IMAX Private Theatre

Brand Positioning Strategy
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THE GAP Current prices are on the low side, with a market gap in high-end products (priced over 2 million)
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Price distribution of private theatres (up to CNY 10,000)

Data source: Research on High-end Private Theater Systems, 2013

SHFREAFBIAER :© 29 - 45 THIREFRIR
BEUEZEE , SHEBIg60%

Limited purchasing ability for the majority of families: over
60% can accept a price range of CNY 290,000 - 450,000

HIFSHEHASELAR#BIE30%: £4930% (28.5%)HE
ANBEIRES0-100 5 = ZEIERSims/ R .
High-end consumers stand at less than 30%: about 30%

(28.5%) of wealthy consumers are willing to pay CNY 500,000
- 1 million to enjoy a high-end theater experience.

RAOEIBE M&EE 15057T

There are very few projects priced over CNY 1.5 million.
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it |=ANI==hl Transformational growth driven by future market demand, with high-end market growth possibilities.
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There is immense room for growth in the high-end private theater market. Optimistic estimations put the market share of the high-end private

theater market at CNY 5.16 billion in 2017.
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Future Demand from
High-End Consumer Families

TEMHE
Transformational Organic
Market Growth Market Growth
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Increasing market demand as people

) become more aware of how installing a
better one-stop services and excellent private movie theater can improve their
movie line-ups. quality of life.

Increasing market demand through

A KR |

Data source: Research on High-end Private Theater Systems, 2013

2013-2017: Prediction on future increase in market demand
From high-end consumer families ( in CNY millions )

B TEENS

Transformational Market Growth
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Organic Market Growth
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There are few serious competitors in this market sector, but there have been some who have already

tried to break into this market and establish a brand presence.
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Data source: Research on High-end Private Theater Systems, 2013

v

Hrh , AV DesignB&#EHEAIEXquisite Theaters =2 SEA1&E
ARIINE |, MRS 7 TKIEABREIRITHIT,

B URARU— "BER" AN , REARARES |, MR
BRRImRRERIME

AV Design launched a similar project, “Exquisite Theatres,” and
appointed Thoe Kalomirakis to be its lead designer.

However, their focus was on technologies integration, but lacked value-

adding branding.
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Market opportunities and challenges
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Opportunities Threats
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* Potential market gap » Current prices are too low to support the

market.
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« One-stop services and excellent * Long-time competitors in the private theater
movie line-ups create a market have been trying to break into the
transformational market high-end private theater market.
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This is a market sector that awaits exploration. One with a niche consumer base.
We need to target a new consumer sector — one with exceptionally high purchasing
power and high-end consumer families — in order to accelerate sales.
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Revelation
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Capturing market opportunities through brand positioning

IHEEXIRINMEER R , KEEIMAX Private
TheaterfEIX MU “MEMAE" 5 “mEFEISE"
Establishing brand exclusivity and brand superiority
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Based on our position in the brand spectrum, we should aim to establish our brand through brand
philosophy instead of product line-up.
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C Gillette @ S
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ACURA R
. . ] . There Is
The Citi Visionary Iinnovatlon No Substitute GO0 Thlngs In Life
: Meet Exhilarating ' Never Change.
Competltors Performance ',
: r.
N:l s HARLEY-DAVIDSON (j >
Solution Beyond The Culture of The Answers That Last. Live By It Think Different
Petroleum Picture
E AR | L& =l RS BRI E REE /MY L/ (Ed
Internet | System Product | Service Technology | Method Provider | Value Motive | Mission
ANk AR HNXEHA B2 HAHEE
what we have what we provide what we implement who we are what we believe in

-

Bt/ ﬁui_ iR Rt/ ﬁwum;%

Rationality / More Physical Sensibility / More Conceptual



http://www.brandsoftheworld.com/brands/0004/3311/Gillette.eps
http://www.brandsoftheworld.com/brands/0002/7077/Citi.eps
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II. Brand Positioning Strategy
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What is kind of a brand is IMAX?

EHE AmRBEr ?

What kind of brand assets does it have?

