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C A L E N D A R
of EVENTS & 

H O L I D A Y S

June 2007

Father’s Day
June 17

▼

Summer Begins
June 21

▼

NATO of CA/NV
Board of Directors 

Dinner Meeting
June 26

▼

NATO of CA/NV
Annual

Membership Meeting
June 27

▼

Independence Day
July 4

The Big Picture: Cinema Advertising 
Reached $600 Million Mark in 2006

New 4K Digital Projector Demonstration 
at Annual Meeting

A special demonstration of Sony’s SXRD 4K Digital 
Cinema projector will be one of the featured attractions at the 
upcoming NATO of California/Nevada membership meeting.   
The presentation will include a tour of the booth and a screening 
of a seven minute travelogue shown on the 4K projector.   Rep-
resentatives from Sony will be on hand for a Q & A session.

Our key note speaker will be JEFFREY KATZENBERG 
CEO of Dreamworks Animation, SKG.

See page 3 for membership meeting registration information.

Cinema advertising spend-
ing reached an estimated $600 
million last year, according to 
Cliff Marks, president and chair-
man of the Cinema Advertising 
Council and president of sales 
for National CineMedia. This is a 
sizable increase over the $527 mil-
lion spent in 2005, Marks said, 
and he attributed the gains in part 
to digital cinema technology.

Marks spoke at the third 
annual “Marquee Marketing at 
the Movies,” an event sponsored 
by the magazine Advertising Age 
and the Cinema Advertising 
Council. The event was held in 
New York City and Los Angeles 
to announce the winners of the 
2006 CAC Creative Excellence 
Awards and to release the results 
of the 2007 Arbitron Cinema 
Advertising Study. 

In his opening address Marks 
stated, “Cinema will have its 
rightful place” in a changing 
advertising media world, he said, 
but the advertising community 
must always understand and re-
spect  the movie audience.

“We are the uninvited 
guest,” he said, to anyone in-
volved in making and presenting 
the pre-show material that runs 
before a feature film. He encour-
aged advertisers to continue to 
create cinema advertising that is 
unique and entertaining.

“People don’t come for 
the pre-show,” he said, so the 

challenge is to “enhance the 
experience.”

Finally, he called on all ex-
hibitors to make the transition 
to digital cinema as quickly as 
possible because experience 
says that digital technology is 
driving advertising growth in 
movie houses.

If anything, Chris Peck, 
senior account manager at 
Arbitron, was even more bull-
ish on cinema advertising than 
Marks was and the highlights 
from the study that he shared 
that morning showed why.  For 
starters there is the sheer size of 
the captive audience watching 
movies in the United States.

According to the Arbitron 
study, 81 percent of all teens 
(people aged 12-17) and 67 
percent of people 18-24 have 
been to the movies at least once 
in the past 30 days. It gets bet-
ter. Among teens, 59 percent 

saw three or more movies in 
the past 90 days and, among 
people 18-24, 39 percent have 
been to the movies three or 
more times in the past 90 days. 
And a sizable number, 25 per-
cent of teens, have been to the 
movies five or more times in 
the past three months.

Moviegoers as a group, the 
study said, are good audiences 
for ads because 60 percent have 
a solid recall of the ads they 
saw at the movies. (See Cinema 
Advertising A Growing Business 
on page 2.)

It’s perhaps ironic, Peck 
said, but the study also found 
that moviegoers are more than 
twice as likely as non-moviego-
ers to block ads on television. 
Even more surprising, despite 
that fact, a large number of 
moviegoers (74 percent of 
teens) say they don’t mind ads 
in movies. ▼
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Have you registered for the NATO of California/
Nevada Annual Membership Meeting?

There is still time to RSVP for the Association’s Annual 
Membership meeting that will be held on Wednesday, June 
27, 2007 at 10:00 AM at The Landmark located in West Los 
Angeles at the corner of Westwood and Pico Boulevards.    

The featured speaker will be Jeffrey Katzenberg, chief 
executive offi cer of DreamWorks Animation SKG, who will 
entertain questions from the fl oor following his presentation.   
The Association’s lobbyist, Terry Thomas, will provide an update 
on important issues currently being discussed in Sacramento.  
The 2007/2008 Board of Directors will be introduced as well 
as the winners of the 2007 NATO of California/Nevada annual 
scholarship program along with the USC and UCLA Fellowship 
in Film recipients.  A demonstration of Sony’s new 4K digital 
projector will be held at the conclusion of the meeting.

