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1590.8M views in its first week. UK and Ireland box oﬂ?ce is forecast to h}t £1.19bn ($1.61bn) in
2026 - a healthy 10% rise on 2025, following three years where

cinema takings in the territory have essentially plateaued.

That was the message from media measurement and analytics
company Comscore, setting the stage at the start of the UK Cinema
Association’s two-day annual conference this week (May 12-13). Film
data and insights specialist Gower Street Analvtics provided the 2026
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Delivered across a quality estate of cinemas
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Cinema: The Best Seat In Media




Today's themes

What you'll hear about this morning

Culture that
resonates

The film slate




O1.
Building Box Office

Brands: Cultural
Relevance

Michael Tull Caroline Wren
Head of Strategy & CEO, MTM
Insight, DCM
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Be in culture. Cultural moments.
Cultural visibility. Culturally

relevant.
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Brands with
high cultural

relevance
grow nearly

6 X more

Source: Kantar




What resonates
and delivers
relevance?




Behind the Scenes: Methodology

Experts Audience

10 interviews with senior media planners, 30-min Al-moderated interviews with 75 cinemagoers
film academics, and cultural strategists 1500 adults (UK nat-rep, 16-64) completed 15min survey




Defining
‘Cultural Moments'

Cultural moments are collective moments that
shape societal conversation.

Shared: A defined event or piece of content that a lot
of people engage with together (in-person or online)

Discursive: Causes audiences to engage with others'’
experiences of the moment and it transcends through
the created discourse

Time-bound: Has a defined peak where audiences
engage with the content or event concurrently
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They can vary in scale, predictability and

en d UFAdANCE@ These characteristics are not mutually exclusive. For example,
cultural moments can be mass, spontaneous and fleeting; or
hiche, planned and long-lasting

Spontaneous Planned

Fleeting Long-lasting




Audiences engage with a wide range
of culture
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TV and Cinema deliver 85% of commercially
available entertainment that resonates

— A

TV-Sport, 23%

TV-Entertainment, 34% s , Other, 1%
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Cinema delivers disproportionate
cultural impact

Cinema outperforms it small share of 'video time' delivering significant, long-lasting cultural impact

28% 1%

recalled cultural total video
moments viewing time

... g:g::::a Sources: DCM x MTM: Cultural Moments / Thinkbox . Based on commercial viewing and cultural moments
edia



Cinema remains a culturally relevant force
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Channels deliver culture in different ways

Cinema and the SVOD players are differentiated by their ability to deliver high talkability
“must see” moments

Social media platforms & /Ii BB Traditional broaglcasters are

creators are known for creating _ o =i seen to create quintessential,

trendy, hyper-personalised, Champions alternative views s the heart of our timeless mo(l)'m'entsl’ tl‘éa!:tfere‘l

relatable moments. ° istinctly British.
Provides culture that reflects my '.b Creates culture that stands the

own life and identity test of time

.:'ky
Gives a platform to u
everyday voices

Is the place to

discover what's ®¢'>SNEP CINEMA

' @ ' coming next
d Creates "must-see” moments

Sparks moments | want everyone talks about

. . to talk about with others
Defines what is popular and

mainstream right now SVOD & Cinema create
NETFLIX buzzworthy moments that define
the wider cultural zeitgeist.

Digital

... ﬂ;‘:{:" For each of the following statements about culture, which, if any, of the following media providers do you associate with it? Base: UK 16-64-year-olds (1507)



The trajectory of a cultural moment

Cultural moments aren’t just about the moment and the resonance

Salient

oment p B Resonance

The point at which audiences collectively
engage with the event

The ripple effect of discourse, wider event
coverage, and the enduring memories

Sources: DCM x MTM: Cultural Moments / Thinkbox



The trajectory of a culturalmoment

Cultural moments aren’t just about the moment and the resonance -
planned moments deliver a key 'build up' stage

Resohance




Cinema is unparalleled for being highly anticipated

Cinema has an inherent ‘event’ status and a whole ecosystem that drives anticipation for months
that separates it from other video channels/programming.

Cultural Moments Associations — Gap between left [0-3] & right side [8-10] (All respondents)

Low High
Anticipation Anticipation

Cinema

... Digital For each media format, please select the point on the scale that best describes the nature of that cultural moment.

