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ABSTRACT

TheIndianfilmindustryservesasthesecondmoviecapitaloftheworldnexttoonlyHollywood,
supportingthelivelihoodofover60lakhpeople.MadameTussaudsmuseuminLondon,whichhas
thewaxstatuesofcelebritiesfromacrosstheworld,hasincludedasmuchas9IndianBollywoodstars
since2000,whichindicatesthegrowingacceptanceofIndianmoviestarsintheInternationallevel.
Yet,Indiancinemawhichhasbeenpositionedintheinternationalmarketmerelyasacommodityfor
alongtime,hasstartedemergingoutintoauniqueproductwithclearidentityandpackaging,gaining
internationalcrossoverappeal.Thereisadefiniteimprovementintheinterestofforeigninvestorson
theIndianfilmcompanies.Thearticleaimsatexploringthefactorswhichcontributetotherecent
developmentsof IndianfilmIndustry leading to the improvement in its Internationalappealand
attemptstoidentifythedisorderswhichplagueitsestablishmentinInternationalmarketanddevelopa
conceptualframework,whichwouldprovideampleinputstothevariousstakeholdersoftheindustry.
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INTRodUCTIoN

IndianfilmIndustry’sorigindatesbacktonineteenthcenturywiththefirstfilmbeingmadein1913
byDadasahebPhalke,acclaimedasthefatherofIndiancinema.Sincethentheindustryhasgrown
byleapsandbounds.Today,itstandsasaglobalenterprisewithestablishedmarketsinwellover90
countriesandreveredmoreforitsbusinessthanArt.

Indianfilmindustryhasconsistentlyperformedwellacrossyears(Ranganathan,2015)andhas
emergedasthelargestintheworld(Krishnaetal.,2017)intermsofthenumberofmoviesitproduces
annually(Indywood,2016).Thereareover400productionhouseswith32corporatehousesand
thisindustryprovidesemploymentandsupportsthelivelihoodofover60lakhpeople(Dungarpur,
2014).Theindustryturnovercrossed$1.2billionin2010,hoveredaround$2billionin2015and
isprojectedtogrowsteadilyto$2.8billionby2020.(FICCIKPMGReport,2017)Thebarchartin
Figure1indicatesthePerformanceandProjectionsoftheIndianFilmIndustry.

Thisarticle,originallypublishedunderIGIGlobal’scopyrightonJuly1,2020willproceedwithpublicationasanOpenAccessarticlestart-
ingonFebruary1,2021inthegoldOpenAccessjournal,InternationalJournalofAsianBusinessandInformationManagement(converted

togoldOpenAccessJanuary1,2021),andwillbedistributedunderthetermsoftheCreativeCommonsAttributionLicense(http://cre-
ativecommons.org/licenses/by/4.0/)whichpermitsunrestricteduse,distribution,andproductioninanymedium,providedtheauthorofthe

originalworkandoriginalpublicationsourceareproperlycredited.
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Ithasalsobeenobservedthatthegrowthrealizedintheyear2016and2017werepredominantly
drivenbyHollywoodmoviesreleasedinIndiaandregionalmovies.Thenumberofmoviesproduced
inIndiaannuallyrangesfrom1500to2000peryearinmorethan20languagesandareroughlytwice
innumberas those inAmerica (Stafford,2006).Withanaverage ticketpriceofUS$0.81, India
recordsthehighestcinemaattendanceintheworldwellovertheUnitedStates,ChinaandJapanput
together(Petersen,2017).Thehugemarketsizecanbeattributedtothehomeconsumerbase,larger
thanintheChinesemarket(ScreenDigest,2006)whichhascreatedripplesinthetrafficvisiting
cinemas(Vachon,2018).

