Call with Someone Involved in the East (dated: 24" Feb 2026)
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The guy explained that during lean periods such as the one during Sept-Nov, they target
Local Area Marketing (LAM) and Local Area Sales (LAS).

LAM involves approaching business owners such as jewellers, retailers, textile shops,
restaurants etc.to opt for onscreen or offscreen advertising. Costs about 2k per screen per
week for onscreen (also dependent on the number of shows in a day opted for). Charges
increase if they opt for ads during both starting and interval in movies.

Ads can be done offscreen as well which are basically the large LCDs in the foyer area. Costs
for offscreen is lower and co. prefers more of this. This is because onscreen cinemas require
ad injection in the server which is then outputted via the projector. Q who is Connplex’s
partners for projector charges a commission for the same. This reduces the Cos margin.

In offscreen, that isn’t the case because they have full control of the LCD screen as they can
inject as much as they want without 3™ party dependence.

Hence, Connplex offers offscreen ads at a little subsidised rate plus with the added benefits
of unlimited broadcast. (Not restrained by number of shows as they run practically the entire
time the cinema hall is open and is viewed by each and every visitor)

The other is Local Area Sales where the approach is that these unit managers approach
schools. They agree to project content of the school’s choice in exchange for bulk ticketing at
cheaper prices. This is how they manage lean seasons.

Other problems faced by Connplex except for content include:

a) Staffing issues: In Bihar, the staff (those who welcome guests, show guests their
seats, takes orders etc.) are paid 12k a month. Most complain its to less for them to
maintain their lifestyle and hence they often leave. Work hour overruns are also
common.

b) Managing owner expectations: As most owners are new to the game, they have
expectation which deviates from the Cos SOP. Expedition of maintenance, fixing of
bathroom, lights, periodic calibration of sound systems etc. These things the owner
might request on priority. However, as these issues are escalated via a chain of
command within Connplex’s hierarchy they usually take more time than the owners
expect. This causes friction.

c) For example, in fixing a bathroom apparatus, Connplex cinema manager has to raise
it to his HOD, who will then raise it to someone else, and who might finally place the
request with the vendor.

d) Another example is staff hire and fire. If an employee commits 3 serious errors, as
per Co policy, the Co can fire them. However, the owner might want to fire them on
the very first mistake if it is too costly. Connplex sometimes intervenes which may
sometime be against the owner’s taste.

Minimum billing (4 lacs per week) and 20% of ticket sales and aggressive pricing during
limited releases might be demanded from distributors.
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Regarding payback period, sometimes owners breakeven or recoup 70% within the same
year if there is a string of blockbusters.

The Co takes into account customer feedbacks and play regional movies based on the same.

Cinema is a game of six months of offscreen and 6 months of peak revenue. The latter
recoups for the entire year.

Average admits per week is a key metric for a any given cinema hall.

This guy has worked in a number of cinema franchisees like Miraj, Rajhans etc. What stands
out there vs. Connplex is that these franchisees used to take space on lease and operate
100% in their own way. w/o any interference from the owner. In case of Connplex, the skill is
of the cinema manager where he has to manage the expectations of the franchise owner
while simultaneously balancing Connplex’s SOP & guidelines.

The Co only selects a place after thorough evaluation of the competition, demographic,
disposable income of the people etc. Based on that they come with number of seats, cinema
formats and other suggestions.



