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TEENS & MOVIES
A LOOK AT CANADIAN TEEN'S MOVIE
PREFERENCES AND BEHAVIORS.

“Movies get me away from
the troubles of life for two
hours, and allow me to
indulge in someone else'’s
fictional problems, as
apposed to my own.”

- Teen Respondent

Whether they watch movies to escape, to be inspired, to be educated or simply
entertained, almost half of teens claim movies to be their favorite form of
entertainment. Even given their multitasking media consumption, movies are one
entertainment form that teens remain devoted to. At home or in the movie
theaters, teens are dedicating a significant portion of their leisure time to
everything from Blockbusters to classics.

This report examines teen’s perceptions and behaviors when it comes to movies.

THE DOWN AND DIRTY FACTS

Preferences Where & How Often Keeping Informed

*  46% indicated movies are their favorite e 96% go to the movie theaters at leastonce e  72% claim to usually/ always know what
form of entertainment per month new movies are on the big screens

. Comedy (62%) , Horror (41%), & 29% . 22% see 3 to 4 movies per month in a . 73% learn about new movies from
Romantic Comedy are their preferred theater television commercials, 53% hear about
movie genres . 100% of teens watch movies at home at new movies from word of mouth, & 53%

use movie internet sites to learn about
new movies

least once per month, 35% watch 3 to 8
movies at home and 27% watch 9 to 14
movies at home per month

e  76% of teens do not purchase tickets
online (before going to the theater)

Snacking Preferences Theater Seating Preferences Barriers to Increased Movie Attendance

31% always buy snack foods when they
go to a movie theater, 35% sometimes
buy food from the concession

60% buy combos (popcorn, pop, candy),
and 14% buy only pop

53% prefer the middle seats (for best
visibility and experience),

37% of teens prefer sitting in the back of
theater

o 55% would attend more movies if the
ticket price was lower

o 20% would attend more movies if the
concession prices were lower



TEENS MOVIE VIEWING BEHAVIORS

On Average Watch at Least

On Average Watch Every Few On Average Watch Once a

Once Per Week Weeks Month
Movie Theaters 14% @ @
Rent Movies at Home 21% 22% 11%
Download Movies for Free o N o
and Watch at Home 13% 7%
Teens’ Preferred Movie Genres Teens’ Top Current Movies by Genre
Comedy/Romantic Drama/Romance  Horror/Thriller Action

Comedy 62%

Horror | -~
Action NG 322
Romantic Comedy _ 28%
Romantic _ 15%
Science Fiction [N 14>

other [N 13%

Musicals - 10%

Animation [l o2

Forign/Art - 5%

Westerns | 1%

Teens’ Perceptions of Pre-Movie
Advertisements

I like the advertisements- | find then interesting
42%

I don’t mind some of the advertisements
I o0

I don’t mind the advertisements
. 2

I don’t like the advertisements

I o

Connect 13 Survey n= 623

Comedy

Alice in Wonderland Shutter Island Legion

Velentine’s Day

The Lovely Bones The Wolfman

The Book of Eli

“I watch movies to expand my mind
as well as be entertained.”

- Teen Respondent



Teens: Movie Theatre Snack
Purchases

Always purchase food at the theatre
Somtimes purchase food at the theatre
Purchase food at the theatre every so often

Don’t often purchase food at the theatre
Never purchase food at the theatre

Connect 13 Survey n= 623

“Movies have many different art forms — costumes,
acting, graphics, and story. | like how all the art
forms come together in one, usually an amazing

experience.”
- Teen Respondent

LEARNINGS, STRATEGIES, & IMPLICATIONS:

Take Advantage of the Advertising
Space They Can Tolerate

Teens are bombarded with commercial
messaging, have highly fragmented
attention, can smell marketing from a mile
away, thus, are a tough segment to reach
using traditional marketing channels and
techniques. Nevertheless, research reveals
teens are more open to ‘pre-movie’
advertisements than other types of
traditional advertising. Consider having
‘pre-movie” media buys for specific teen
targeted blockbusters in your media plans.

Reward Them

Given the steep price of a typical night out
at the movies, frequenting the movie
theatre a few times per month eats up a
significant portion of teen’s disposable
income. So reward their attendance by
implementing loyalty & rewards programs.
Offer free movie passes for every 5 movies
they attend in a 6 month period.
Implement a point system, similar to an

air-miles reward program which allows
them to redeem earned points at the
concession stand. Offer discounts for a
larger group attending a movie together (6
friends or more get a 15% discount).
Tactics such as this will not only drive
movie theatre attendance, it will build
stronger brand relationships long term.

Put Them on The Big Screen

Higher level analysis on teen behavior and
values reveals that youth have a strong
desire to attain ‘star status.” Whether their
star status comes from VIP access,
visibility, or popularity; they go to great
lengths to dial up their celebrity appeal.
Help dial up their ‘star status” appeal by
putting them on the big screen. Partner
with local high schools and universities,
and annually, offer the big screen to film
studies students or aspiring film makers to
showcase their creative masterpieces.

KELLEY HAJAR
email: kelley@connect13.ca
direct: 780 444 1250 ext.200




