality is bad, the negative word of mouth
decreasing the audience gradually hastens the speed of the de-
mand curve. On the marketing side, when the manufacturer in-
vests heavily in the marketing expense of the movie, consumer
expectations increase to drive up the audience numbers. On the
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other hand, it is difficult to improve the profits excessively.
When the manufacturer invests in marketing a little bit, the mar-
keting expense is only relatively committed, therefore a lot of
demand cannot be gained.

Results — If a fixed market share is in a competitive situation,
a low quality manufacturer expends relatively more marketing
expense. If the situation assumes two manufacturers spend the
same for the cost of production, the high quality manufacturer
takes more profit. If the manufacturer expends less marketing
budget to save costs, the optimum profit cannot be achieved
since the other party (opponent) grabs the initial market share.

Conclusions — In conclusion, investment is essential for mar-
ket share to increase. We must refrain from a zero-sum game
and have models where the game participants pursue the crea-
tive profits together. In the current film industry, there is the
dominating logic of winner and loser but we have to create a
film industry environment where the participants can be alto-
gether satisfied and live together.
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