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ABSTRACT 

The purpose of this research paper is to understand the various kind of movie offers on credit card 

and identify key areas & aspects of movie offers on credit card that have significant impact in 

attracting & retaining credit card customers. Data were collected from 214 respondents through 

a self-administered survey created and designed on www.surveymonkey.com .The questionnaire 

was floated online through specially designed pages on Facebook, Twitter & LinkedIn. Data were 

also collected from people visiting movie theaters to watch film. Analytics software MS excel and 

Tableau 10.0 were used to gain valuable insights from the raw data. Different credit companies 

have to adapt different marketing & advertisement strategies if they want customer attraction 

and retention through movie offers on credit card. Also apart from offers on movie booking 

portals, companies also should improve advertisement on various other channels. Time also plays 

a very crucial role in this ever so competitive industry. Right kind of offer on the right time could 

help company extract profits. The findings of this research paper can be of immense use to credit 

card companies trying to find out whether Movie offers on credit card help retain & attract credit 

card customers. Movie offers on credit card is a very niche topic and no research as of now has 

been done on this topic. The industry is set grow folds in coming years and gaining insights from 

one of the biggest markets in the world holds extreme value.  
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1. Introduction 

With the recent demonetization of currency in India, the credit card usage is on an upward 

trajectory but there has been an overall drop in the overall value of credit card transactions 

(Shetty, 2016)[1]. Though the amusing fact is that there has been an overall jump of 30-35% in 

the daily credit card transactions (Shetty, 2016). The credit card market in India is dominated 

by HDFC Bank, the second -largest private sector bank in the country with 7.28 million cards 

and an overall 22% growth over the previous year (Saha, 2016)[2] followed by Axis bank, ICICI 

Bank & SBI Card.  The growth in credit card Industry in India is largely fueled by overall growth 

in Indian Economy and the Government’s focus on cashless transactions (Anand, 2016)[3]. Now 

in order to further boost the growth, credit card companies have been coming up with lots of 

offers, schemes & rewards. According to a survey conducted in US, Reward points/cash back 

http://www.surveymonkey.com/
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are the card benefits consumers love most (Kossman, 2016)[4], according to 33 percent of 

respondents. But is it the case when the customers are booking movie tickets online? In India, 

when it comes to booking a movie ticket, BookMyShow has a Monopolistic advantage with 

Paytm narrowing the gap in the recent times. With over 3000 crore Rupees annually being 

spent on buying tickets for Hindi Films alone and 25-30% of this coming from online ticket 

sale (Ahuja, 2016)[5], the market is lucrative for the credit card players. Almost all major credit 

card companies have come up with different schemes and offer to tap the budding Indian 

Credit Card market. Those offer ranges from free tickets and discounts for e.g. “2 free movie 

tickets each month”, “Get ₹100 off”, “Buy 1 Get 1 Free” to reward points for e.g. “Get 10x reward 

points”.  

 

 Indians have been fairly slow when it comes to using a credit card for various transactions 

when compared to countries like China, Turkey & Saudi Arabia (Arpita Khare Anshuman Khare 

Shveta Singh, 2012)[6] , however with the continuous security upgradations and features being 

implemented on credit card, it is likely to increase its use among Indians. Every week, on an 

average, 3-4 films are released in India with Bollywood being the major contributor. The 

industry made around 23 Billion rupees in domestic box-office revenue in 2016 

(Jamkhandikar, 2016)[7]. This is precisely the reason why Credit card companies are marketing 

so heavily on movie offers these days. Multiplexes and Cinema Halls owners are constantly 

trying to improve the consumer experience. The results also have been very productive. 

Customers are willing to spend the money for the value they are being provided. When the 

credit card companies market their products, they also take into consideration the psychology 

of Movie goer because certain kind of film draw different crowds of people and hence 

significant consideration must be given to marketing promotions of product (Howell, 2013)[8]. 

There have been significant researches on the factors that affect the credit card usage in India 

but when it comes to movie offers on credit card and its effect on consumers, there have been 

none. The research holds great significance especially for Credit Card companies because in 

this ever competitive market, it is important to spot the differentiating factors in the offers 

provided by all the companies. Consumers have become increasingly cost and value driven and 

ignoring these factors could prove deadly for the company.  

 

2. Literature Review 

Factor’s affecting credit card usage in India: (Arpita Khare Anshuman Khare Shveta Singh, 

2012) suggests the following factors affecting credit card usage in India:- 

 Convenience: Credit cards are generally termed as Convenient for financial 

transactions. The term “Convenience” when used by Credit Card companies can 

increase the usage of Credit Card among customers. 

 Age: Study showed that younger people are more likely to use credit cards than older 

people primarily because of “lifestyle” factor and “Sense of Fulfillment” that they derive 

from it. Older people seem more comfortable with cash. 

 Gender: According to the study men are more likely to own a credit card than     women. 