Cinema

Media Gap between left [0-3] & right side [8-10] (All respondents). Note: Scale From 20% to -20% not shown for presentation purposes. Base: UK 16—-64-year-olds (1507)
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2.5M

weekly cinema
admissions

Every ticket sold is a ‘high anticipation’
moment that is a high value opportunity
for brands to harness

Digital
ﬁ‘.‘,‘:{: Source: Rentrak. Average weekly industry admissions, H12026




Cinemaisn’t just about IP and franchises

When a new film strikes the zeitgeist, cinema is the only place they can see it — as seen with
Obsession’s remarkable box office performance

Admissions by week

OBSESSION
~

Source: DCM Admissions for Obsession and average burn rate




With cinema, brands always
enter the scene just as
excitement is peaking

Excitement Curve:

Feel excited (6-10) at each moment

Peak
excitement:
sitting down to
watch the film

First hearing about Firsttime seeing Planningtogosee The day of thefilm  Sitting down to
the upcoming trailer the film at the watch the film
release cinema

Di
... Cinema For each stage, how would you rate your excitement while experiencing the film. Base: UK 16-64-year-olds who saw a film in the past 12 months)



Cinema’s build up . |

h motions before watching
creates an emotional something new at the cinema
high no other channel
can match

Excited
47%"

"The lights go down, the screen's
really big, everyone's quiet in
anticipation, and no one checks .
their phones. It just feels more e
exciting"

Female cinemagoer, London
*Cinema significantly higher than all other channels

... IR For each type of media, please select all the emotions you typically feel just before viewing something new. Base: UK 16—-64-year-olds (1507)



Emotional resonance is cinema’s strength

Cinema cultural moments are felt to be the longest lasting, while by comparison social media
moments are more fleeting and forgettable

Cultural Moments Associations — Gap between left [0-3] & right side [8-10] (All respondents)

Fleeting Long-lasting

Cinema

Forgettable - —— Memorable

Social Sport
media

... sl For each media format, please select the point on the scale that best describes the nature of that cultural moment.
Media Gap between left [0-3] & right side [8-10] (All respondents). Note: Scale From 20% to -20% not shown for presentation purposes. Base: UK 16—-64-year-olds (1507)




Brands canride the wave
of emotional intensity to
long-term memory

Cinema's unparalleled emotional resonance drives
stronger memory encoding. The brain also builds
associations between these positive emotions and the
advertiser brands.

m 3',3::15 [1 Tyng CM, Amin HU, Saad MNM, Malik AS (2017) The Influences of Emotion on Learning and Memory
Media Spotify Advertising & Neuro-Insight (2021): Sonic Science: Understanding your brain on sound




The nature of cinema
makes audiences more
open to advertising

The high anticipation moment, the focused setting,
the well-established ad experience positioned before Cinema scores highest vs
the main event (as opposed to during) help make TV, Streaming, Social & Online Video

audiences more positive to ads in cinema.

Ads do not interrupt my experience

Openness to ads shown

Memorable ads

For each type of media, please select the point on the scale that best describes how you feel about the advertising that appears on it. .Base: UK 16-64-year-olds (1507)



Cinema stands out from other channels for its
ability to deliver a ‘big brand energy’ halo

% agree 'more likely to associate attribute with brand’ Cinemavs.
when they've advertised before a cinema cultural moment all channel average

High quality 67% f
Relevant to me 65% f
Established 63% f
Category leading 61% f

Digital Please tell us whether you are more or less likely to associate the phrase with a brand if you saw their ad right before/during watching this [CHANNEL] cultural moment.
m Cl::ir:a Base: Users of each channel: Cinema at least once a year (1134); Watches sport (1112); Watches TV/streaming (1430); Social media at least once a day (1391)




Cinema enhances quality perceptions and
perceived brand value

Results from our research last year showed that when people believe a brand is launching with
advertising in cinema, price perceptions for the brand significantly increase.

