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GHRISTMAS ON THE BIG SCREEN

Why cinema is the perfect home for Christmas campaigns
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THE BEST NEW CONTENT WILL ENSURE THERE'S A TREAT IN STORE FOR EVERYONE

Major releases in Q4 will provide brands with a great showcase for Christmas campaigns

LIFE’S TOO SHORT TO BE A BACKGROUND CHARACTER

IN CINEMAS SOON

$ W (© 20thCenturyUK

~n = COMING SOON so~v

Peter Rabbit 2 Free Guy Death On The Nile
11 December 11 December 18 December
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PLAN FOR POSITIVITY USING CINEMA

Going to the cinema is a positive experience for people and as Hearst’s research has shown reaching
people in a positive mindset can have a significant benefit for brands

% of time spent in a positive mood Impact of positive mindset on response
to advertising

Visiting the cinema 85%

Reading a newspaper or magazine

1% 350A)

Watching TV 71%
Increase in brand Increase in
Listening to radio _ 699, favourability purchase intent
Using the internet _ 63%
Using social media _ 61%
W Source: IPA TouchPoints 2020. Good mood = 7+ on ten point scale | Hearst — Power of Positivity
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CINEMAGOERS ARE LOOKING FORWARD TO CHRISTMAS & GETTING STARTED WITH SHOPPING

Compared to the average UK adult, heavy cinemagoers are significantly more likely to start shopping for Christmas earlier and be shopping for more

| am happy to splash out at Christmas as it is only once a year 112

I’'m likely to start Christmas shopping earlier than usual 127

I’'m likely to be shopping for presents for more people than usual 174

Source: GB TGI Q3 2020. Heavy cinemagoers index vs average UK adult



BRANDS SHOULD MAKE THE MOST OF GINEMAGOERS' POTENTIAL SPENDING POWER

Heavy cinemagoers are significantly more likely than the average adult to say they intend to spend more than usual on presents, food and alcohol
this Christmas

Spend more than usual Spend more than usual Spend more than usual
on Christmas presents on Christmas food on alcohol for Christmas
this year this year this year
m Source: GB TGI Q3 2020. Heavy cinemagoers index vs average UK adult
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GINEMA ALLOWS BRANDS T0 ENGAGE ONLINE-SAUVY AUDIENGES IN PROXIMITY TO STORE

Cinemas are a key part of high streets and retail parks across the country so brands can engage audiences near stores
and make an impact on those online-savvy cinemagoers shopping later at home.

98% OF DCM CINEMAS

HEAVY CINEMAGOERS ARE
ARE WITHIN ONE MILE
OF A RETAIL LOCATION

10% MORE LIKELY TO BE
HEAVY INTERNET USERS

m Sources: Cinemapper and GB TGI Q3 2020. Heavy cinemagoers vs average UK adult, 20+ hours online per week
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SUMMARY

Cinema will provide
escapism for audiences &

put them in a positive
mindset that brands can
benefit from

digital cinema media

Take advantage of
cinemagoers’ potential
spending power — they’re

more likely to be planning
to splash out on key
purchases

Cinema can help drive
sales in store and online -
with physical proximity to

retail & an engaged,
online-savvy audience




Please speak to your DCM rep about getting your brand’s Christmas campaign on the big screen
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