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Abstract 

 
The film industry provides a myriad of interesting problems for economic 
contemplation.  From the initial concept of an idea through production, 
distribution, and finally exhibition there are many aspects to the film project 
and the film industry that present new and interesting puzzles worthy of 
investigation.  Add to this the high level of data availability, and it is little 
wonder that an increasing number of researchers are being attracted to this 
industry.  To date, however, there are no comprehensive surveys on the 
contribution of economists to this literature.  This lecture attempts to fill this 
void and unify what is known about this industry.  It will also identify and 
discuss potential areas for new research.  

 
 



 2

SUGGESTED READINGS (* - recommended, ** - highly recommended) 
 
Books 
 
Caves, R. (2000) Creative Industries, Harvard University Press, Mass. * 
 
De Vany, A. (2004) Hollywood Economics: How Extreme Uncertainty Shapes the 

Film Industry, Routledge, London. * 
 
Litman, B. (1998) The Motion Picture Mega-Industry, Allyn and Bacon, Boston. * 
 
Moul, C. (Ed) (2005) A Concise Handbook of Movie Industry Economics, Cambridge 

University Press, New York* 
 
Squire, J. (Ed) (1992) The Movie Business Book, Fireside, New York. * 
 
Vogel, H. (2007) Entertainment Industry Economics (7th Ed.), Cambridge University 

Press, New York. * 
 
 
Articles 
 
Ainslie, A, Dreze, X. Zurfryden, F. (2005), ‘Modeling Movie Life Cycles and Market 

Share’, Marketing Science, 24(3), 508-517. 
 
Aksoy, A. and Robins, K. (1992), ‘Hollywood for the 21st century: Global 

Competition for Critical Mass in Image Markets’, Cambridge Journal of 
Economics, 16, 1-22. 

 
Albert, S. (1998), ‘Movie Stars and the Distribution of Financially Successful Films 

in the Motion Picture Industry’, Journal of Cultural Economics, 22(4), 249-270. 
 
Bagella, M. and Becchetti, L. (1999), ‘The Determinants of Motion Picture Box 

Office Performance:  Evidence from Motion Pictures Produced in Italy’, Journal 
of Cultural Economics, 23, 237-256. 

 
Basuroy, S., Chatterjee, S. and Ravid, S.A. (2003), ‘How Critical are Critical 

Reviews? The Box Office Effects of Film Critics, Star Power, and Budgets’, 
Journal of Marketing, 67, 103-117.* 

 
Blumenthal, M. (1988), ‘Auctions with Constrained Information: Blind Bidding for 

Motion Pictures’, Review of Economics and Statistics, 70, 191-198. 
 
Cameron, S. (1986) ‘The Supply and Demand for Cinema Tickets: Some U.K. 

Evidence’, Journal of Cultural Economics, 10(1), 38-62. 
 
Cameron, S. (1988), ‘The Impact of Video Recorders on Cinema Attendance’, 

Journal of Cultural Economics, 12(1), 73-80. 
 



 3

Cameron, S. (1990), ‘The Demand for Cinema in the United Kingdom’, Journal of 
Cultural Economics, 14(1), 35-47. * 

 
Cameron, S. (1999), ‘Rational Addiction and the Demand for Cinema’, Applied 

Economic Letters, 6, 617-620. 
 
Canterbery, E. and Marvasti, A. (2001), ‘The U.S. Motion Picture Industry: An 

Empirical Approach’, Review of Industrial Organisation, 19, 81-98. 
 
Chisholm, D. (1997), ‘Profit-Sharing Versus Fixed-Payment Contracts: Evidence 

From the Motion Pictures Industry’, The Journal of Law, Economics & 
Organization, 13(1), 169-201. * 

 
Chisholm, D. (2004), ‘Two-Part Share Contracts, Risk, and the Life Cycle of Stars: 

Some Empirical Results from Motion-Pictures Contracts’, Journal of Cultural 
Economics, 28(1), 37-56. * 

 
Chisholm, D. and Norman, G. (2006), ‘When to Exit a Product: Evidence from the 

US Motion Picture Industry’, American Economic Review Papers and 
Proceedings, 96(2), 57-61. * 

 
Collins, A., Hand, C., and Snell, M. (2002), ‘What Makes a Blockbuster? Economic 

Analysis of Film Success in the U.K’, Managerial and Decision Economics, 
23(6), 343-354. 

 
Collins, A. and Hand, C. (2005), ‘Analyzing Moviegoing Demand: An Individual-

level Cross-sectional Approach’, Managerial and Decision Economics, 26, 319-
330. 

