Back to the Pictures!

Summary of insights and opportunities

UK FILM . COUNCIL




Entertainment Preferences

Litestyles (Competitive Benchmarking, DVD, llegal etc)

Cinema-going
(Usars & Aftiludes, Motivations, Platiorm, Pricing etc)

Approach

Three main phases

' Proposition Developmant




(Competitive Benchmarking, DVD, llegal etc)

Profiling Phase

Cinema-going
(Usars & Aftiludes, Motivations, Platiorm, Pricing etc)

' Proposition Developmant




Importance

Listening to music
Browsing the Internet
Watching DVDs
Shopping :
Watching TV . Ran klng

Going out/drinking : R
Talking on your mobile phone - ACt|V|t|eS

Reading

Going to the cinema
Going to gigs and festivals
Going to a club

Listening to the radio

Playing games on PC/Console

AL ow value of cinema GENERALLY linked to low value of film - platform agnostic




Phase 3 Qualitative Groups:
What do you love / what engages you?
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Phase 1 Quantitative Survey:
What would make you go more often?

A Open-ended question: If you were in charge of getting more people your age to the cinema, how would you do it?
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Entertainment Preferences

Litestyles (Competitive Benchmarking, DVD, llegal etc)

Cinema-going
(Usars & Aftiludes, Motivations, Platiorm, Pricing etc)

Segmentation

Creating audience profiles for targeting

' Proposition Developmant




Importance

Listening to music
Browsing the Internet
Watching DVDs
Shopping :
Watching TV . Ran klng

Going out/drinking : R
Talking on your mobile phone - ACt|V|t|eS

Reading

Going to the cinema
Going to gigs and festivals
Going to a club

Listening to the radio

Playing games on PC/Console

Cinema rank: 6.3 - 14th out of 25 activities
AL ow value of cinema linked to low value of film - platform agnostic




Segmentation by Value of Cinema

A 1-4 = LOW importance

A 5-7= SOME importance

|
A 8-10= HIGH importance
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Malin differences between profiles

Cinema frequency (3 months)

Socialite spenders

Technicolor fans

Sensible careerists

FPassive clubbers

Cheap mavericks
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Cinema frequency (3 months)
§ Socialite spenders _

Technicolor fans

Sensible careerists

Fassive clubbers

Cheap mavericks
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Age Group

B Male ®Female m15-17 m18-21

Affluence Occupation

RAB ®C WDE BSch/Coll ®Uni
" App "FT Job

" PT Job BNEET




p It
9 Socle b portance Influencers

Watching
DVDs

Going to
cinema

Monthly

Monthly spend
11.23 B Family
o B Boyfriend / girlfriend
o " A mate

Cinema DVDs&  Film B Group of mates
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1. Soclalite Spenders (15-21s)

AVery social i on and off line
ACinema at least once a month
Alove spending time with friends and gigs / festivals.

AFilm choice very influenced by friends

College / University, higher AB grades



2. Technicolor Fans (15-24s)

AGo to the cinema every month

Al ove film and DVDs

Aalso loves gaming and has a console In his room
AGadget and technology early adopters

AOnIine world but also offline networks of friends

/0% males, includes Asian groups



Entertainment Preferences

Litestyles (Competitive Benchmarking, DVD, llegal etc)

Cinema-going
(Usars & Aftiludes, Motivations, Platiorm, Pricing etc)

Propositions

Developing & testing key strategies for sales growth




Fit Across

Groups




Whatifl Key Steps
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