Brand
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IMAX Brand History/Heritage

IMAX — £EKE 2R B eSS

A Leader in Cinematic Technology and Innovation

AT EI3FH |, IMAXAEREE T T , B T ENMBEWESRSR

IMAX revolutionized movie industry for the past 14 years and changed the entire movie industry ecosystem.

IN IMAX 3D
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APOLLO 13 THE H TRANSFORMERS
First moive digitally POLAR EXPRESS DARK KNIGHT SKYFALL AGE OF EXTINCTION

re-mastered for
IMAX screens with
IMAX’'s DMR
technology

First full-length IMAX
3D release

SUPERMAN
RETURNS

First Hollywood
movie to convert live
actlon scenes to

First Hollywood movie to
include sequences shot
with IMAX cameras

Specially formatted for
IMAX theatres with a
1.9:1 aspect ratio,
providing 26% more
image

First Hollywood movie
with scenes shot using
IMAX 3D cameras
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IMAX Brand Equity

IMAX — B3R _EREN2 AR FBIE mAE

The most famous brand of entertainment experience in the world

IMAXBZFEEZEE OB PEVE 7 IFFETRERIREANE B RE

IMAX has built up a very strong brand awareness and preference in consumer

- SHFR85%AVEBREMARITHIZIMAX FRRE

Awareness *  85% of moviegoers worldwide have heard of IMAX.

BfAE IMAX{EAMNBRABZIRYE IR, 55 17=aRERE

IMAX is strongly associated with wonderful, special and a perfectly immersive experiences.
Association

ineE TEIMAX IS ARE | IMAXSRIEESAE VYRS —

value . Among IMAX viewers, IMAX is one of the most meaningful brands.

=R

Uniqueness

IMAX YGRS O NEREENSARAE

The primary driving force of our brand IMAX’s uniqueness.

Source: Millward Brown IMAX Brand Equity Study, 2014.
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IMAX Brand Experience

IMAX — B3R _EREEI A ORISR EEE

The most excmng experience in the world
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Moments of Awe
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“ All my senses are stimulated — I'm watching, hearing
and feeling the sound, letting'in the pure emotion of the
film. “ .

-,

“| stop thinking about the tilt of imy. chair.on my hext !
bite of popcorn because I’'m so absorbed in ‘the fllm All |
can do is sit there in a kind of silent awe, tak!¥ it in
as it literally envelops me.

Source: IMAX Emotion Territories
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Escape and Explore

XA ERAURRAR | IEFERIATREK
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“ A large format theater experience.takes me
places | could never go on mysown. “

“I feel like | get to Ieave > my life and experience
someone else’s. ltsE pre.real, more
honest somehow B&cause 14&8! like | am with
the people in the movie.”
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Super-Specs

"EEIXEHREFNARRIRESUR | KEa)
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\ “It’s fun and exciting to see what’fﬁe and
different. There are few companies t
consistently bring the newest technology into
movie theaters”

.
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“When you have big dreams, you put them @n film'-and v@ant the audience to see them. IMAX is an
epic way to do it... It's a dream machine.”
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To every customer who has had the IMAX experience, it is:

IMA X

— M HEISHZEANRE , — P ERTHRES

A dream machine and a perfect means of presenting that dream.
AR HIERYEE S W%MEWW% SN AN IDEIRHR EMESEE

SHEERN EETM 1Tk E=SH5ERY HEPRIERY
BTZAR IS RimA an eSS R

Best Global Film Content Immersive Movie Experience Leading Industry Technology Distinctive Brand Presentation

Source: {RIEB A REASBEEE EIHKERE
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IMAX as a personal cinematic experience:
The IMAX brand sets us apart from the competitors and forms the driving force for our campaign.

IMAX

IMAX 133388 H5C AN AR

. . . Technology that excites
IMAX is believing pr—

A theater of epic proportions

RARHIERIERSS

Big-production movies

AU LIRSS

A dream-like experience

IMAXEREZHRESMAR | ER—IMSRESSAT—E1 "EFHR"
LEHNAARE , BATFIE—EESBNBRENTE , XE—HS AR RSB SRS

5.

IMAX is the best place to put a film, it is a dream machine combining art and technology.
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What makes it special? What does it represent?