Guests at the meeting will also have the opportunity of 
taking a behind-the-scenes tour of The Landmark, which 
had its offi cial grand opening on June 1st.  The new 12-plex 
theatre with its ultra contemporary design promises to be a 
destination theatre.  

Doors will open at 9:00 AM and breakfast refreshments 
will be served.  Tours will begin at 9:15AM and the Business 
Meeting will begin promptly at 10:00 AM.   ▼

Cinema Advertising A Growing Business
Arbitron, the research fi rm conducted a national survey among moviegoers to determine their 

relationship with cinema advertising.  The survey was conducted between July 21 and August 7, 2006 
with 1,010 randomly selected respondents age 12 and older.  The report predicts that cinema advertis-
ing will reach more than $1 billion in 2008 from approximately $480 million in 2004 and that 79% 
of theatres in the U.S.can now offer commercials before the movie begins.

Signifi cant highlights of the survey revealed the following:

Cinema advertising reaches over 113 million Americans 12+ in a month.   In the month prior to 
the survey 45% of Americans 12+ had gone to the movies at least once, translating to an estimated 
113 million people.  During the three month period prior to the survey, the fi gure rose to 59% of 
Americans 12+ (or 149 million consumers).  The report defi nes “moviegoers” as persons aged 12+ 
who have been to the movies at least once in the prior month of the report.

Six in 10 moviegoers watched commercials before the movie started.  The study found that 59% of 
moviegoers reported watching commercials on their most recent trip to the movies.  Sixty-three per-
cent of those who watched a movie in a theatre the previous month “do not mind the advertisements 
they put on before the movie begins.”   Teens are most tolerant of in-theatre commercials; 74% of 
teens do not mind cinema advertising.   The more movies consumers see, the less likely they are to 
mind the commercials.

For the full “The Arbitron Cinema Advertising Study 2007” go to www.arbitron.com   ▼

�������������
�

����������������������������������������

�

�������������������������

�������������������������������������

������������������������������������������������

��������������������������������������������������

�

����������������������������������

������������������
�����������������������������

�

� ������ �

�

�
������

�

�

�������

�

�������������������������������������������������������������

���������������������������

������������������������������������������������������
�
�����
�
�����������������������
�
�����������������
�
�������������������

����������������������������
�
������

�����������������������������
�

���������������������������������������������������

� � � � � � � � � � �

West Los Angeles

�����������������������

�
����������������������������������������

���������������

The Westside Pavilion, home of
Landmark’s new 12 screen theatre.
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Please return RSVP by FAX to (310) 460-2901 or email your reservation to offi ce@natocalnev.org by June 13

9:00am Breakfast Refreshments

9:15am “Behind the Scenes” tour of The Landmark

10:00am Meeting Begins

12:00 noon Demonstration of Sony’s new SXRD 4K digital
 cinema projector 
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JUNE IS ENTERTAINMENT RATINGS AND LABELING AWARENESS MONTH

The month of June is once again des-

ignated as Entertainment Ratings and 

Labeling Awareness Month.  The recent 

FTC survey found that 44% of theatres 

surveyed did NOT have ratings informa-

tion posted.  The following is a checklist 

of recommended steps that each NATO 

member is requested to take. 

All company em-
ployees should be 
knowledgeable of 
your ID-Check poli-
cy for “R” and “NC-
17” rated fi lms.

Ratings compliance offi cers should review 

their personnel policies to ensure proper empha-

sis on ratings education and enforcement.

Display Ratings Poster.  These posters are available free of charge from the National NATO offi ce in Washington D.C.   Their Fax number is 202/962-0370. 

ignated as Entertainment Ratings and 

ployees should be 
knowledgeable of 
your ID-Check poli-
cy for “R” and “NC-
17” rated fi lms.

their personnel policies to ensure proper empha-

sis on ratings education and enforcement.

✔

✔

✔
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JUNE IS ENTERTAINMENT RATINGS AND LABELING AWARENESS MONTH

4. The site should include 
additional warnings related 
to the admittance of people 
under age 17 to “R” rated 
movies, or people under 
the age of 18 to “NC-17” 
rated movies.

