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Back to the Pictures! 
Summary of insights and opportunities 
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Approach 
Three main phases 
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Profiling Phase 
Understanding the youth audience 
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Ranking  

Activities 

Å Low value of cinema GENERALLY linked to low value of film - platform agnostic 
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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?  
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Å 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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Segmentation 
Creating audience profiles for targeting 
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Ranking  

Activities 

Cinema rank: 6.3 - 14th out of 25 activities 

Å Low value of cinema linked to low value of film - platform agnostic 
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Segmentation by Value of Cinema 

 

Å 1-4 = LOW importance 

Å 5-7= SOME importance 

Å 8-10= HIGH importance 



10 

Main differences between profiles 
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Main differences between profiles 
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Socialite 

Spender Core 

Consumer 

A 
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Socialite 

Spender 
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1. Socialite Spenders (15-21s) 
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Å Very social ï on and off line 

Å Cinema at least once a month 

Å Love spending time with friends and gigs / festivals. 

Å Film choice very influenced by friends 

College / University, higher AB grades 
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2. Technicolor Fans (15-24s) 
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Å Go to the cinema every month 

Å Love film and DVDs 

Å Also loves gaming and has a console in his room 

Å Gadget and technology early adopters 

Å Online world but also offline networks of friends  

70% males, includes Asian groups 
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Propositions 
Developing & testing key strategies for sales growth 
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Fit Across 

 Groups 
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VIP/Discount Card 

iPhone App 

Theme Nights 

In-Cinema Extras 

Film Club Website 

Social Network Apps 

Film Ambassadors  

Trailer Park 
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What if I 

donôt like 

the film? 

What if 

no-one 

else will 

go? 
What if 

the timing 

is wrong 

for me? 

Critical 

number 

of yeses 
Right 

day and 

time 

Action 

RISK 

INCONVENIENCE 

Key Steps 