IMAX Private Theatre}f 5 E&FRYE= ?
What are the features of the IMAX Private Theatre?

IMAX Private Theatre

SeRE TR R EEIR T AR RT3

A Complete Home Entertainment Solution

SHASE

Content
Differentiation

mfiigit

Design & Style

B EH

Technological
Innovation

TR ARSS

World-Class Service
and Support
« IMAX [FE RG24/ TR SRR
FEEITRS
IMAX's commercial service center
provides 24/7 remote monitoring to

SEIERIFIS R PEREFRLS BT RS
IMAX Movie Service Delivers
Exclusive First Run Movies

« ERRITHAZEERANIARARR T
%2 Theo Kalomirakis =E#7]
Interior design by the leading and
world-renowned home theater

« WAKIEEMES 2D/ 3DIRE, , EWIBINE. KERE
MY EE

Dual 4K projectors provide crystal clear images and life-
like projections.

[ERTSZHE designer, Mr. Theo Kalomirakis. ensure optimal performance.
 TLER EEhE S InEESA% Also Supports: . o
TRV EHEERCESIGEIRANET S . sasmTEERE B
immersive experience. PERELENEETE LS N Daily picture and sound calibration.

Live satellite broadcast and
high-definition cable TV

A turnkey system — a theater system
that is seamlessly integrated into the
interior design

« ZERHETIS

5-year maintenance and support.

- BfESESLE | EEREHEE , NFER

The screens are coated with a proprietary high-gain silver

paint to maximize brightness, resulting in the vibrant * It RDVD

colors. Blu-rays and DVDs
* IMAXEFINEZQIHFISZ RS | Ak R RIS SR - R

1, FAMRERP AU TE R ET Gaming consoles
Proprietary IMAX sound system: each IMAX theater is .

acoustically treated to present accurate and realistic sound * LB RATIEIRSS

Internet streaming services

1
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A wall-to-wall and ceiling to floor screen, creates a truly '
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

« ANEHEHIR S e
The user-friendly Central Control System makes content .+ FhIOK
management and personalization a breeze. Karaoke
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IMAX Private Theatre

SeR AR RER R

B EH

Technological
Innovation

<RI EHAER IS S IR EIRAET
A wall-to-wall and ceiling to floor screen, creates a
truly immersive experience.

« IMAXEFINAEFRITFISINRS | #RaEEign
EERG , ARERFPFPESTIES SR
Proprietary IMAX sound system: each IMAX theater
is acoustically treated to present accurate and
realistic sound

A Complete Home Entertainment Solution,

SHAE

Content
Differentiation

mfiigit

Design & Style

TR ARSS

World-Class Service
and Support

SEIMRIF RIS FERLGRLSEBEANE « ERRITHAEEERIIAFAR b i"\/l/'})_( [EEFRGE24/ N LSRR

IMAX Movie Service Delivers Exclusive &1+ R Theo Kalomirakis £E1&7] FHETIRE _ )

First Run Movies Interior design by the leading and IMAX's commercial service center
world-renowned home theater provides 24/7 remote monitoring to
designer, Mr. Theo Kalomirakis. ensure optimal performance.

TR

_—

- BHEGHESROE
Daily picture and sound calibration.

"IMAXZ A" AIFAASGIHFR

The IMAX lifestyle as a status symbol:
An entertainment system and a personalized experience
that is a cut above the rest, the same way you are.
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IMAX Private Theatre

STRHIRERTFERA R

A Complete Home Entertainment Solution,
Design, Manufacturing, Installation, Service

FHREh | AT | mafiigit | TRRBRSS
Technological Content Design & Style World-Class Service
Innovation | Differentiation | | and Support

“IMAXEH" BIFAANRIRIEH SR

A new IMAX entertainment experience and bring it into your own personal world.