 
Corts, K. (2001), ‘The Strategic Effects of Vertical Market Structure: Common 

Agency and Divisionalization in the U.S. Motion Picture Industry’, Journal of 
Economics & Management Strategy, 10(4), 509-528. ** 

 
Cuadrado, M. and Frasquet, M. (1999), ‘Segmentation of Cinema Audiences: An 

Explanatory Study Applied to Young Consumers’, Journal of Cultural 
Economics, 23, 257-267. 

 
Davis, P. (2005), ‘The Effect of Local Competition on Retail Prices in the US Motion 

Picture Exhibition Market’, Journal of Law and Economics, 48(2), 677-708. * 
 
Davis, P. (2006a), ‘Measuring the Business Stealing, Cannibalization and Market 

Expansion Effects of Entry in the Motion Picture Exhibition Market’, Journal of 
 Industrial Economics, 54(3), 293-321. * 
 
Davis, P. (2006b), ‘Spatial Competition in Retail Markets: Movie Theatres’, Rand 

Journal of Economics, 37(4), 964-981. ** 
 
Deuchert, E., Adjamah, K. and Pauly, F. (2005), ‘For Oscar Glory or Oscar Money?’ 

Journal of Cultural Economics, 29(3), 159-176. * 
 



 4

De Vany, A. (2006), ‘The Movies’ in Handbook of the Economics of Art and Culture, 
(Ginsburgh and Throsby Eds), North Holland, Amsterdam. ** 

 
De Vany, A. and Eckert, R. (1991), ‘Motion Picture Antitrust: The Paramount Cases 

Revisited’, Research in Law and Economics, 14, 51-112. [Also in De Vany 
(2004)] * 

 
De Vany, A. and Walls, D. (1996), ‘Bose-Einstein Dynamics and Adaptive 

Contracting in the Motion Picture Industry’, The Economic Journal, 106, 1493-
1514. [Also in De Vany (2004)] ** 

 
De Vany, A. and Walls, D. (1997), ‘The Market for Motion Pictures: Rank, Revenue 

and Survival’, Economic Inquiry, 35(4), 783-797. [Also in De Vany (2004)] 
 
De Vany, A. and Walls, D. (1999), ‘Uncertainty in the Movie Industry: Does Star 

Power Reduce the Terror of the Box Office?’, Journal of Cultural Economics, 23, 
285-318. [Also in De Vany (2004)] * 

 
De Vany, A. and Walls, D. (2002), ‘Does Hollywood Make Too Many R-Rated 

Movies? Risk, Stochastic Dominance, and the Illusion of Expectation’, Journal of 
Business, 75(3), 425-451. [Also in De Vany (2004)] 

 
De Vany, A. and Walls, D. (2004), ‘Motion Picture Profit, the Stable Paretian 

Hypothesis and the Curse of the Superstar’, Journal of Economic Dynamics and 
Control, 28(6), 1035-1057. [Also in De Vany (2004)] ** 

 
De Vany, A. and Walls, D. (2007), ‘Estimating the Effects of Movie Piracy on Box-

Office Revenue’, Review of Industrial Organization, 30(4), 291-301. 
 
Dewenter, R. and Westermann, M. (2005), ‘Cinema Demand in Germany’, Journal of 

Cultural Economics, 29, 213-231. 
 
Edwards, D.A. and Buckmire, R. (2001), ‘A Differential Equation Model of North 

American Cinematic Box Office Dynamics’, Journal of Management 
Mathematics, 12, 41-74. 

 
Einav, L. (2007), ‘Seasonality in the U.S. Motion Picture Industry’, Rand Journal of 

Economics, 38(1), 127-145. ** 
 
Einav, L. (2009), ‘Not All Rivals Look Alike: Estimating an Equilibrium Model of 

the Release Date Timing Game,’ Economic Inquiry, Forthcoming. 
 
Elberse, A. and Anand, B. (2006), ‘Advertising and Expectations: The Effectiveness 

of Pre-Release Advertising for Motion Pictures: An Empirical Investigation Using 
a Simulated Market,’ Information Economics and Policy, 19, 319-343.  

 
Elberse, A. and Eliashberg, J. (2003), ‘Demand and Supply Dynamics for 

Sequentially Released Products in International Markets: The Case of Motion 
Pictures’, Marketing Science, 22(3), 329-354. * 

 



 5

Eliashberg, J., Elberse, A. and Leenders, M. (2006), ‘The Motion Picture Industry: 
Critical Issues in Practice, Current Research, and New Research Directions’, 
Marketing Science, 25(6), 638-661. * 

 
Eliashberg, J., Jonker, J., Sawhney, M., and Wierenga, B. (2000), ‘MOVIEMOD: An 

Implementable Decision Support System for Pre-Release Market Evaluation of 
Motion Pictures’, Marketing Science, 19(3), 226-243. 

 
Eliashberg, J. and Sawhney, M (1994), ‘Modelling Goes to Hollywood: Predicting 

Individual Differences in Movie Enjoyment’,  Management Science, 40(9), 1151-
1174. 