Indianfilmindustryservesastheworld’ssecondmoviecapitalnextonlytoHollywoodwith
SouthIndianfilmindustrycomprisingofTamil,Telugu,MalayalamandKannadaaccountingfor
morethan50%ofthefilmsproduced(Murthy,2013).Indianmovieshaveevolvedacrossyearsin
contentandformmainlyduetothechangingmindsetofitsaudiencewhoarenotonlyIndiannotalso
International(BrotodiRoy,2011).BlockbustermoviessuchasDangalandBahubaliIIreleasedin
theyear2017hadsuccessfullygarneredaturnoverof$15billion,allacrosstheworldandrunning
forwardtowardsachievingrecord$20billion.TheIndustryhasbeenacknowledgedforitsdiversity
byreputedHollywooddirectors(Murthy,2015)andholdsthepromiseandprospecttobeanactive

Figure 1. Indian film industry: performance and projections
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contributortothenationaleconomyinthefutureandcannolongerbetreatedasmarginal(Doyle&
Frith,2004;Raju,2016).

However, Indian film Industry has long been presenting a local profile in the International
cinemaswithitsmoviessolelyreflectingtheculturalrichnessofthecountryinabackgroundof
songanddance(Minocha&Stonehouse2006;Katrak,2004).Forseveraldecades,Indiandepiction
inInternationalmarketseitherhadaracistconstruction(Muraleedharan,1996)orrecognizedonly
forridiculousreasons(MastroandRobinson,2000).Thoughseveraltechnologicaladvancements
supportedthefilmindustryinthe90’s(Jayakumar,2015)itcouldnotgetaclearpositioninginthe
internationalmarketplace.

InvestmentinthebusinessofCinemainvolveshighrisk(DyondiandJha,2015)andiscriticalto
thelevelofdeterminingthesurvivalordeathofanindividualorthefirm.Buttheapproachtofilm
making,distributionandexhibitioninIndiaarestilldependentonintuitionandluckwithitsprimary
focusongeneratingprofitsfortheownermanagersandarefarfrombeingscientificinnurturing
theculturalheritage(Balme,2015).IndustryneedstoproveitssuccessintheInternationalfrontiers
toestablishitsrichlegacyandathoroughunderstandingofthecontributingvariableshasbecome
imperative.ThecurrentstudyisanattempttoexplorethesciencebehindtheartofIndianfilmindustry
navigatingintotheunknowndomainofInternationalmarkets.

TheobjectiveofthispaperistounderstandthefactorsfacilitatingtheemergenceofIndianfilm
industryintheInternationalmarketsandtoexplorethekeychallengesfacedbytheindustryinlight
ofitsadvancementandtodevelopaconceptualframework.Theframeworkwillserveasaplatform
tobuildsoundtheorybackedbyempiricalanalysisinthefuture.

REVIEw oF LITERATURE ANd METHodoLoGy

Inthelastdecade,Indianfilmindustryhastakenconsciouseffortsandhasachievedsomesuccessin
gaininginroadsintoAmericanandEuropeanmarkets(Vittala,2011).TheEntertainmentIndustryof
thecountryisenteringintoaphaseofconsolidationwiththeboundariesbetweenmusic,televisionand
filmindustryblurring.(Chaturvedi,2009).Therehasbeenasurgeintheinterestofforeigninvestors
ontheIndianfilmcompanies(Moore,2008)Thefirstarrayofhopewasthegovernmentsupportin
theformofaccordanceofIndustryStatusin1998followedbythecreationofaclearlydefinedsocial
networkingamongthekeyplayersintheindustry(Lorenzen,andTäube,2008)andthebenefitsof
copyrightlaw(Pager,2017)thathasfosteredthedevelopmentofthiscreativeindustry.

Ithasbeenwellestablishedthatprotectionismofthefilmindustrythroughpolicymeasuressuch
asimportquota,screenquota,andsubsidypolicyhavebeenfoundtobeinsignificantininfluencing
thesuccessoftheindustryeventotheextentofattractingtheaudienceandcreatingdemand.(Parc,
2017;Messerlinetal.,2018).

