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“There are excuses for 
spending money on luxuries, 
and then there are reasons”
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MARKET OVERVIEW – BASED ON REVENUE
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Alliance 
Theatre

• Demand based pricing
• Charge the highest price the market will bear for the performance as they say “you can 

always come down”.
• VIP seats at a price of 125 $ during the last two weeks of performance

LA JOLLA 
Playhouse

• Product - Form Pricing
• Set the price based on type of show, production’s attractiveness to the market and day of 

the week on which show is performed
• Experimental shows price at 25 $, musical shows price range 40 – 72 $, play prices range 

34 – 60 $ and premium prices range 75 – 100 $.

Centre 
Theatre 
Group

• Scaled house pricing
• Several  pricing levels based on desirability of seat location
• Saturday nights price range 40 – 100 $ and other week days range 20- 85 $

Actor 
Theatre

• Scaled house pricing
• Aims to keep prices affordable by setting prices that are mid to low end
• Has two price points; premium and value seating having price difference of 10 – 20 $
• Lower prices for previews to attract audience to early performances

Berkeley 
Rep

• Scaled house pricing
• Multi price structure offering prices that increase frequency of attendance
• Competitive premium pricing based on premium content and ambiance - as they say “i’d

rather have the seats go empty then sell the tickets for less than what they’re worth”
• Premium section seats cost 10-18% higher than standard prices.

Stratford 
Festival

• Scaled house pricing
• Average price $60/ticket
• Maximization of turnout through discounts and yield management

MARKET OVERVIEW – MAJOR COMPETITORS



MARKET OVERVIEW - GENERAL PRICING SCHEME
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MARKET BASED FACTORS 
INFLUENCING PRICE



MARKET STRATIFICATION - USA
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CINE CITY PRICING OBJECTIVES

Maximization of Revenue/Profits
Enhancing Audience Turnout
Increase Audience Diversity



FACTORS CONSIDERED WHILE DETERMINING 
PRICING STRATEGY
Achievement of Theatre’s Objectives
 Maximization of Revenue
 Audience Diversity; and
 Turnout.
Being New Entrant in Theatre Market.
Most Advanced, Lavish and Grand Theatre.
Premium Quality of shows.
Market Stratification.
Combination of established Masterpieces and new work.



PRICING STRATEGY

PREMIUM 
PRICING

COST PLUS 
PRICING



IMPLEMENTATION OF PRICING STRATEGY
• Platinum, Diamond, Gold and Silver CategoriesScaled

House
• Predicting the number of tickets customers will buy based on their buying 

history.
• Increase prices where initial demand of tickets is high.
• Load Factor = Capacity Utilized / Total Capacity x 100

Predictive 
Pricing

• Higher prices charged during peak times (i.e. weekends and holidays).Weekends / 
Holidays

• Premium charged on blockbuster performances and lower/discounted 
prices for regular & new shows to increase turnout.

Established 
Masterpieces

• Customer should be given subscription to ensure upfront audience 
turnout. Subscriptions

• Discounts for Senior Citizens, Students, Bulk Buying, Advance 
Booking etc.Discounts



ANALYSIS 
OF 

BUDGETED
FINANCIALS



REVENUE EXTRAPOLATION

Show Type Class Rates 
($) Total Seats Occupancy Revenue per show 

($) 

Blockbuster

Platinum 125 200 90% 22,500 
Diamond 100 400 90% 36,000 
Gold 80 250 90% 18,000 
Silver 50 150 90% 6,750 

1000 83,250 

Regular

Platinum 125 200 75% 18,750 
Diamond 100 400 75% 30,000 
Gold 80 250 75% 15,000 
Silver 50 150 75% 5,625 

1000 69,375 

Show Type Class Rates 
($)

30% Discounted 
Price

($)
Total Seats Occupancy Revenue per show 

($) 

New Shows

Platinum 125 88 200 50% 8,750 
Diamond 100 70 400 50% 14,000 
Gold 80 56 250 50% 7,000 
Silver 50 35 150 50% 2,625 

1000 32,375 



BUDGETED REVENUE

Description
Revenue

Per
Show

Percentage No. of Shows Revenue

Total Revenue Per show 
(Blockbuster) 83,250 20% 140 11,655,000 
Total Revenue Per show 
(Regular) 69,375 70% 490 33,993,750 
Total Revenue Per show 
(New Shows) 32,375 10% 70 2,266,250 

Total Revenue per Annum 100% 700 47,915,000 
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