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BIG SCREENS, BIG IDEAS
The top initiatives that are bringing audiences back

to movie theaters in droves by shionw schmutzheig

With increasing Lompclition lor aud-

iences" attention and dollars. North

American film circuits have had to

be proactive in attracting patrons.

Their innovative solutions include concen-

trating on the specially movie market,

emphasizing the uniqueness of the film-

going experience, and ofTcring entertain-

ment options unavail-

able elsewhere.

AMC Entertainmeni

is bullish on its AMC
Select program, whicli

since May has reserved

screen space for art-

house fare in about a

quarter of its 'MTi large-

market North American
theaters. "While .AMC
has programmed spe-

cialty films in the past,

the creation of AMC
Select marks the first

time we have committed
to providing specialty

film programming on at

least 72 screens in .-^8

markets .^65 days a

year,"" says AMC spokes-

person Zach Baze.

National Amuse-
ments, with its Kidtoon
Films program, is doing

the same with family films. "By joining

forces v\ith Ridtoon Films, a new kind of

movie distributor, we are able to guarantee

G-rated content in our theaters every

weekend, 12 months a year, for our young
patrons,"" says National Amusement"s
Rebecca Stein, director of children"s mar-
keting and entertainment.

Century Theatres is promoting art films

and foreign-language fare with its new
CineArts division. "Whether showcased
within an existing multiplex playing Cine-

Arts-endorsed product or exhibited in a

dedicated CineArts theater, the specialty

film slate has produced a stronger affinity

between Century and many of its existing

customers,"" says Tony Maniscalco, director

of advertising and promotions for Century.

Regal Cinemas got the jump on this

trend, having initiated its Cinema Arts

program in 1999. Currently, Regal shows
specialty films at 70 branded Cinema Arts

screens in 20 states. "Regal has committed
a senior-level film buyer and marketing

manager to work on the initiative full

time.'" according to Dick Westerling. senior

VP of marketinti and advertisinu. "This

concentration of elTorts has led to soine

terrific relationships w ith independent stu-

dios. Our company recognizes the need to

involve our Cinema Art theatre managers
in grass-roots marketing within the local

community to help bring attention to some
of these lesser-known films.""
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