Innovative Luxurious
[
Sophisticated/World-class

Pioneering
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IMAX's World_—clags experience anc_i profo_und brand heritage IMAX Private Theatre logo ,
of technological innovation, combined with a single source

Source Of design and total amenity package elevates IPT to an Elegant midnight blue corporate color, .
unprecedented level of in-home entertainment system (Erimel, GIe, G MEping Vsiel, Key Vlsual

Authority Features
IPT brings forward the very best in-home Immersive curved screen, Highest contrast ratio
. entertainment experience of our time, and brightness, Proprietary Sound Technology,
EmOtlonal that impresses one’s family and friends with new Customer-friendly Center Control system, FU nCtional
. definition of happiness, joy and moments of Turnkey solution for complete home entertainment .
Beneflts awe, as one has done in his own field of success and best service to ensure optimal performance. Beneﬂts
Pioneering, Innovative, Luxurious,
Brand Personality Sophisticated/World-class
Unprecedented immersive dream
Brand Values entertainment experience

» Ground-breakingly innovative

Defines the * World-class aesthetics
entertainment * Luxurious
Brand Essence experience of » Exclusive
* Visionary

our time « Reliable
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Source Of MBS =R S ES 2 | BIMAXEA ARSI Tis H IMAXFAASZBRAIMRE | ijE&E’:];?ﬁE@ﬁﬂ*ﬁ)&@ ;
R EIIER , X % FAR. SR, S ARBAIRES :
Authority B RS o e = Key Visual
Features
. VERER GBI RABRZIRE | IMAXFAAS BEER(t BIREERSEIER | RalINtLENRE | ©
Emotional TERSRENRPERAGHR , EXIERE. WRIR BHESRA , BRRSTPRIERNRS , A2 Functional
B fit IfHEFFAEN  BHRRA. BIREISIFRA REERIRECARSSRARV R RIA TS .
enefits Benefits
. £ =2 BHEE Ak

Brand Values BUFRR A RIS R S BIR RIS

» Ground-breakingly innovative
* World-class aesthetics

. ‘EES( . e Luxurious
Brand Essence FADHX/MIHLAY « Exclusive

IR RISIE * Visionary
* Reliable
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e we selling to?

@Mﬁfﬁmﬁiﬁéﬁ7

What are thei

consumer
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Division of the consumer market through price points only

AN %g_‘_
IMAX Private B|EF P

== Personal

Theatre Villa Assets
3005 50005 — 512

3 million - 50 million 500 million

LAS0OBRIMEHITE |, BireHARN A L= X E B E ST MES000/5 £
)

—HREEl# )\Eﬂ_ BEARFPIRBEATEBIT R /I10% ,

Ly . [ ' {Z&Lﬁdﬁ;group would have a villa worth around 50 million. Itis unlikely that they
vvould invest more than 10% of their personal assets in real-estate properties.

Hence, their personal assets would likely be above 500 million.
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Who are the ones with personal assets B The top 1% of the Super Wealthy
worth more than 500 million ? |

SAPNI1% , REERAIMNE

B BEREAEH - PALETEISCHAR

The Super Wealthy: with over 500 million in personal assets

1 . 7}5A5eventeen thousand people

____________________________________________________________________

B ZREHMEAE - NABEFEBI IR

Over 100 million in personal assets

6.7 A

67,000 people
B FAESEAR - PAREFBI1ITHAR

Over 10 million in personal assets

1095 A

1,090,000 people

ABENRHERE: 20158SSEAFREKEAMRS , HIESE
Data source: 2015 Report on High Net Worth Groups, Hurun Report
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7—|§ '?_I-_Ew]{j ? What are their main characteristics?

%Uiint\ %iii’f*‘jtﬁ *Dtﬁﬂ%ﬁkﬁ;kxeigfzﬂ_% R, H "FERESL" IR
BE3~ S%E’JEE]T RANBFEEL

Dominantly male, in the age range of 40-60 and consisting mainly of entrepreneurs.

Magnates from Manufacturing, Real Estate and New Media industries. The number of New Media magnates is
increasinalv at an annual rate of 3-5%.