TheconvenientmarriageofIndianfilmindustryandthegameofcrickethashelpedinpromotion
andmarketizationofIndiaInc.intheInternationalfrontier(BaratandSomjit,2017)Muchcanbelearnt
fromChina’sfilmindustrywhichthroughitsOneBeltoneRoad(OBOR)strategyhasconsciously
shiftedthefocusofitsmarketsegmentationtotheEastwhichassuresofclosereconomicandcultural
similaritiesthanrelyingontheWest,totaptheinternationalmarketpotential(Yeetal.,2018).

Theevolutionoffilmgenreacrossagesintheproductioncontextisfoundtobeorientedmore
regionallythanglobally(Vasudevan,2017).Ameaningfuldialogueandengagementinthefilmis
foundtofacilitatethenegotiationofbordersbetweenidentitiesandcultures(Wongetal.,2018).

ThoughIndianfilmIndustryiscenturyold,cognizanteffortsonIndianfilmmarketingisstillin
itsearlystageandmediamanagementasawholeisyettoconsolidateitselfwithdeductiveframeworks
(DoyleandFrith,2004)andthisislaggingcomparedtoglobalscenario.Theconcernovertheserious
lag in researchabout thefilmindustrycomparedwith itsactualevolutionandpracticehasbeen
evidenced(XinandMossig,2017).Thisisdespitethedetailthatfilmindustryhasbeenidentified
asapotentialpropellerofeconomicgrowth,evenforafraileconomyasNigeria(Kalu,2017).
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ThereisseriousdearthofliteratureinthisprolificdisciplineespeciallyintheIndiancontext.
Thestudythereforeusedprimarydatacollectedthroughunstructuredinterviewswithfilmindustry
professionalsfromproductioncompanies.Secondarydatawascollectedfromavailablepublications,
industryReports andofficialwebsites of variousbodies.Data collectionprimarily followed the
guidelinesprescribedforcasestudiesbyYin(2003)therebyutilizingrelevantdocumentstosupport
andaugmentevidencefromvarioustypesofsources.

FACToRS FAVoRING THE RECENT dEVELoPMENTS

Severalfactorshavesupportedthegrowthandprogressof theIndianfilmIndustryin theglobal
marketspace.Whilesomeofthemarethroughinternalindustrydynamics,manyexternalfacilitators
havealsosupportedthecause.

1. Globalization

TodaymoviesinIndiaareconceptualizedandcreatedforalargeraudience,whichcouldeither
meanthelargermassesoranichesegmentcuttingacrossboundaries(Chavan,2015).Hollywood
movieslike“LordofRings”whichgarneredmorethanhalfoftherevenuesfromoutsidetheUnited
States(SvenJöckel,2006)serveasanexampletosuchIndianattempts.

Indianmoviesaimatcateringtomorethanoneagecluster(youth/seniorcitizens),morethanone
state(TamilNadu/Karnataka/Mumbai),morethanonesocialclass(Acentre/Bcentre)andrecently
more thanonenationality.This isachievedby includingelementsof relevance(actors/location /
languageetc.)inpartsinthemovie.

BollywoodmoviesreflectingWesternculturelikeDilwaleDulhaniyaLeJayenge(1995),Dil
ChaataHai(2001)orthosemadefortheWesternIndianaudiencelikeEnglishVinglish(2012),Fire
(1996),MonsoonWedding(2001),BrideandPrejudice(2004)havebeenreceivedwellintheIndian
andWesternmarketplace.ConceptualmarriageofHollywoodandBollywoodmoviesprovedtoa
successfactorandtheywereclearlytargetedontheNRI’swhothoughformaminoritystillhavethe
senseof“Indianess”(Sharma,2011).

Astellarexampleendorsingthephilosophycouldbethemovie‘Devi’(2016)starringPrabhu
Deva,a leadSouth Indianactorwhichwasmade in threedifferent languages (Hindi,Tamiland
Telugu).Themoviewascustomizedtothetastesandpreferencesoftheviewersofdifferentregions
withtheHindiversionhavingthreemoresongsthantheothertwoversions.Themoviemadefinancial
revenuewhichwasfivetimesoverandaboveitsproductioncost.