1. Ratings should 
be prominently 
displayed in con-
junction with all 
movies referenced 
on the site.

All theatre company 

web sites, ticketing web 

sites and all other sites 

displaying information 

about movies to which 

theatre company sites are 

linked should include the 

following:

2. Ratings reasons should be prominently 

displayed in conjunction with the rat-

ing for all movies.

3. The site should provide 

detailed general descrip-

tive information about 

the MPAA/NATO mov-

ie ratings system.

Ratings reasons should be prominently 

4.

2.

3.

web sites, ticketing web 

sites and all other sites 

✔
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Drive-ins came back to the Southern California area in an in-
novative re-incarnation that drew large crowds and extensive news 
coverage.   The media was there in force to promote and advertise the 
opening of an inflatable silver screen in Orange County.  The following 
article appeared in the Los Angeles Times.

After a 10-year intermission, drive-in movies are returning to 
Orange County, courtesy of an inflatable silver screen.  

Tonight in Costa Mesa, a 300-car theater — and unofficial 
backseat romance research center — will flicker to life in a parking 
lot at the Orange County Fairgrounds. 

Bankrolled by four baby-boomers, the Star-Vu Drive-In plans 
to operate year-round, except during fair season. 

The last such venue, Westminster’s 
Hi-way 39 theater, closed in 1997 to make 
room for a Wal-Mart. 

The Star-Vu, with its inflatable screen, 
represents a quirky new breed of outdoor 
cinema — and the owners hope to fran-
chise the concept to other cities. 

Bundled in blankets with his wife and 
two children at a sneak preview Thursday 
night, Patrick Muñoz said he would cer-
tainly be a repeat customer. 

“This is great,” the Newport Beach resident said, recalling that 
he last attended a drive-in 25 years ago but was more interested in 
his date. “I’m pretty sure I don’t remember what the movie was.” 

If successful, inflatable screens could reinvigorate the drive-in 
industry, born 75 years ago in New Jersey when inventor Richard 
Hollingshead Jr. strung a sheet between two trees and plopped a 
1928 Kodak projector on the hood of his car. 

After testing with lawn sprinklers to simulate movie-watching 
in the rain, Hollingshead patented the idea and opened the first 
roofless movie palace. By 1958, the peak of the drive-in binge, the 
number of cinemas topped 4,000 nationwide. 

Some had carnival rides and miniature golf to help keep kids 
entertained.

By 1977, the number of drive-in theaters had dipped below 
3,000, partly because Congress established national daylight-saving 
time in 1966, forcing outdoor cinemas to start films an hour later 
and clobbering attendance by families with small children. 

The rise of videocassettes, cable TV and multiplex theaters com-
pounded the industry’s woes, as did skyrocketing land values. Today, 
drive-ins are an endangered species, numbering about 400. 

Drive-in era revived in Orange County
So, when “Shrek the Third” beams onto the Star-Vu’s 65-

foot-wide screen shortly after 8 tonight, Southern California will 
boast its first new drive-in since 1975, according to drive-ins.
com. That was when the Winnetka 4 opened in Chatsworth 
(it’s now an indoor, 21-screen megaplex.) 

Adding a touch of irony to Star-Vu’s debut is its location. 
For decades, drive-in theaters held daytime swap meets to boost 
profits. Now, the situation is reversed: The home of a weekend 
swap meet — the fairgrounds — will open a drive-in theater. 

Making it all possible is a 2,000-pound hunk of Italian plas-
tic, inflated with British fans and cloaked with a French movie 
screen that is also used in indoor theaters. The contraption was 
reportedly invented by a German in 1994 and popularized in 

America, in part, by a Mormon mis-
sionary who saw one in Switzerland 
and dropped out of Brigham Young 
University to launch an inflatable 
movie screen rental company. 

Star-Vu is one of just two U.S. 
drive-ins using air-powered screens, 
according to co-owner Bob Deutsch, 
whose Maryland company specializes 
in outdoor cinema equipment and 

rentals. The other theater is in York, Pa. 

The screens inflate in about 15 minutes and are designed 
to withstand winds up to 40 mph. 

“The first time I saw one, I was flabbergasted,” said Deutsch, 
who had previously set up outdoor film festival screens with scaf-
folding that took two days to rig. “I bought it on the spot.” 

Punctures can be fixed by crawling through a zippered door 
while the screen is inflated and patching the hole with a heat 
gun, he said. 

Kamikaze moths, dust and other grime can be washed off 
by laying the screen on its back, deflating it and having people 
in socks walk the surface with buckets of soap and water. 