£15.79
+10%

Mobile network brand
Optimal monthly cost

All media average Cinema

:°c:5j everyday
Source: DCM/everyday people 2025. Van Westendorp Price Sensitivity Meter Output. R c.f, % people




Maximising cultural relevance with cinema
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Running in the premium
positions of cinema’s
biggest blockbusters
maximises cultural
relevance

+55%

~ =ik ) 4
\ £ ‘.-‘ A Y
P N — oy .
. g ) \ &
Source: DCM 2026. Research conducted on 9 brands running in the premium positions of Wuthering Heights, The Devil Wear , The Mandalorian & Grogu, Toy Story 5.

Uplift: Exposed to the ad in cinema vs. those not exposed to the ad in cinema. ‘...is a relevant brand in British cuiture’ (Top 2 Box)



Summary

Anticipation +
Context deliver

a high value
advertising
opportunity




02.
Cinema’s
Hidden Value:

Why measurement holds the
key to smart investment

Bryony Lawler
Senior Director, UK&lI, Ebiquity

BO® ;- cbiquily




Cost efficiency and effectiveness are
not the same thing. Confusing them
can be costly.

o o Digital
EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE ebquI'ly ‘ ”.;i::il:a




Cinema represents a small proportion of media spend and also sits at the

lower end of ROl benchmarks

Ebiquity client data highlights the reality that Cinema only
accounts for about 2% of advertiser’s yearly budgets.

37 THE INDEPENDENT AUTHORITY IN MARKETING EFFECTIVENESS

Cinema sits at the lower end of the Ebiquity ROI
benchmark hierarchy.

Cinema

y,

ebiquity | PEER I



However, Cinema has one of the highest long-term multipliers and delivers
the strongest attentive seconds per 000 impressions

38
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THE INDEPENDENT AUTHORITY IN MARKETING EFFECTIVENESS

5000

10000

Attentive seconds

15000

per 000 Impressions

R? = 0.979..-

Cinema

20000

ebiquity | PEEP




Cinema isn’t just about ROI, it’s about
In a environment



Cinema delivers fame, reach and an elusive younger audience profile

75

X sky I You TlIhe # within bubble = average monthly reach
=B
60 4. NOwW 59

)
S 53
5
<<
& 45 prime video
8 \--;’
- Ad Tier
<
[S)
©
2~3O
= m Ad Tier
c —
5 G / 5 Donzp+ 22
S Suramount +
Ad Tier
Streaming 2-4
Cinema 1.4
0
10 15 20 25 30 35 40 45 50
% 16-34 Adults
Source: DCM, BARB, TechEdge As Broadcast January-June 2026
H M Digital
40 | THEINDEPENDENT AUTHORITY IN MARKETING EFFECTIVENESS ebiquity ‘ ... Cinena



Supporting responsible advertising in high quality environments pays
dividends

Trust in advertising

60%

50%

40%

30%

pAS

10%

0%
TV Cinema Radio News Media Magazines OOH Podcasts Direct Mail Online Social Media Influencer
Advertising

M 18-34 m35-54 M55+
Source: Credos 2024

Q Q Digital
41 | THEINDEPENDENT AUTHORITY IN MARKETING EFFECTIVENESS ebiquity ‘ D09 :--



Premium placements deliver stronger returns across every channel.

1.4x

greater returns than daytime TV more attention than online digital Higher conversion than programmatic

‘You get what you pay for’ rings true

Source: Ebiquity (1) Ocean Outdoor — The Attention Dividend/ IAB

H M Digital
42 | THEINDEPENDENT AUTHORITY IN MARKETING EFFECTIVENESS ebiquity ‘ ... Cinema
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Cinema’'s value is hidden because

the data isn't telling the full story.

o o Digital
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The characteristics of high performing Cinema

Client Illustration: Media Channel ROI

44

OOH CINEMA

THE INDEPENDENT AUTHORITY IN MARKETING EFFECTIVENESS

PAID SOCIAL

BVOD

Powerful brand-building channel with a premium,
high-attention environment

Strong creative amplifies returns, rewarding story-led
executions

Context is critical, driven by audience mindset and
message/product relevance

Can provide efficient incremental value, even at low
spend levels

Strongest within a broad media mix with integrated
creative execution

ebiquity | PO
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Granular buy type splits are likely to reveal a materially stronger case for
investment