 
Eliashberg, J. and Shugan, S. (1997), ‘Film critics: Influencers or predictors?’, 

Journal of Marketing, 61(2), 68-78. * 
 
Fernandez-Blanco, V. and Banos-Pino, J. (1997), ‘Cinema Demand in Spain: A 

Cointegration Analysis’, Journal of Cultural Economics, 21, 57-75. 
 
Filson, D., Switzer, D. and Besocke, P. (2005), ‘At the Movies: The Economics of 

Exhibition Contracts’, Economic Inquiry, 43(2), 354-369. 
 
Gemser, G., Van Oostrum, M. and Leenders, M. (2007), ‘The Impact of Film 

Reviews on the Box Office Performance of Art House versus Mainstream Motion 
Pictures’, Journal of Cultural Economics, 31, 43-63. 

 
Gill, R. (2007), ‘“Make-or-Buy” in Movies: Integration and Ex-Post Renegotiation’, 

International Journal of Industrial Organisation, 25, 643-655. 
 
Ginsburgh, V. and Weyers, S. (1999), ‘On the Perceived Quality of Movies’, Journal 

of Cultural Economics, 23, 269-283. * 
 
Goettler, R. and Leslie, P. (2005), ‘Co-financing to Manage Risk in the Motion Picture 

Industry’,  Journal of Economics & Management Strategy, 14(2), 231-261. ** 
 
Hand, C. (2001), ‘Increasing returns to Information: Further Evidence from the UK 

Film Market’, Applied Economics Letters, 8, 419-421. 
 
Hand, C. (2002), ‘The Distribution and Predictability of Cinema Admissions’, 

Journal of Cultural Economics, 26, 53-64. 
 
Hanssen, F. A. (2000), ‘The Block Booking of Films Re-Examined’, Journal of Law 

and Economics, 43, 395-426. 
 
Holbrook, M. (1999), ‘Popular Appeal Versus Expert Judgements of Motion 

Pictures’, Journal of Consumer Research, 26, 144-155. 
 
Hui, K. and Png, I. (2002), ‘On the Supply of Creative Work: Evidence from the 

Movies’, American Economic Review, 92(2), 217-220. * 
 



 6

Jansen, C. (2005), ‘The Performance of German Motion Pictures, Profits and 
Subsidies: Some Empirical Evidence’, Journal of Cultural Economics, 29(3), 191-
212. 

 
Kenney, R. and Klein, B. (1983), ‘The Economics of Block Booking’, Journal of Law 

and Economics, 26(3), 497-540. 
 
Kenney, R. and Klein, B. (2000), ‘How Block Booking Facilitated Self-Enforcing 

Contracts’, Journal of Law and Economics, 43, 427-435. 
 
Krider, R. Li, T., Liu, Y, and Weinberg, C. (2005), ‘The Lead Lag Puzzle of Demand 

and Distribution: A Graphical Method Applied to Movies’, Marketing Science, 
24(4), 635-645. 

 
Krider, R. and Weinberg, C. (1998), ‘Competitive Dynamics and the Introduction of 

New Products: The Motion Picture Timing Game’, Journal of Marketing 
Research, 35, 1-15. 

 
MacMillan, P. and Smith, I. (2001), ‘Explaining Post-War Cinema Attendance in 

Great Britain’, Journal of Cultural Economics, 25, 91-108.  
 
Marvasti, A. (1994), ‘International Trade in Cultural Goods: A Cross Sectional 

Analysis’, Journal of Cultural Economics, 18, 135-148. 
 
Marvasti, A. (2000), ‘Motion Pictures Industry: Economies of Scale and Trade’, 

International Journal of the Economics of Business, 7(1), 99-114. 
 
Marvasti, A. and Canterbery, R. (2005), ‘Cultural and Other Barriers to Motion 

Picture Trade’, Economics Inquiry, 43(1), 39-54. * 
 
McKenzie, J. (2008), ‘Bayesian Information Transmission and Stable Distributions: 

Motion Picture Revenues at the Australian Box Office’, Economic Record, 
84(266) 338-353. 

 
McKenzie, J. (2009a), ‘Revealed Word of Mouth and Adaptive Supply: Survival of 

Motion Pictures at the Australian Box Office’, Journal of Cultural Economics, 
forthcoming. *  

 
McKenzie, J. (2009b), ‘Movie Producers and the Statistical Distribution of 

Achievement’, Applied Economics Letters, forthcoming. 
 
Moul, C. (2007), ‘Measuring Word-of-mouth’s Impact on Theatrical Movie 

Admissions’, Journal of Economics & Management Strategy, 16(4), 859-892. ** 
 
Moul, C. (2008), ‘Retailer Entry Conditions and Wholesaler Conduct: The Theatrical 

Distribution of Motion Pictures’, International Journal of Industrial 
Organisation, 26, 966-983. * 

 



 7

Neelamegham, R. and Chintagunta, P. (1999), ‘A Bayesian Model to Forecast New 
Product Performance in Domestic and International Markets” Marketing Science, 
18, 115-136. 