Prices for the imported screens range from $4,500 for a 
16-foot-wide model to $223,000 for a TV-like cube that also 
works in broad daylight. 

Knockoff versions for home use have also hit the market. 
Gemmy Industries recently introduced a 13-foot blow-up movie 
screen that retails for $200. 

The only thing missing is inflatable popcorn.    ▼

Roy Rivenburg, Times Staff Writer
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All Employers Are Required 
To Have An IIPP

All California employers are required by Title 8 of the California 
Code of Regulations’ Section 3203 to “establish, implement, and 
maintain an effective Injury and Illness Prevention Program: (IIPP).  
Employers with 10 or more employees must have the IIPP in writing 
but employers with fewer than 10 employees may communicate to and 
instruct employees orally in general safe work practices with specific 
instructions on hazards unique to the employees’ job assignments.

The law requires employers to have more than just a written pro-
gram on a bookcase, it must be an active, living program explained to 
and understood by all workers.  At minimum, the IIPP should contain 
the following elements:

• Identify who has the responsibility and authority to implement the 
IIPP

• A system for ensuring that employees comply with safe and healthy 
work practices

• A system for communicating with employees on matters that could 
affect their safety and health, along with how employees can informa 
management of workplace hazards without fear of reprisal

• Procedures for identifying and evaluating workplace hazards includ-
ing scheduled inspections

• Procedures for investigating any occupational injury or illness

• Methods for timely correction of unsafe or unhealthy conditions

• How and when training and instruction will be provided

Make sure to keep records of all activities related to the program 
including any documentation.

As a service to its policyholders, State Fund has produced a model 
IIPP – accessible on its website at www.scif.com – that can be individu-
alized by a company or type of business.  The downloadable program 
contains documentation forms (many in Spanish) designed to meet the 
law’s requirements.

A well-developed and used IIPP is a way for employers to fulfill 
their responsibility to provide a safe and healthful workplace for their 
employees.  Employers who don’t follow the law expose themselves to 
penalties and a Cal/OSHA violation could lead to criminal prosecution, 
if an employee is injured or becomes ill from a known but concealed 
danger on the job.  ▼

Source:  Safety News, State Compensation Insurance Fund

Violations of Child 
Labor Laws Up

For fiscal year 2006, the Wage and Hour Division 
(WHD) of the federal Department of Labor (DOL) 
reported a total of 3,723 minors illegally employed 
– an average of three minors per investigation.  The 
majority of child labor violations occurred when 
workers under the age of 16 worked too many hours, 
too late at night or too early in the morning.  In total, 
2,356 minors were employed in violation of child 
labor hour standards.  Hazardous Occupation Order 
violations were found in one-third of the cases.  

The WHD assessed nearly $3 million in child 
labor civil money penalties in fiscal year 2006.  ▼

Source:  California Employer Update

Free Eats Sell Bad Seats
The Los Angeles Dodgers rolled out a new market-

ing experiment:  They’re betting that several thousand 
of their fans will stomach steep price increases for some 
of the worst seats in the stadium, in return for being 
able to eat all the hot dogs, peanuts, popcorn, nachos 
and soda they can handle.  Tickets for the all inclusive 
package range from $20 to $40.  

The Dodgers have a strong attendance record 
– they were second in the majors in each of the previ-
ous three seasons and also rank second so far this year.   
But the right-field, which can hold 3,000 people, often 
sat empty in past seasons, opening only if the left-field 
seats sold out or for large groups.  This year, with the 
new all inclusive marketing concept, right field has sold 
out eight of the Dodgers’ first 18 home games.  ▼

Condensed from The Wall Street Journal
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Violations of Child Labor Laws Up

As of April 2007, there was a screen count of 38,548 at 5,940 theatre 
locations through-out the United States for an average of 6.49 screens per 
location.  The screen count is up and location count is down from one year 
ago.  The following is a breakdown for each of the respective years.

Year
Number of
Theatres

Number of
Screens

Average Screens per 
Location

2007 5,940 38,548 6.49

2006 6,011 37,749 6.28

2005 6,060 36,864 6.08

2004 6,106 36,202 5.93

2003 6,073 35,370 5.82

2002 6,410 35,556 5.55

2001 6,754 35,514 5.26

Screen Count Rises –
Location Count Shrinks

Source: National NATO