In India, gender difference does exist when it comes to usage of Credit Card. 

 Sense of Belonging: In a lot of places in India, transaction with local retailer is credit 

based, and people pay the retailer later on. Now this is perceived as a negative habit 

and hence usage of credit card also gets affected with this perception prevailing among 

people 
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 Sense of Fulfillment: A sense of achievement prevails among people when they possess 

a Credit Card. This is a positive perception and adds to the usage of credit card. 

 

(Arpita Khare Anshuman Khare Shveta Singh, 2012) Also mentions that “Indian Customers 

have inhibitions about using credit card as they may fear that owning credit cards are costly”.  

A lot of credit Card companies offer reward points on each movie booking made. In 2007, 

(Matthew Tinnchi Liu James L. Brock, 2007)[9] conducted a research on factors affecting the 

redemption of reward points in china and their level of awareness about the reward point 

programs. The study reviled that there is a low customer awareness about the reward point 

programs offered by Chinese credit card companies. It emphasized on the fact that credit card 

companies need to communicate effectively with their customers in order to spread and 

reinforce knowledge and awareness about reward points program and encourage them to 

experience the benefit they offered .No research previously has been done on the effect of 

Movie offers provided by credit card companies. It holds a greater significance because almost 

all the companies are aggressively coming with these offers on Movie booking websites, Social 

Media Pages and Television Advertisement.  

 

3. Research Methodology  

A self-administered questionnaire was created & designed on a website Called 

www.surveymonkey.com. Once created, the survey was floated around Social Networking 

platforms like Facebook, Twitter, and LinkedIn etc. A dedicated Facebook, Twitter and 

Instagram Page was also created to promote the survey to a wider audience 

(www.facebook.com/MovieFyd). The survey was specifically targeted towards customers who 

booked movie tickets through credit card and hence a lot of visits were also made to the 

nearest movie theater to inculcate data from the customers who watched the movie. A total of 

214 Respondents are taken for the survey, majority of which are from Pune & Delhi.  Tableau 

10.0 and Microsoft Excel were used as Data Analytics tool to gain deep insights from the raw 

data collected from the survey. 

 

3. Analysis & Findings 

The following table give some of the facts from the survey conducted 

 

TABLE I: Some Crucial Facts about Credit card from the Survey Taken 

 Frequency Percentage 

What is your occupation?   
Student 100 45.5 
Working Professional  95 43.2 
Business Owner 10 4.5 

Housewife 4 1.8 
Any Other 11 5.0 

   

What kind of movie deals on credit card 
attracts you the most? 

  

Buy 1 get 1 free 122 55.5 

http://www.surveymonkey.com/
http://www.facebook.com/MovieFyd
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Cash Back in wallets 35 15.9 

Discounts 52 23.6 
Loyalty points 4 1.8 
Redeemable Points for Movies 7 3.2 

   
At what time during a day you generally 
book movie tickets online? 

  

Between 09:00 A.M. – 12:00 P.M. 27 12.3 
Between 12:00 P.M. – 03:00 P.M. 60 27.3 
Between 06:00 P.M. – 09:00 P.M. 90 40.9 
Between 09:00 P.M. – 12:00 A.M. 36 16.4 
Between 12:00 A.M. – 09:00 AM. 7 3.2 

 

4. Inference 

 

 Demographics play a crucial role 

 

Majority of the credit card users according to the survey lie between 21 years to 27 years. 

As suggested by (Matthew Tinnchi Liu James L. Brock, 2007), youth is more driven towards 

credit card. Now when compared with portals where movie deals are advertised, we find 

that “Movie booking portals” are more effective for the age group of 21-28 when it comes 

to movie offers on credit card. Then there is a sudden decrease in the Movie booking portal 

segment. For that credit card companies generally use Messages and Emails for 

advertisement of offers but data suggests that both these mediums are not really working 

as it should. 

 

 Buy 1 Get 1 for men & Discounts for Women 

Figure 1: Count of Respondents for Each Age 
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The researchers asked the respondents which credit card benefit they seek while using a 

credit card for booking a movie ticket online. Significant amount of Male (Students & 

Working Professionals) feel that “Buy 1 Get 1” offer has more value than anything else. In 

case of Female respondents although Buy 1 get 1 has more value but “Discounts” holds 

more significance among female Students and housewives.  

 

Credit Card Companies hence should come up with different offers for different genders 

and advertise aggressively to retain the existing credit card customer base. Also an 

interesting observation is that both Loyalty points and Redeemable points has low or no 

significance in customer’s view point. Now Credit card companies spend a huge amount of 

money to run and advertise these programs. As suggested by (Matthew Tinnchi Liu James 

L. Brock, 2007), there is low customer awareness about reward and loyalty programs 

offered by these companies. 

