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"Studios and theater operators anticipate 2015 to be one of
the biggest revenue generating years on record. Theaters
have managed to continue generating profits by enhancing
the experiential aspects of movie-going, despite
competitive threats coming from a number of at-home
movie viewing alternatives."

- Dana Macke, Lifestyles & Leisure Analyst

This report looks at the following areas:

BUY THIS
< Theaters must innovate to stay relevant REPORT NOW

= The majority of respondents prefer home viewing
= Theater selection is all about convenience

For the purposes of this Report, Mintel concentrates on commercial cinema venues. Festivals, army store. mintel .Ccom
bases, schools, museums, libraries, prisons, airlines, restaurants, cafés, and other venues that license
films for profit are not included; only sites whose primary day-to-day function is the commercial display

of cinema are considered. CALL
EMEA
Companies that own, lease, manage, or operate facilities for the day-to-day commercial display of films +44 (O) 20 7606 4533
are the subject of this report, and will be referred to as “movie theaters” or “movie theater owners and
operators.”
Brazil
This Report builds on the analysis presented in Mintel's Movie Theaters — US, November 2014 , as well 0800 095 9094

as the November 2013, May 2012, July 2011, July 2009, and February 2008 Reports of the same title.
Readers of this Report may also be interested in Movie Sales and Rentals — US, August 2014 and
Streaming Media: Movies and Television — US, December 2013. Americas
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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A third of moviegoers see 1-2 movies in a 6-month period
Figure 23: Frequency of movie attendance in the last six months by age, August 2015

Choosing a Movie Theater

Moviegoers look first for proximity
Figure 24: Factors impacting movie theater choice, August 2015

Men more apt to seek out specific screen formats
Figure 25: Factors impacting movie theater choice, by gender, August 2015
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Black moviegoers look to avoid crowds
Figure 26: Factors impacting movie theater choice, by race, August 2015

The Family Trip to the Movies

Parents with young kids are likely moviegoers
Figure 27: Frequency of movie-going, by parental status, August 2015

Kids often decide which movie to see
Figure 28: Kids’ movie attendance in the last three months, 2006-15

Previews persuade kids 6-11
Figure 29: Kids’ reasons for going to the movies, April 2014-June 2015

Reasons to Go to the Movies

Adult moviegoers more likely to attend with a friend than with a date

Figure 30: Reasons to go to the movies, by age, by marital status, August 2015
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Hispanic moviegoers anticipate opening weekend

Blacks interested in films with specific actors
Figure 31: Reasons to go to the movies, by Hispanic origin, by race, August 2015
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A subscription model for theaters
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Ticket prices continue to be the primary barrier
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The majority of people prefer home viewing
Figure 37: Attitudes toward movie theater alternatives, by moviegoers and non-moviegoers, August 2015

Television renaissance brings movie stars to the small screen

The Impact of Previews and Reviews

Audience reviews are a trusted source

Movie trailers delight moviegoers and non-moviegoers
Figure 38: Attitudes toward movie reviews, by all and moviegoers, August 2015
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Attitudes toward 3D and IMAX

Recent moviegoers more willing to pay for 3D
Figure 39: Attitudes toward 3D, by recency of movie attendance, August 2015

Black moviegoers less familiar with IMAX format
Figure 40: Attitudes toward 3D and IMAX, by race, August 2015
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Figure 43: Key drivers of attitudes toward movies (any disagree) — Odds ratio, B value, % disagree, August 2015

Figure 44: Key drivers of attitudes toward movies (any disagree), August 2015
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