ThefilmBahubaliII(2017)wasreleasedincountriesincludingChina,Japan,Korea,Taiwan,
Indonesia,Laos,Cambodia,Myanmar,PhilippinesandEuropeandLatinAmericainover4000+
screensandhasreceivedravecommentsandcommercialsuccessacrosstheworld.Thus,widerscreen
releaseshavebecomeamajorthrustareaespeciallyforINRIBillion+movies(e.g.Dangal(2016)
in5300screens,BajrangiBhalijaan(2015)in4500screensandP.K(2014)in5200screens.Afilm
isseenasa‘blockofice”bytheproducersasitkeepsmeltingunless,moneyismadeofitquickly;
otherwiserunningtheriskofendingupaswater,notevenabletocoverthecosts(Bhatia,2013).
Widereleaseshelpproductionhousestomaximizetherevenuefromafilmwithinashorterspanof
timealsopreventingpiracywhichaffectstheprofits.

Inorder toachieveefficiency,productionhousesshift the locationfromproducer’splace to
foreignlocation(Rosanetal,2010).TheemergenceofNewInternationalDivisionofCulturalLabour
(NIDCL)facilitatesthisprocess.

Alsooutsourcingresources,toimprovequalityandcredibilityonthereturnoninvestmentmade
iswidelyacceptedandencouragedtoday.Thismaypartlybeattributedtothechangeintheprofileof
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thedirectorswhoarepredominantlyyounger,proficientandinternationallytrained.Inanindependent
studyconductedabouttheaverageageofsuccessfulHollywoodDirectorsinthepast21years,ithad
beeninferredthatathirdofthembelongtotheagegroupof40and49years.(StephenFollowsFilm
DataandEducation,2015)ThistrendisreflectedintheIndianindustryaswell.Thesemiddle-aged
mavericksdonothesitatetooutsourcetechnicians,studios,professionalsfromacrosstheworldto
bringthetouchofqualityintheirmovies.

FDI provisions has encouraged foreign companies such as Warner Bros, 20th century Fox,
SonyPicturesetc.toinvestintheIndianfilmmarketatvariouslevels.IndiancompanyRelianceBig
PictureshasinvestedUSD325millioninStevenSpeilberg’sproductionhousenamelyDreamworks
Studios.ThesemeasuresexhibittheconsciousoutreachoftheIndianfilmindustrytotheworldwide
network(Bharathietal,2011)forquality.

2. Professionalization

Theindustryhasgainedprofessionalismbyconsciouslyadoptingpopularandsuccessful
managementapproaches,invariousphasesofproductionandrelease.Mr.KalpathiSureshof
AGSentertainments,oneoftheleadingfilmproducersofSouthIndiaproducedthesuccessful
movie“Thanioruvan” inTamil language in abudgetof$200million in theyear2015and
realizedacollectionof$1.5billion.Heattributed thesuccessof themovie to the sentient
effortsoftheteamtoapplymanagementprinciplesincludingsettingofavisionandmission
andaligningitwitheverystepofimplementationtoprofessionalizetheproductionandrelease
ofthemovie.

Increasednumberoforganized training institutionson filmography,nominations forawards
invariousinternationalavenuesandadvancedcinematographyareclearevidencesindicatingthe
developmentof theIndianartofcinemaintomoreofascience.Technicallysophisticatedworld
classequipmentsarebeingusedforcolourgrading,sounddesigningandrecording,visualeffects
andanimation,makeupatvariousstagesoftheproductionoffilms.