2-1 B9
Gender

B 22 FW59H Age

Manufacturing
41% 23.5%
35% 4

Real Estate
13-9%10 o elecommunication, Media, Technology,

7.3%
" 5.3% 5.3% 5.0% 4.9%
6% 3.3%
B £ Male 1%
A

. % Female

A N N B o & B G B
3 9" |27 & O
SN 'S S T % $$ &

WIBKIE: AEER WiRKIE: MAFE

BiERIE. Wi

ABENRHERE: 20158SSEAFREKEAMRS , HIESE
Data source: 2015 Report on High Net Worth Groups, Hurun Report



MRIEMEAIRAREINIR | rTLARI D BRI SS

Divided into two main groups based on their stages in life.

,%E)‘—(FME%Z New industries

®
SR

The Groundbreakers

11%2}3?" ﬂ%g Traditional Industries
®
EREEE

The Traditional Power-Controllers

W T

LRAETR

A IcCEOEES
R s |

i IKSFE20005F 2 fa 4R |, fBENEEARIFNEIFTRIAEARTY , HRIER
KTAEVE | XM ERAFT. Bal, tELESIAIRE
B, MWEESARER , AMAISEERS [UH R 21 IRTE,

Started their businesses, which are largely internet or innovation-
driven, after the 2000s. Currently in the peak of their careers, but
money is not their sole objective — they aspire towards changing the
world and leading the world towards change.

ffilRxRF LHC80FE , RHFEMEAME "F—H =i
RA" |, BREREEIEVAGERMERDRR , ARNES
P IR TR, EIEEEZ R,

Started their businesses in the 80s, and made up the first
wave of the nouveau riche, since the opening up of China’s
market. Currently facing the issue of finding a successor,
with their businesses going through a phase of upgrade.

FRRIE: 2014 EESEABLORTABBEP, $HEHEE,; Data source: 2015 Report on High Net Worth Groups, Hurun Report
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NERZHZIE

FRRIR: 20140 ESSEARLRREBR S, HHHEE
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They enjoy the lifestyle upgrades that their wealth has brought them, and seek the most fresh and exciting personal experience

ARIMERE  MENTABE -

Consumption: Not to flaunt one’ s

g  AREEES , mENMEm

Brand: Not products of extravagance,
but products with individuality

AHEBHE , MERTSE
Preference: Not a status symbol, but an
expression of personal identity

.
=
-
=

-

FRRIR: 20140 ESSEARLRREBR S, HHHEE
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In a class of their own: The Rich and the Wealthy in the Entertainment Industry

"RIE—IREBE AR ARTIR ?
LLEABAE.

PRIFIESLAR THK | &REEREHMETR
RFRRE, BAERT.

" “When was the last time you went to the movies?”
{

ﬁﬂ!
n#_‘_‘}? %’
i
+

FivEI

SrIABlIrSED

“Let me see,” Chen Kun frowned for a while, before laughing
apologetically. “I'm sorry, | don’t remember.”

— (BBEIEBRE ?) |, SHEHK , 2013.9

e A SEAS | (BRNEA
R RIEI 52516 M EER IR ER T T PREMENSEAES
sEtaaF, 5Bl T , (DRARTE , SRR S

IR RESETOEP , X2 EEARTE
They are only a handful of them, but they possess great influence. They’re constantly in
the spotlight with barely any personal space. They are financially rich but lacking in free
time, with extremely demanding schedules. They are willing to spend on entertainment,
and view it as an avenue for relaxation that is, at the same time, work-relevant.

Desire personal privacy and

freedom due to a lack of free
time and personal space.
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SPACE

HBE—ALFr=
AIFAZE=S (R

ENTERTAINMENT

SR —HMEIFRRE
ISR 08

STATUS

B—HMESEL
RIS FNItRA
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The possession
of wealth
) means enjoying the best
Consumer Insight that the material world
has to offer . It is a symbol
of identity, attitude
(lifestyle), taste and power.

Exclusiveness Unprecedented private

. Personalized entertainment system that .
Emotional Needs Distinguishes oneself Best- combines leading innovative Functional Needs
kept secret technology with best design.
Refere_nce Personal multi-media space (dream machine) for family and friends’
Occasion gatherings that is able to demonstrate and amplify one’s ulimate status.

