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AALF OF CINEMAGOERS ARE 16-345

#MAXIMISEWITHCINEMA 124M Cinema Admissions in 2023 908

digital cinema media
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https://www.dcm.co.uk/films
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SIART WHTH GINEMA

digital cinema media



https://www.dcm.co.uk/start






https://www.dcm.co.uk/maximise

digital cinemao medo

INTRODUCING THE GROUND-BREAKING

AV REAGH MAXIMISER T00L

WATCH THE VIDEO TRYTHETOOL
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https://www.youtube.com/watch?v=s2DbfaKIgSU
https://www.dcm.co.uk/avmaximiser
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THIS MORNING'S RUNNING ORDER...

|. START WITH GINEMA: CLIENT SPOTLIGRT
» ALEXTABORDA, LOREAL
» JOSHHURRELL, SKY
« TEPH FERREIRA, HOTPOINT UK
» HOSTEDBY JEN JONES, CRAFT MEDIA

¢. MAXIMISE GULTURAL POWER WITH CINEMA
» - ANDREW TENZER, BURST YOUR BUBBLE

d. MAXIMISE WITH GULTURAL MOMENTS & GREATIVE IMPACT
»  TOMLINAY, DG
» JEREMY KOLESAR, DGM STUDIOS

#MAXIMISEWITHCINEMA




SMAXIMISEWITHCINEMA °0®
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https://www.youtube.com/watch?v=Gkoy-NyAgTo

HOSTED BY.
JEN'JONES, GRAFT MEDIA

WITH:
ALEX TABORDA, LOREAL

JOSH HURRELL, oKY
o[EPH FERREIRA, HOTPOINT UK
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digital cinema media



Burst

your bubble



https://www.dcm.co.uk/maximise

THE LANDSGAPE

SAANIMISEWITHEINEMA °0®
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INTHEERAOF ‘SOCIAL MEDIA, MOREPEOPLE
ARE SPENDING TIE ON THEIR DWN

— ALLADULTS 15+ —16-34
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MEAN HOURS PER DAY SPENT ALONE
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TIME SPENT ALONE SINCE 2014

#MAXIMISEWITHCINEMA
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A FEELING OF
DISCONNECTION

Y

[16-34- 60%)
FEEL DISTAN'
OTHER PEC

Source: DCM/Burst Your Bubble 2024
Base: UK Adults 16-54 (n=1,020), 16-34 (n=479)



Burst

your bubble

AGREETHATEVENTS THATRRIG PEOPLE TOGETHER.
AREMORE MPORTANT NOW THAN EVER

Source: DCM/Burst Yo“r'Bu'bee 2024

digital cinema media




FEWER OPPORTUNITIESFOR SAARED MEDIAEAPERIENGES —— ~

62/ DROP
MORE THAN

AMVIEWERS HAS HALVED

MORE
THAN 6M VIEWERS

SUAIMISEWITHCINEMA 00
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c | N [M A | S AN [V[NT % Associating each of the following with ‘sharing this
experience with other people makes me feel good’

migsd =634

bIGS/GONCERTS/ ARTS/CULTURAL EVENTS PUBLIC SCREENING OF CINEMA LIVE SPORTING EVENT
LIVE MUSIC E.6. THEATRE/COMEDY A TELEVISED EVENT
E.6. FOOTBALL IN THE PUB

Source: DCM/Burst Your Bubble 2024
AUAXIMISEWITHCINEMA Base: UK Adults 16-54 (1o 020). 16.54 (ved79) °0®

digital cinema media



CNEMAIS THESHAREDMEDIM

38%

YOUTUBE LIVE S0 B0D PLAYBACK CINEMA

/s OF VIEWING THAT IS CO-VIEWING

HAMAXIMISEWITHEINEMA Source: Barb / TRP / 2023 / Al devices + DCM, 2024 YTD °0®
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THE ROLE OF CINEMA

FOR GOMMUNITY
& FOR BRANDS

#MAXIMISEWITHCINEMA



CINEMA MAKES US FEEL CLOSER

ASSESSMENT OF SELF-GROUP OVERLAP A NET 3-T ON SELF-GROUP OVERLAP
~ N
/
SELF \’/annup / @ \
O /—\ SELF GROUP
. O w >
/ \ SELF EROUP
= (5)
H . - g = o CLOSENESS TOPEOPLE. ~ CLOSENESS O THE
NGENERAL  AUDINCE WHOARE
S e Y WATCHNG WITH YOL
i o INTHE CIENA
\ y
#MAXIMIS[W"HEIN[MA Source: DCM/Burst Your Bubble 2024 ...

