


With its current popularity and credentials,
and with the potential for 3D advertising
to create even more impact in the

near future, this would seem to be the
right time for advertisers and planners

to take cinema very seriously. The IPA
TouchPoints3 Hub and Channel Planner,
with its rich seam of data about genre
preferences and cinema behaviour,
linked with all other media currencies,
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provides valuable insights into the lives
and attitudes of the cinema audience
and gives advertisers a unique planning
tool to establish how cinema can best be
integrated into their communication plans.

The Hub data tell us that nearly 15% of
GB adults (c.7.5 million aged 15+) visit
the cinema at least once a month, rising
to 38% of 15-24 year olds and 22% of
non-white adults. Monthly cinema-goers
are young, upmarket and affluent in
comparison with others. They are early
adopters and are influential amongst
their peers, being significantly more likely
than others to agree that “| always seem to
be the first in my group to have the latest
thing” and that “Friends ask my advice on
new products or brands”. They are also
lighter consumers of all other media,
with the exception of the internet.
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Data from the e.diary, in which
respondents accounted for every half hour
over the course of a week, tell us that 9%
of adults and 19% of those aged 15-24
visited the cinema during the e.diary
week, with visits peaking, as expected,

on Fridays and Saturdays (and with a
midweek peak on Wednesdays) and in the
evenings, the times when internet usage

is at its lowest, making cinema a great
complement to online.

Frequent cinema visitors display
enthusiasm for film in all its formats.
Although 9% of them admit to streaming or
downloading films from unofficial sites on
a monthly basis, 38% buy a DVD at least
once a month and over half (54%) pay for
a film (either online, bought or rented on
DVD, via TV pay-per-view or delivered to

a games console), compared with 19% of
those who visit the cinema less frequently.
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Traditional “blockbuster” genres

remain the most popular, according to
the IPA TouchPoints3 self-completion
questionnaire, with comedy, action and
adventure topping the list of favourites for
most key subgroups. The average monthly
cinema-goer has relatively wide-ranging
tastes within the mainstream, mentioning
around seven different genres as
favourites. Although the mainstream
may offer more limited opportunities for
incremental reach, much of cinema’s
potential lies in the facility it offers to
target by film or by genre, and here the
potential for additional reach seems more
promising.

Around one in eight adults in the IPA
TouchPoints3 Hub survey mentions at
least one “alternative” genre (art house,
biopics, documentary and foreign
language) as a favourite, rising to one in



four monthly cinema-goers. (This does
not include the Bollywood enthusiasts,
another great opportunity for advertising
to predominantly Asian audiences.) The
“alternative” group proves to be the

real cinema enthusiasts, who are more
than twice as likely as others to visit the
cinema at least once a month (31%). By
share of total admissions, this group is
therefore likely to have an importance well
beyond its 12% of population. Their skew
towards those of AB social grade and
their particularly light TV viewing gives
alternative cinema obvious potential to
generate incremental reach, while their
high propensity to cite music and the arts
as favourite genres on television augurs
well for the relatively recent introduction of
live ballet and opera performances to the
big screen.

It is not only the size and profile of the

cinema audience that makes them so
desirable a target; their clear advantage
over other media is in terms of their
receptiveness to advertising. According
to TouchPoints3, 75% of monthly cinema-
goers who express an opinion say that
they tend to arrive in time for the trailers
and advertisements, and, in a world

of multi-tasking and almost constant
interaction, cinema really is the only
single-task medium remaining, the
entertainment medium most conducive to
switching off entirely from the “always-on”
world of other media and communications.
The TouchPoints3 data show that cinema
differentiates itself clearly from television
in fulfilling the role of a treat or reward;

it is the ultimate appointment to view
and the nearest an advertiser can get

to guaranteeing the complete attention

of the audience. While the same film on
television or DVD might be talked over,
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discussed online, paused, fast-forwarded
or otherwise interrupted, cinema etiquette
dictates that we sit back and give our full
attention to the screen, distracted only by
the obligatory bag of popcorn.

It seems logical that the captive audience,
big screen and surround sound should
lead to attention levels well beyond that
experienced with television, and that

high levels of emotional arousal should
enhance advertising recall. Indeed,
research case studies by cinema sales
houses have demonstrated that cinema
advertising leads to recall that is more
detailed, more spontaneous, lasts longer
and creates higher brand favourability than
the same advertising on television. Despite
the significantly higher cost per thousand
for an equivalent creative, some have
argued that the unique features of cinema
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advertising actually make it twice as cost-
effective as TV.

Word of mouth is a selling point for
cinema too; monthly cinema-goers have
an average of twelve family members

and very close friends with whom they
communicate fairly often. They are also
twice as likely as others to have social
networked online during the survey week
(65% compared with 32% of non cinema-
goers), with the higher propensity reflected
within age group as well as in total.
Furthermore, 91% of monthly cinema-
goers say that they often talk about films
they’ve seen at the cinema with friends
and family. With cinema advertising very
much part of the entertainment, it seems
reasonable to assume that advertisers will
benefit to some extent from the

same effect.
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