Reference New elites and traditional business owners The average luxury good is no longer a Mindset
(40 — 60 years old, each with over sufficient show-off symbol. Something

Consumer 500 million assets) more extraordinary is needed for one

to distinguish himself/herself.
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AEUENSEAENX
Consumer Insight ETRAEEEPEEERY)
RHFAITE |, XEXE

. SE. LA,

ESEEHIBIETRAR _
Emotional Needs mgﬁfﬂ%ﬂ%ﬁ; Functional Needs
FRERFANRFRS
Reference AR R SIS R RESE |
Occasion A LARIFIHETE RIS

Mindset

Reference EfESREIIREE —RIE B RELRRERINARTD |
Consumer (40-60% , FBIISIZTTET" ) FESRARNEME BRI,



Brand Proposition Source of

Authority

Emotional
Benefits

IMAX Private Theatre is an Brand Personality

unprecedented multi-media Brand Values
dream space made

exclusively for the rare few
who possess the power and =

Brand Essence

vision of our time, providing
awe-inspiring IMAX grade
lifestyle that redefines
Immersive entertainment
experience of all.

Consumer Insight

Emotional Needs

Reference
Occasion

Reference
Consumer

IMAX's world-class experience and profound brand heritage
of technological innovation, combined with a s
design and total amenity package elevates
unprecedented level of in-home entertainment system

Distinguishes oneself Best- combines leading innovative

IMAX Private Theatre logo ,
Elegant midnight blue corporate color,

Grand, epic, awe inspiring visual Key Visual

Features
IPT brings forward the very best in-home Immersive curved screen, Highest contrast ratio
rience of our time, and brightness, Proprietary Sound Technalogy,
amily and friends with new ustomer-friendly Center Control system, Functional
definition of happiness, joy and moments of u olution for complete home entertainment
as one has done in his own field of success senvice to ensure optimal performance. Benefits

Pioneering, Innovative, Luxurious,
Sophisticated/World-class

Unprecedented immersive dream
entertainment experience

+ Ground-breakingly innovative
Defines the + World-class aesthetics

entertainment . ILEUXlllrlqus
experience of xclusive
time + Visionary

our * Reliable

Brand
Promise

The possession
of wealth
means enjoying the best
that the material world
has to offer . Itis a symbol
of identity, attitude
(lifestyle), taste and power

Exclusiveness Unprecedented private

Personalized entertainment system that Functional Needs

kept secret technology with best design

Personal multi-media space (dream machine) for family and friends’
gatherings that is able to demonstrate and amplify one's ulimate status

New elites and traditional business owners The average luxury good is no longer a Mindset
(40 - 80 years old, each with over sufficient show-off symbol. Something
500 million assets) more extraordinary is needed for one

to distinguish himself/herseif.



Brand Proposition Sourseo

Key Visual

Authority
Features
E . '.:'.'. s R 2 ‘."‘v’?l‘f? SN |, W, R
motlpnal s “ - " ’;u-f-"“:n.‘m':w‘i‘u Functional
Benefits Benefits

B/=

I MAX*AAE{’I!;E Brand Personality SEARAE | BURIE , BRI, WG

[— | AE%“{;J mgmwy Brand Values NIFFRTAE M IRIR TR

E I Bu I b '*g * Ground-breakingly innovative
.

* World-class aesthetics
* Luxurious

=F[6) , SABPLAEXARIH

EIRDMtROOSREUE R oromise

& , IRHS ARIAIMAXES]

Consumer Insight

En , cEHET—
TR RIRRAE, e

Occasion

Functional Needs

Mindset

Reference
Consumer



IMAX Private Theatre ,
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Redefining our times the way you have.
Presenting you with the IMAX lifestyle.

IMAX Private Theatre
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Redefining our times with the nouveau ultimate lifestyle
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IMAX Private Theatre
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®AAAE

what we have

-

fi’lﬁ/ﬁﬁ#_ 15

Rationality / More concrete

Competitors

EAbI e / L%

Systems | Internet

=& | RS

Product | Service

HAiie it

what we provide

B | 753%

Technology | Method

HANRA

what we implement

\
N

IMAXRBIEET T

The IMAX lifestyle

RtE /M

Provider | Individuality

HNZEHE

who we are

B/

Motive | Mission

#AMEIE

what we believe in

/R

Sensibility / More conceptual
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