Base: Cinema goers last 4 weeks 16-54 (n=884) ~  dgidcnemormedo



"WHEN WE'RE TOGETHER AND SHE'S
SGROLLING THROUGK SOCIAL MEDIA,
| FEEL LIKE THERE'S A COMPLETE
DISCONNEGT

| FEEL MORE CONNEGTED TO MY WIFE
WATGHING A FILM ON THE BIG SCREEN

MALE, 3o-44

#MAXIMISEWITHCINEMA




Burst

7 NET AGREE

Source: DCM/Burst Your Bubble 2024 ...
Base: 16-34 (n=273); Cinema goers last 4 weeks 16-54 (n=884) dgital einera meda




EVERYTHING SIGNALS

FITNESS SIGNALLING

Production values, big screens, premium content etc.
signal financial strength and success for brands

SOCIAL SIGNALLING

Maximising perceptions of fame and
‘common knowledge’ about brands

HONEST SIGNALLING

The power of brands making a public promise (as
opposed to a hyper personalised one) signals trust and fame

#MAXIMISEWITHCINEMA
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\ Source: Nielsen AdIntel. Top 100 Multi-media advertisers. ' ...

1 digital cinerna media

#MAXIMISEWITHCINEMA
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"I MAKES ME THINK THAT LOTS OF PEOPLE MUST BE BUYING
UR USING THEIR PRODUCT BEGAUSE I THINK THAT JUST COMES HAND IN
HAND WITH THE BRANDS THAT ARE ABLE TO ADVERTISE AT THE CINEMA.

MALE, 16-34

PODCASTS ~ POSTS& VIDEOS  WEBSITESGENERAL ~ MAGAZINES ~ VIDEOSHARING ~ SEARCH ENGINES  NEWSBRANDS RADID OUTDOOR SOGIAL MEDIA GINEMA v
FROM ONLINE SITES
CONTENT GREATORS

/0 ASSOGIATING ‘THE BRANDS THAT ADVERTISE THERE ARE FAMOUS" WITH EACH MEDIA CHANNEL

Base: Uk Adults 16-54 (N=1,020)
SUAXIMISEWITHCINEMA °0®
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[:INEMA & TV DELIVER POWERFUL FITNESS & SOGIAL SIGNALS

STRONG SOCIAL SIGNAL

WEAK FITNESS SIGNAL STRONG FITNESS SIGNAL

WEAK SOCIAL SIGNAL

Qm Source: EssenceMediacom/Burst Your Bubble Jan 2024
AMAXIMISEWITHEINEMA Il so iacom/Burst Your Bu
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Burst

your bubble

GINEMA R, TV OFFER STRONGEST SIGNALS FOR 16-34 AUDIENGE

SOGIAL SIGNAL

Out of home

.
Podcasts . ‘

Video sharing sites .

Radio

Newspapers

FITNESS SIGNAL

. Social Media

Content creators

Qm Source: EssenceMediacom/Burst Your Bubble Jan 2024
AMAXIMISEWITHCINEMA °0®

digital cinema media



Burst

your bubble

GINEMA INTEGRATES SOGIAL & COMMERCIAL IMPACT

UPLIFTS: CINEMA EXPOSED VS. NO CINEMA EXPOSURE

ol b K

association with 'Everyone likes this brand’ 'If I use this brand, most people
community (bringing people will think I have made a good
together, inclusive) choice’
association with 'Everyone knows this 'High quality products and
universalism (broad brand’ services’

minded, social justice etc)