 
Nelson, R., Donihue, M., Waldman, D. and Wheaton, C. (2001) ‘What’s an Oscar 

Worth?’ Economic Inquiry, 39(1), 1-16. * 
 
Orbach, B. and Einav, L. (2007), ‘Uniform Prices for Differentiated Goods: The Case 

of the Movie-Theater Industry’, International Review of Law and Economics, 
27(2), 129-153. ** 

 
Palia, D., Ravid, S. A. and Reisel, N. (2008), ‘Choosing to Co-finance: Analysis of 

Project-Specific Alliances in the Movie Industry’, Review of Financial Studies, 
21(2),  483-511. * 

 
Pokorny, M. and Sedgwick, J. (2009), ‘Profitability Trends in Hollywood: 1929 to 

1999’, Economic History Review, forthcoming* 
 
Prag, J. and Casavant, J.(1994), ‘An Empirical Study of the Determinants of Revenue 

and Marketing Expenditures in the Motion Picture Industry’, Journal of Cultural 
Economics, 18(3), 217-235. 

 
Ravid, S. A. (1999), ‘Information, Blockbusters and Stars: A Study of the Film 

Industry’, Journal of Business, 72(4), 463-492. * 
 
Ravid, S. A., and Basuroy, S. (2004), ‘Managerial Objectives, the R-Rating Puzzle, 

and the Production of Violent Films’, Journal of Business, 77(2), S155-S192. * 
 
Ravid, S. A., Wald, J. and Basuroy, S. (2006), ‘Distributors and Film Critics: Does it 

take Two to Tango?’, Journal of Cultural Economics, 30, 201-218. 
 
Reinstein, D. and Snyder, C. (2005), ‘The Influence of Expert Reviews on Consumer 

Demand for Experience Goods: A Case Study of Movie Critics’, The Journal of 
Industrial Economics, 103(1), 27-51. ** 

 
Sawhney, M. and Eliashberg, J. (1996), ‘A Parsimonious Model for Forecasting Gross 

Box Office Revenues of Motion Pictures’, Marketing Science, 15(2), 113-131. 
 
Sedgwick, J. and Pokorny, M. (1998), ‘The Risk Environment of Film Making:  

Warner Bros in the Inter War Years’, Explorations in Economic History, 35, 196-
220. 

 
Sedgwick, J. and Pokorny, M. (2005), ‘The Film Business in the United States and 

Britain During the 1930s’, Economic History Review, 58, 79-112. 
 
Scott, A. (2004), ‘Hollywood and the World: The Geography of Motion Picture 

Distribution and Marketing’, Review of International Political Economy, 11(1), 
33-61 

 



 8

Smith, S. and Smith, K. (1986), ‘Successful movies: A Preliminary Empirical 
Analysis’, Applied Economics, 18(5), 501-507. 

 
Swami, S., Eliashberg, J. and Weinberg, C. (1999), ‘SilverScreener: A Modelling 

Approach to Movie Screens Management’, Marketing Science, 18(3), 352-372. 
 
Swami, S., Puterman, M. and Weinberg, C. (2001), ‘Play it Again, Sam? Optimal 

Replacement Policies for a Motion Picture Exhibitor’, Manufacturing and 
Services Operations Management, 3, 369-386. 

 
Walls, D. (1997), ‘Increasing Returns to Information: Evidence from the Hong Kong 

Movie Market’, Applied Economics Letters, 4(5), 287-290. 
 
Walls, D. (1998), ‘Product Survival at the Cinema: Evidence from Hong Kong’, 

Applied Economics Letters, 5, 215-219. 
 
Walls, D. (2005a), ‘Modelling Heavy Tails and Skewness in Film Returns’, Applied 

Financial Economics, 15(17), 1181-1188. * 
 
Walls, D. (2005b), ‘Modeling Movie Success when ‘Nobody Knows Anything’: 

Conditional Stable Distributional Analysis of Film Returns’, Journal of Cultural 
Economics, 29(3), 177-190. * 

 
Walls, D. (2005c), ‘Demand Stochastics, Supply Adaptation, and the Distribution of 

Film Earnings’, Applied Economics Letters, 12(10), 619-623. 
 
Weinstein, M. (1998), ‘Profit Sharing Contracts in Hollywood: Evolution and 

Analysis’, Journal of Legal Studies, 27, 67-112. 
 
Zuckerman, E. and Kim, T. (2003), ‘The critical trade-off: Identity assignment and 

box office success in the feature film industry’, Industrial and Corporate Change, 
12(1), 27-67. 