Directorsprefertomakeascientificapproachtocraftthemovie,spendingtimeinunderstanding
theexpectationsoftheiraudienceanddesignanddevelopthemovietosuittheirneeds.Thereare
caseswherethedirectorhasshotmorethantwoclimaxesforaparticularmovieandincludedtheone
whichisreceivedwellbytheaudience.Thepromotionofthemoviestothelargercommunityattempts
anintegratedmarketingcommunicationutilizingthevariouspromotionalmixelementsincluding
press,publicity,socialmediaandviralmarketingappropriately.Theproductionbudgetsandscripts
arereviewedandrefinedatvariouslevelsofinvestmenttoensureconformanceandstandardization.

Theatresacrossthecountryareturningintomultiplexeswiththeflexibilitytorunseveralmovies
atdifferenttimeslotsinsteadoftheusualmorning,noonandnightscreening(FICCI-PriceWaterhouse
Coopers’IndianEntertainmentandMediaIndustryReport,2006).

Theemergenceof2500plusmultiplexscreensaccountsfornearly70-75%ofafilm’sbox
officerevenue.Duetothemassiveconsolidation,fourkeyplayersincludingPVRCinemas
(562 screens), INOXLeisure (446 screens)CarnivalCinemas (365 screens) andCinepolis
(292 screens) control around 70% of the total multiplex numbers in the country (KPMG
Report, 2017). Popular cinema chains such as INOX, PVR, SPI, Big Cinemas etc. have
startedestablishingpresenceintheTierIIandIIIcities.Chennaihoststhelargestmultiplex
Mayajaalwith16screens.However,thenumberofscreenspermillioninIndiais6whilein
USitisaround120andChinaaround30andIndiaremainsanunderscreenedmarketwith
hugepotentialforgrowth(BiswasandCroy,2018).Arguably,thecultureoffilmremakecan
beseenasaconcurrentformationalongsidetheretrofittedtheater,withmemoryplayingthe
roleofamediator(Mukherjee,2018)
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3. Corporatization

Theindustrystrivestomoveawayfromthehandsofthoserichlandlords,gangsters,underworld
donstofeeditsfinancialrequirements.In1998,IndianGovernmentaddedthefilmindustrytothelist
oflegitimateindustries,therebyenablingittobeeligibleforbankcredit,privateequityandsources
oflegitimatecommercialfunding.Theproductionhouseshavetakendeliberatemeasurestoissue
IPO’sandmaketheircompaniespublic.

Thecorporatehousesinthefilmindustrydevelopthecontentforawholerangeofmediaincluding
films,televisionchannels,socialmediaandthelike.Thishasreducedtherevenuerelateduncertainties
toanextentascommitmentsaremadeaheadofthereleaseofthemovies.

Marketingoffilmshasgainedsignificanceandwhatwasonceaninvestmentof3-5%today
hasturnedtobearoundashighas40%.(AReportontheprogressofFilmIndustryandtheimpact
ofCorporatization,2013)Theleadstarcastsofthemoviesareinvolvedinthepromotionalefforts
acrossdifferentmediaandindifferenttowns/theatreswheretheirmoviesarereleased.Thegeneral
boxofficetrendisthatwhileinthefirstfewdaysofthemovierelease,themovieisbeingwatched
bythefanfollowersoftheactors,realviewershipfromtheatresinthesemiurbanandruralcenters
willhappenonlyafterthisinitialexcitementsettlesdown.Thereviewsofmoviesinvarioussocial
media,magazineetc.willserveasthedirectreferenceinmostofsuchcases.Hence,enoughmeasures
aretakentomaximizetherevenueduringthefirstweekofthereleaseofthemovie.

Leadactorswhousedtoworkonseveralfilmprojectsinayearhavestartedtoconcentrateon
onemovieatatime.Theyprefertoinvolveatvariousrolesinthemoviefrombeinganactor,costume
designer,producer,choreographer,lyricist,playbacksinger,scriptwriter,director,anddistributoretc.
tomaximizetheirlevelofinvolvement.Kamalhaasan,theleadingSouthIndianactorspearheaded
thistrend,therebymotivatingtoday’syoungartiststocommitthemselvestothemovieatseveral
levels.Themarkethasshownreceptivitytoscriptbackedfilms,movingawayfromitsobsession
towardsastar-backedtrend.