#MAXIMISEWITHCINEMA Based on 5 recent campaigns - automotive, gaming, entertainment & leisure, retail, telecoms brands °0®

digital cinema media



Burst

your bubble

GONGLUSIONS

SUAXIMISEWITHCINEMA °0®

digital cinema media


https://www.dcm.co.uk/maximise

digital cinema media




Qo@D ! 5TUIS

LEANINTO CREATIVITY TO MAXIMISE
THE POWERFUL IMPAGT OF THE BIG SCREEN

QUALITY BRAND PERGEPTIONS BRAND CONSIDERATION

Not exposed to cinema Exposed to cinema Contextual/Bespoke Not exposed to cinema Exposed to cinema  Bespoke/Contextual
exposed exposed
MAXFACTOR @ «» NatWest /I@N
KFC
#MAX'M'S[W"HB'N[MA Source: Differentology data bank. Meta-analysis consists of 22 campaigns and 7 bespoke campaigns. I I Il

digital cinema media
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16-34 TVRs

— WATCH THE TRAILER

SMAXIMISEWITHCINEMA °0®

digital cinema media


https://www.youtube.com/watch?v=xy8aJw1vYHo

® #MAXIMISEWITHCINEMA

digital cinema media



https://www.dcm.co.uk/dcm-studios

#MAXIMISEWITHCINEMA

digital cinema media


https://www.dcm.co.uk/dcm-studios

16-34 TVRs

digital cinema media

Py


https://www.youtube.com/watch?v=CoZqL9N6Rx4

P  \WATCH THE TRAILER

SAXIMISEWITHCINEMA s S o "o®


https://www.youtube.com/watch?v=Fy7kaI3GKzo

QO@ [\ 5100105

[HE MOST SHARED FILM GENRE

Creating ownership around the most exciting and best loved film genre among hard-to-reach 16-34s

A 20/1 224

AS LIKELY TOBE MORE LIKELY TO GO N
HEAVY CINEMAGOERS ROUPS OF 4+ 16-24 TVRS
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JEADGODD FILMS

PREMIUM HORROR & THRILLER PACKAGE

~ #MAXIMISEWITHCINEMA


https://www.dcm.co.uk/dcm-studios

QO@ () 5110105

HLMS PARTNERSHIP

Creating ownership around the most exciting and best loved film genre among hard-to-reach 16-34s

TR
goger At %

ODEON sponsorship targeting

Own the last commercial Bespoke co-branded idents the Horror & Thriller genre.
message before all in all ‘Dead Good Films’ Includes access to
‘Dead Good Films’ driving frequency exclusive distributor

content

AMANIMISEWITHCINENA el & VLIE only °0®

digital cinema media



START Y[mR EHR'STMAS EAMPMGNS DO 11 ST
WITH THESE RUGE BLOCKBUSTERS

PADDINGTON IN PERU GLADIATOR I WICKED DANA?
8 November 15 November 22 November 29 November
AMAXIMISEWITHCINEMA °0®

digital cinema media
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6-34 Wome"n TVRs !

WATCH THE TRAILER ‘.__\
.

#MAXIMISEWITHCINEMA

digital cinema media


https://www.youtube.com/watch?v=6COmYeLsz4c
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WEEK1 | WEEK2 | WEEK3 | WEEK4 | WEEK5

Pre-Promotion
AGP (Relevant Films)

digital cinema media




NATWEST THRIVE
X GRAN TURISMO

BASED ON THE TRUE STORY OF AN IMPOSSIBLE DREAM

GRAN
we (A TURISMO

ONLY IN CINEMAS

TomorroW ReaiNs TopAY

#MAXIMISEWITHCINEMA »
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https://www.dcm.co.uk/case-study/natwest2
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https://www.dcm.co.uk/films

FILM SLATE 2025
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#MAXIMISEWITHCINEMA

lIBKED

PART TWO

digital cinema media


https://www.dcm.co.uk/films
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FIND OUT MORE
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https://www.dcm.co.uk/dcm-studios
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https://www.dcm.co.uk/awards
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https://www.dcm.co.uk/maximise

CINEMA: THE MAXIMISER MEDIUM
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https://www.dcm.co.uk/maximise
https://www.dcm.co.uk/maximise
https://www.dcm.co.uk/avmaximiser
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