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Statistics

Available Statistics:

ÅBox Office : Nielsen EDI, IMBD, www.boxoffivemojo.com

ÅStructural Data: EU-Research (Media Program) 

ï European Cinema Yearbook

ï Box office, Screens, Screens by population etc.

ÅGermany: Regular Panel Data about audiences (GfK)

ÅData for Advertising bookings (Media Analyse in Germany, Screen Digest in UK, 
US) 

ÅFilm-Institutions in every country, FFA, BFC etc.

ÅUniversity Research: e.g.  Philippe Meers in Antwerp, Prommer in Potsdam

ÅNo good data about cinema audiences in Europe for comparisons

ÅExamples: Definition of Art-Cinema varies

http://www.boxoffivemojo.com/




ÅEuropean Cinema Audiences



Box office: 5,2 Billion ϵ

over 5 Billion 

ú
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» All  Screens in Europe



Art Cinema Screens EU

Art Cinema

Data varies, not accurate

Definition of Art varies

in Germany 12 %  share

in CH about 12 %  share

in UK less than 5 % share

in France 50 % !!!!! share



Art Cinema Audiences

ÅCase study Germany:

ÅComparison Art Cinema and General audiences

ÅReason Germany: Data for Art Cinema Audiences 
is available trough FFA



Socio-Structure of Audiences

Å Art Audience 2007

Å Gender: more females 54%

Å more Education

Å 57 % High School
(13 yrs) or University

Å less students

Å more singles

Å more older singles

Å income same: 49% over
2250 ϵ

Å older!!!

Å General Audience 2007

Å Gender: 50% to 50%

Å less education

Å 51 % High School (13yrs) or 
University

Å more students

Å more families

Å income same: 50 % over
2250 ϵ

Å younger!!



Age: Art vs. General 2007
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Cinema Attendance

Å Art Cinema Audience

Å no difference in days of the 
weeks, all prefer Tuesday, Friday, 
Saturday at 8 pm

Å go more often alone or with 
partner

Å reserve less tickets
82 % do not reserve

Å spend less money on popcorn, 
food

Å General Audience

Å no difference in days of the 
weeks: all prefer Tuesday, Friday, 
Saturday

Å at 8 pm

Å go with friends, seldom alone 

Å 13 % reserve online 
73 % do not reserve

Å spend more on popcorn and food



Frequency Attendance per 
year
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Motives for Attendance

Åα²Ƙȅ ŘƛŘ ȅƻǳ ŎƘƻƻǎŜ ǘƻ ǎŜŜ ǘƘƛǎ ŦƛƭƳΚά .ŜŎŀǳǎŜ 
ƻŦΧ
ÅNo differences in most motives

Same  for:
ïSpecial Effects
ïAvailability of Cinema
ïFilm is topic of discussion
ïActors
ïMy company / friends wanted to see it
ïTo do something with friends / Go out



Source of Awareness
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Source of Awareness

Åα²Ƙŀǘ ǿŀǎ ȅƻǳǊ ǎƻǳǊŎŜ ƻŦ ŀǿŀǊŜƴŜǎǎ ǘƻ ǘƘƛǎ ŦƛƭƳΚά

ÅNo differences in many sources

ÅSame for:

ïRadio: Advertising and Reports (9%)

ïTV: Reports (6%)

ïPrint: Advertising (5%)

ïPosters (6%)

ïInternet (4% in 2007) (2002: 2 %)



Internet

Internet as information platform



HFF Internet Study 2002

�ƒ292 movie attendees in Berlin 2002

�ƒDifference between source of awareness
and information 

�ƒConcentration on internet as source 

�ƒWhat do they look at in the internet?