Corporatizationhasinawayraisedthebarandcreatedavenuesinunexploredzonesofaccounting,
advertising,co-brandingandmerchandisingforglobalbenchmarking(Teher&Gopalan,2007).

4. Integration

The film industry has understood that the core benefit it intends to offer its customers is
‘entertainment’. Ithas thereforebroadeneditshorizonsbyintegratingwithallavenuesoperating
intheplatformofcustomerentertainment.Whiledevelopingthemovie,theproducerscollaborate
withmarketingcompaniesworkingontheirproduct/servicebrandingasaninitiativeof“product
placement.”Inpricing,theyjoinhandswithfinancialinstitutionsforfundingandinvolvementof
varioussatellitechannelmembersdeterminesthefinalpriceofthemovie.Inplacingtheproduct
amidstthecustomers,theycollaboratewithpartnerswhohelpthemtoovercomethechallengesof
theshorterlifespanofthemovie.

Moreoften,YouTubeandsatellitechannelshelptoextendthelifeofmoviesbeyondimagination.
Inpromotion,theyworkwithothermediasuchastelevision,pressandsocialnetworksandinaddition
collaboratewithfirms/institutionswhichsupportthestorylineofthemoviestoprovideanexcellent
launchpadforthemovieatthetimeofrelease.Asamplelistofthepartnerswhohaveintegrated
theirbusinessatvariouslevelswithIndianfilmindustryisgiveninTable1.

RaOne(2011),theBollywoodmoviehadmorethan25brandsassociatingthemselvesatdifferent
capacitieswithit,toenhancetherevenueopportunities.Theintegrationhappenedinareassuchas
homeentertainment,theatrical,digital,publishing,videogames,licensing,boardgamesandfigurines
andmerchandising(FilmindustryinIndia:Newhorizons,2012).Othermovieshaveintegratedwith
themeparks,tourismandonlineplatforms.DigitalEST(Electronicsellthrough)andonlineVOD
(Videoondemand)areidentifiedtobeprospectiveplatformstogarnerrevenue.
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ConsolidationamongmajorplayersisanotherdevelopingphenomenonasinthecaseofReliance
MediaWorksofRelianceGroup,withPrimeFocusLtd(PFL),aglobalmediaandentertainment
industryservicesleader,comingtogethertoformthehighlyintegratedmediaservicesgroup.The
groupoffersanimation,stereo3Dconversion,stateoftheartvisualandsoundeffectsandcloud-based
digitalmediasolutionsbyemployingover5,500professionalsacross20locations.Horizontaland
verticalintegrationofthefilmindustryacrossvariousplatformshasresultedinthestrengthening
ofitsfinancialbottom.Thispracticehasalsoessentiallyreducedtherecoupmenttimebetweenthe
investmentandthereturnswhichtendstobelongerundernormalcircumstancesinfilmindustry.

5. Digitalization

Digitalizationhasprimarilycreatedanerawherethe35mmfilmroleshavebeenmadeobsolete
andredundant.Ithasbeenuniversallyacceptedthatthewaytheindustryworkshasbeenalteredbythe
advancementsindigitaltechnologyandcommunications(Wongetal.,2007)andhasgreatlyenhanced
theaudienceengagement(Gunter,2018).Table(2)indicateshowdigitalizationhasinfluencedIndian
filmmakingatvariousstages.

Theprospectofdigital3Disamajorreasonfortheuseofdigitalcinemaplatformworldwide
(ScreenDigest,2007).Asmoremoviesarebeingshotdigitally,itsupportsdigitalproductionand
digitalrelease.TheTamilmovieproducedbyrealImageMedia“ThiruThiruThiruThiru(2009)was
reportedasthefirstIndianmoviewithend-toenddigitalization(Padma,2011).