 

Figure 2: Type of Deal Broken Down By Gender 
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 Significance of Saturdays & Sundays  

 

Researches asked the question “I intend to increase credit card consumption on a 

particular day of the week to avail certain offers?” and when compared with the particular 

day customer likes to book a movie ticket, it was found that Saturdays & Sundays are the 

prominent days customers generally look to book movie tickets irrespective of any offers 

and hence these are the days where banks should not advertise unique offers for their 

customers.  

Students can particularly be targeted on Fridays with fancy customized offer. Wednesday 

is also another day where companies could target students. Customers don’t seem to be 

interested in Movie bookings on Monday, Tuesday & Thursday hence it can be seen as 

Figure 3: Trend of Age Broken Down By Gender 

Figure 4: Statement Broken Down By Day of Booking 
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potential days where the credit card companies could give unique offers and market 

heavily. 

 

 HDFC leading the race 

 

Most of the customers tend to get attracted towards the deals offered by HDFC bank and 

they seem to avail those offers. The smart thing that HDFC has done is, they have come up 

with different offers catering to different set of people. They have co-branded cards giving 

25% off (Times card), Diner’s club card (10X reward points), and normal Credit card offer 

(5% off on BookMyShow app). SBI card on the other hand tend to attract customers on 

Sunday. Age is also a factor (Arpita Khare Anshuman Khare Shveta Singh, 2012) when it 

comes to the day customers tend to take movie offers. SBI Card has average age of “31.56 

years” while HDFC has an average age of “26.95 years”, a considerable difference. Axis bank 

with an average age “25.67 years” is leading the pack on Fridays. Students and Young 

working professionals have Saturdays & Sunday off hence they tend to spend time on 

Fridays for booking tickets. Companies can hence channelize all their efforts manpower & 

money on specific days for specific set of people. 

 

 Prime Time in Mobile First World 

Gone are the days when you needed to book a ticket, take its print out and carry the 

print out to the theater to watch the film. World is moving towards a mobile first 

approach. Around 77% of the respondents use Mobile/App to book movie tickets. The 

cost of advertisement and the conversion rate is lower in Mobile advertisement than 

in Desktop. That is why for the first time mobile advertisement spending is set to cross 

desktop in 2017 (Fortune, 2016)[10].  

 

Figure 5: No. Of Respondents for Each Day vs Bank with Great Deals 
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In order to further optimize the ad spending, the researchers tried to find the Optimum 

time when Movie offer advertisements should be made. The results revealed that “6 

Pm to 9 Pm” is a hotspot for mobile advertisement. Be it messages, Emails or Bookings 

though movie portals, customers tend to respond to the offers in these times more than 

others’. Another optimum time (just for movie booking portals) is 12 Pm to 3 Pm slot.  

 

5. Conclusion 

The research basically focused on identifying key areas & aspects of movie offers on credit card 

that have significant impact in attracting & retaining Credit card customers. Following are the 

pointers which when implemented could really help credit card companies market their 

offering in a streamlined manner:-  

 

 With India set to become the youngest country by 2020 (Shivakumar, 2013)[11], the 

number of Credit card user’s increasing, especially among the young population 

(Arpita Khare Anshuman Khare Shveta Singh, 2012), an ever glowing Bollywood & 

Hollywood market India, Credit card companies should increase their Email & 

messaging penetration through creative methods targeted specially towards youth 

and also emphasizing more on Sense of Fulfillment factor (Matthew Tinnchi Liu James 

L. Brock, 2007) when giving offers on movie ticket. The companies are doing great 

when it comes to targeting youth via Booking portals.  

 Also the research showed that Buy 1 Get 1 offers works much better for male 

customers & Discount for female customers and hence targeting both the genders 

differently could do wonders for the companies 

 Friday, Saturday and Sunday are the most rewarding days for movie producers. Now 

simply targeting these 3 days will not work for credit card companies as customers are 

anyways booking tickets these days and giving offers on these days doesn’t make any 

sense as it will cost a lot. The findings in the research show that each card has its own 

Figure 6: No. Of Respondents for Each Time of Booking vs Booking Gadget and Place of Deal 
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audience as per age group and there are specific time slots that are most beneficial 

when it comes to advertisement.  

 

TABLE II: Preferred Days and Time for Advertisements by Banks 

Bank Average Age Preferred Day Preferred Time  

HDFC 26.95 Monday & Tuesday 6 PM -  9 PM 
SBI Card 28.84 Monday & Tuesday 6 PM -  9 PM 
Axis Bank 25.67 Thursday 12 PM – 3 PM 
ICICI Bank 28.73 Monday & Thursday 6 PM -  9 PM 
    

 Most banks have realized the importance of a mobile first world and have started 

offering variety of offers on mobile platform more than desktop. One of the reasons of 

HDFC having a clear dominance in credit card market is the fact that they have tried 

offering various solutions in Credit card segment and that to on a targeted basis.  
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