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Abstract

This descriptive study for an assessment of cinema screen advertisements potential in
Ethiopia has three parts. Questionnaire for the first part and structured interview
questions for the rest two parts were used as a tool for collecting data. Descriptive
presentations of the results are discussed along with the findings of the reviewed
literature. The first part of the study reveals that cinema/theater audiences are active in
terms of making purchase decisions. The number of audiences is increasing even though
no one has targeted them for advertisement when they are seated idle in the
cinema/theater waiting for the movie or the theater to start. The second part of the study
that focused on the cinemas/theater houses has indicated that, if there are promotional
enterprises that can produce and supply cinema screen advertisement slides or clips,
they can run it and generate additional revenue. The third part of the study conducted on
the promotional enterprises, on the other hand, has shown that there are very few
limiting factors to start cinema screen advertisements except the missing awareness by
the advertisers and the cinema/theater houses. Based on these indications, the study
concludes that there is potential for cinema screen advertisements in Ethiopia. If th;,’
necessary preparations by the cinemas/theaters and the promotional enterprises are
made and co-operations are established between these two parties that have the
audience and the advertisers in common, the potential for cinema screen advertisement;

already exists.
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Operational Definitions:

Cinema/Theater House -These two terms are wused
interchangeably in this study referring to the house or hall
where people watch cinema or theater. It includes both
private and public ones.

Cinema Screen -refers to the white screen in cinemas or
theater halls on which the running movie is projected so as to
produce big picture.

Cinema Screen Advertisement-refers the type of motion or
stillness pictures for commercial advertisements that are
projected on the cinema screen before the scheduled movie or
theater starts.

Cinema Administration- refers to the executives in charge of
the management of the public as well as private theaters or
cinemas that were contacted for the purpose of this study.
Promotional Enterprises- these are businesses engaged in the
activity of developing or producing and presenting

advertisement promotional messages.
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An Assessment of Cinema Screen Advertisements Potential in Ethiopia

CHAPTER I
THE PROBLEM AND ITS APPROACH

1.1 Introduction

Commercial art is where every thing began in promotional activities. The following is stated
about artwork in one of the well-known electronic encyclopedias (2003)'

Artwork in a variety of forms is created to foster the sale of a product, service, or idea.
Commercial art is used in many fields, such as advertising, p ackaging, p ublishing, cinema,
television, and fashion, textile, and industrial design... The constant developments and
improvements in lithography and photoengraving produced a flood of advertising—calendars,
billboard posters, and catalogs. Late in the 19th century improved color reproduction and other
advances increased the importance of commercial art and raised its standards.... In the 20th
century, c ommercial art proliferated at an enormous r ate. Specialists e merged in all fields;
advertising agencies were established, offering an infinite variety of commercial art services....

The practice of art works is very aged in Ethiopia. The traditional arts have been well focuses
particularly after the opening of some theaters and cinema houses in Ethiopia. The use of these
commercial arts for business advertisement purpose however seems of recent phenomenon.

Most of the cinemas or theaters are located in the capital. Currently there are nine public and
two private cinema/theaters in Addis Ababa. All of them do not have cinema screen
advertisement pre-shows to their movies or theaters. Cinema screen advertissment however is
very common in c ountries that are following the free m arket e conomic p olicy that d emands
completion not only in the general business operations but also in their communication about
their products or services. It is another medium for audio-visual presentation of advertisement
messages.

On the other hand, there are many promotional enterprises operating in the country at different
capacities that can produce clips or slides for cinema screen advertisement. It is therefore time
to asses the national potential foe cinema screen advertisements and provide the starting work
and relevant recommendations. This project work aimed to be use as partial fulfillment of the
requirements of the degree of masters of business administration has the above purpose.

The first chapter discusses the problem statement and the methodological approach used in the
study. It indicates the scope and significance of the study along with some practical limitations.
Chapter t wo presents the review o frelated literature in brief. T he third chapter contains the
results of the three parts of the studies use in the paper. The fourth chapter is discussion. The
last chapter is conclusion of the study and recommendations that consequently follow

T Microsoft® Encarta® Encyclopedia 2003. © 1993-2002 Microsoft Corporation. All rights reserved.
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1.2 Statement of the Problem

During the command economy that our country was following, there were little promotional
activities. There were few advertisements about a product or service on the sole Ethiopian
Television. But after the change of government in 1991 that changed the economic policy of

the country too, promotional activities are blossoming in country.

Today viewers of Ethiopian Television (ETV) are helpless that they can’t avoid the
commercials that are aired on ETV that may come against their interests. There is no
zapping o pportunity for the viewers e xcept for few who have Digital S atellite Television
(DSTV) services. This has happened because of the ‘free’ economic policy that the country
adopted. Businesses are in competition today than any other time before. The major area of
competition seems the promotions where advertisement is the prominent. Most of these
advertisements come through ETV, the only and the monopoly broadcasting TV channel

through out the nation.

Few years ago it was right to think for a common sense businessperson that the only way of
advertising a company’s product or service is through the Ethiopian Television. This might
have been true because what they knew as an advertising media was ETV. But gradually

other medias particularly the press has come in to picture. Out door advertisement medias

like prism board and digital billboards started to appear around many squares of Addis
Ababa City and special localities. Some company owned vehicles are also started to be seen

carrying company logos, picture of the major products and mottos of the companies. This is
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an indication that advertisers are searching for diverse advertisement media and they have

started the media planning for their promotions.

But still a lot has to be done, as this is only the start of it. One other alternative in this area is
cinema/theater screen advertisements. Cinema screen advertising here means paid
advertisements on the movie screen or in the theater lobby. Cinemas are getting more
attendants than ever in Ethiopia because of the exploded film production in the country.
New locally made cinemas are appearing almost every fortnight. The attendants are also
growing proportionally. But the cinema screens are always idle while the attendants are
waiting for the cinema to start. These waiting attendants could be one of the targets for

effective advertisement.

Cinema screen vision captures moviegoers from the moment the cinema/theater attendants
enter a theater, pick their seat and focus on the screen. Cinema screen promotions can help
in building custom program that responds to specific media strategies while maximizing the
use of screen vision cinema tools. This opportunity has not been utilized before in Ethiopia
because it was not studied, and not known.

The study, therefore, is based on the hypothesis that there is a potential for cinema

screen advertisements in Ethiopia.

1.3 Research Objectives

1.3.1 Main Objective of the Study

The main objective of the study is to asses the potentials for cinema screen advertisements in

Ethiopia. And based on the results, conclude whether there is a p otential for cinema screen

advertisements or not and highlight research direction as well as to provide recommendations.
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1.3.2 Specific Objectives of the Study

The study had the following specific objectives:

To know whether cinema audiences would develop a positive or a negative feeling
if they were exposed to advertising messages screened prior to a movie or a
theater.

To detail the level of satisfaction the cinema audiences have got on ETV
advertisements if they have had a chance to see some and know how they rate ETV
ads on some selected basic factors.

To know the limiting factors that may hinder the cinema administrations to start
and run cinema screen advertisements

To know the limiting factors that may hinder the promotional enterprises to start
and run production of promotions and /or advertisements messages for cinema
screen advertisements

To asses the demographic characteristics of cinema audiences and interpret what it

indicates for the start of cinema screen advertisements.

1.4 The Research Methodology

In general the method used in this study is descriptive. Descriptive statistical analyses are

used in the interpretation and discussions. Charts and percentages are widely used to present

the results of the study.
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