Withthehelpofdigitaltechnology,multipleprintsaremadewithease.Technologysuchas
QubeWire,relievestheproducerfromtheconcernsoflogisticsofdistribution.Thefilmisjustuploaded
intheQubeWireCloudandthekeytoaccessisbeingassignedtotheconcernedindividualwhohas

Table 1. Integrating partners with Indian film industry
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takenthemovierights.Themovie“Kabali”releasedin2016hadthusbeenmade2400copiesfor
domesticandoverseasreleaseandhadhitaround3500screensworldwide.

Intellectualpropertyprotectiontomovies(underSection13oftheCopyrightAct,1957)facilitates
themoviemakerstosafeguardthecreativeideasandgoodwillassociatedwiththemovie.Digitalization
hashelpedtocontrolpiracylevelsatoneendwhileattheotherendithasalsoenabledquickaccess
andeasyduplicationofthemovie.

IMPEdERS oF THE INdUSTRy

IndianfilmIndustryishoweverplaguedbyseveraldisorderswhichstronglyinhibitsitsdevelopment
andestablishmentintheInternationalmarketplace.

Thegrossannualrevenuegeneratedoftheindustryintheboxofficeishoveringaroundamere$2
billion(Cain,2015),whichhardlyaccountsfor10%oftherevenuesoftheboxofficeintheinternational
market.(PWC&FICCI,2007).TheIndianfilmindustryrecordsasuccessrateofamere8%annually,
leadingtothewastageof92%oftheinvestmentsintermsofmoneyandotherresourcesyearonyear.
Thereasonforthefailureremainselusiveandismostoftenattributedtotheladyofluck.

Someofthefactorswhichaddfueltotheflameincludethefollowing:

1. Aphenomenalamountoffeeisbeingpaidtothemoviestarsandtheirsupportsincludingthe
star’sdrivers,makeupartists,costumedesigneretc.leadingtoascenariowherethestarsand
directorstandbenefitted,buttheproduceranddistributorlosesmoney(PriyaGupta,2015).This
isdespitethefactthatnosignificantrelationexistsbetweenstarsandthesuccess(Ravid,1999)
andtheirvaluecontribution(AntaElberse,2007)tothemovieandinfactleadstoincreased
monetaryrisk(DeVanyandWalls,1997);

2. Piracyandcounterfeitingarefoundtoaffecttheindustryinsupplyaswellasindemandside.
(TelangandWaldfogel,2018)Ithasbeenestimatedthattheindustrylosesaround40%ofits
annualrevenuesi.e.around$4billionaswellasaround820,000jobsduetopiracyissues(The
EffectsofPiracyandCounterfeitingonIndian’sEntertainmentIndustry,2008);

3. DespitethehugeinvestmentsmadeinIndiaintermsofmoneyandeffortsIndianfilmsareyettoget
aconsistentbrandidentityintheinternationalmarket.ThisisbecauseoftheorientationofIndian
moviesonIndianculturewithsongsanddanceextravaganzas(BuddhadebDasgupta,2014);

4. FilmProductionindustryisestimatedtobehighestspenderinmarketing(asapercentageofits
revenue)andmoviemarketingbudgethasgrowntoover10-15%ofitscostofproduction(Indian
EntertainmentMarketingReport,2017).However, theuseofanalytics in filmproduction is
verymeager,whichreflectsthelackofscientificandorganizedapproach.Thishasbeenraised
asakeyconcerneveninHollywoodmoviesthatthemoviedirectorsarecontenttoletproduct

Table 2. Digitalization of the film industry
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improvementandsalespoliciesrelyontheirintuitiveinputsofwhatthepublicwantedrather
thanonanindependentaudienceresearch(Handel,1976);

5. Globalizationof thefilmindustryhasincreasedcompetition(Khor,2000)andinturnposes
challengestotheindigenousplayersintermsofbudget,qualityandreach.

Thesefactorsactasimpedersandhaveadefiniteroleinhamperingthedevelopmentsof
theindustry.

CoNCEPTUAL FRAMEwoRK

Filmindustryhaslongbeenservingasafruitfulresearchdomainduetoitssignificantcontribution
totheeconomy,widearrayofparticipants,richdataandtheunsolvedmysteriesintheartofcinema
(Eliashberg et al., 2006). Conceptual framework facilitates the process of connecting disjointed
aspectsofafieldofresearch(Löckenhoff,2018).Adeepunderstandingofthecomprehensiveeffect
ofthemyriadforcesthataffecttheemergenceOfIndianFilmIndustryintheinternationalmarkets
isessentialtotakeactivestepstoaddresstheforcesappropriately.Thecurrentstudybringsoutthe
perspectivethattheevolutionandprogressofIndianfilmIndustryintheInternationalfrontieris
beingfacilitatedbyseveralfactorsinternalandexternaltoit.Atthesametime,ithasseriousreasons
ofconcernswhichimpedeitssuccessinoverseascountries.

The conceptual framework given in Figure (2), summarizes the factors contributing to the
emergenceoftheIndianFilmIndustryintheInternationalmarkets.

Figure 2. Conceptual framework
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Thisintegratedframeworkwillbeofsignificantrelevanceinthefieldofstudy,asthevariables
beingconsideredherearecollectedaftercarefulreviewofrelevantarticlesfromdifferentearlier
studiesandfromcurrentpractical inputsof theIndiancinemaandamalgamatedintoamodel to
addresspertinentissues.ThisframeworkcouldbeofdefiniteusetotheIndianfilmmakerswhowish
toexploreforeignmarketsbyenablingthemtomakeinformeddecisions.

The strengthof the relationshipsof thevariables in the frameworkneeds tobe studiedand
evolvedthroughfurtherresearch.Also,theroleandinfluenceofvariablessuchasemotionstowards
foreignproducts/services,countryoforigineffect,ethnocentricismamongtheconsumers(Hossain,
2015)canfurtherbeexploredtoexpandthescopeofthismodel.Thevalidityandsuitabilityofthe
frameworkcanbeestablisheddependingonthedatacollectionandanalysis.

CoNCLUSIoN

Indianfilmindustryistakingbabystepsinitsexplorationoftheglobalmarketplace.Ithasbeenan
acknowledgedfactthatdespitelimitationsintermsofitsqualityincomparisontoHollywoodmovies,
theuniquecharacteristicsofIndianmovieshaveenabledittostandoutintheWorldCinema(Lee
etal.,2013).TheimprovingstandardsoftheIndianhomemarketsinundatedbytheeducatedyouth
withgoodexposureencouragethetrend.Studiesconfirmthatmoviesareconsideredasapreferred
leisureactivityincomparisontoitssubstitutesespeciallybyyoungstersintheagegroupof15-29
years(ElliottandSimmons,2008).

Understandingof thewesternmarketwithanambition toset footprints in theworldwillbe
oneofthemajordrivingforcesoftheindustryinthefuture.Theconceptualframeworkdeveloped
inthestudybringstogetherthekeyparametersthatneedtobeexaminedinlightoftheexploration
offoreignmarketsandserveasapointofreferenceforappropriateinvestigation.Adistinctfeature
ofthisframeworkisthatitfacilitatesactiveintegrationofthecurrentindustrypracticewiththeory
therebyprovidingamoreactionablemodel.Thepaperalsopresentsanumberofembeddedresearch
propositionswhichcanbeempiricallyanalyzedinfuture.

Positivemarketingperformanceinthehostlocationiscrucialforforeignplayersandstakeholders
performundertremendouspressuretoexhibitsuccess(ZhaoandPriporas,2017).Theframework
providesampleinputstoahostofbeneficiariesoftheindustryincludingproducers,actors,technicians,
financiers,logisticsprovidersandthelike,indesigninganddevelopingtheirservicestocatertothe
needsofinternationalmarket.
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