YouTube Granular Splits VOD Granular Splits Cinema Granular Splits

Total Brand YouTube  Performance Total SVOoD BVOD Total Gold Spot Other Cinema
YouTube

A case study demonstrating why sub-channel splits are essential to accurate media evaluation — Gold spot and other cinema example is for illustration only

H M Digital
45 | THEINDEPENDENT AUTHORITY IN MARKETING EFFECTIVENESS ebiquity ‘ ... Cinema

Media



Cinema sets the bar for media data, with fully accountable and
independently verified admissions available at a spot level

TV Region Dellye-red Location Postcode
Admissions
27/06/2026 YORKSHIRE Film Pack Toy Story 5 145 Parkway Beverley HU17 OPW
27/06/2026 SCOTLAND Film Pack Toy Story 5 296 Vue Glasgow Fort G34 9DL
27/06/2026 MERIDIAN Film Pack Toy Story 5 139 Vue Thanet CT10 2BF
. The Light
SK1 1SA
27/06/2026 GRANADA Film Pack Toy Story 5 45 Stockport
27/06/2026 LONDON AGP Obsession 128 Vue West End WC2H 7AL
27/06/2026 LONDON AGP Carry On Jatta 4 142 STl TW3 1EY
Hounslow
27/06/2026 CENTRAL AGP Supergirl 78 Odeon Dudley DY5 1SY
27/06/2026 LONDON AGP Michael 76 Vue Stratford E20 1EJ

Source: DCM

46

THE INDEPENDENT AUTHORITY IN MARKETING EFFECTIVENESS
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Richness of cinema data can help answer the ‘Why’ behind the ROI

Source

47

QOO

:DCM

THE INDEPENDENT AUTHORITY IN MARKETING EFFECTIVENESS

ﬁ Bl When and where exactly did my ads playout?

Supplier Mix

Ad Length

Day of Week

Time of Day

Content

Location
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Measurement holds the key to smarter
investment

igit

Q S Digital
48 | THEINDEPENDENT AUTHORITY IN MARKETING EFFECTIVENESS ebICIUI‘l')’ ‘ ... '\C';:;r:a




Why Measurement Holds
the Key to Smarter
Investment



03.
In Conversation

Lucy Verby
Founder,
We Are Masterplan

Michael Bensley
Head of Client, DCM

Fleur Andrews

Head of Campaigns,
Google Pixel UK

Gareth George
Director of Media
(Group), RVU

Vanisha Vaghela
Head of Media
Planning, Vodafone
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04.

Cultural moments
and creative
Impact

Tom Linay Jeremy Kolesar
Head of Film, DCM Head of Creative, DCM /




Cinema = the home of the most creative ads

Advertising Creativity Perceptions of Cinema Advertising
% ranked in 15t place

Cinema - | 45%

Social Media 22%

% agree

Live TV 13%
Streaming Services 10%

Radio 4%

OOH 3% Cinema is great at pushing Cinema ads stand out more

the boundaries of creativity than other channels
Podcast 3% in advertising

DCM

Studios Source: DCM/Differentology, 600 Respondents. Ranked 15t and % agree (top 5 on 10pt scale) shown




Maximise cut through and impact with bespoke
cinema copy

% uplift vs. not exposed

TVCopy mBespoke Cinema Copy

Consideration Perceptions (T3B) Recommendation

DCM

Studios Source: DCM x Differentology Campaign Effectiveness Databank




Long term relationship with cinema audiences to
build brand consideration

Kia's sponsorship of independent cinema has driven incremental consideration uplift in
wave after wave of research:

Control 6 Months 24 Months

ggioMs Source: DCM/Differentology, % increase vs control, Top 3 Consideration by wave




2026 - a legendary year for Horror
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Resident Evil Whalefall Clayface
18 September 16 October 23 October




2026 - a legendary year for Horror
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Pot Noodle:
‘Dead Good

Films'

Fully embracing the horror fandom to
connect at Cineworld

90 o=

I £



Pot Noodle presents ‘Dead Good Films'

Built ownership in the high 16-24 indexing horror films - with presence including branded
idents, the hero brand ad and TYPO message

1 2. 3. 4. 6. 8. 9. 1.
DCM Brand ads 30" hero Brand ads DCM Film Turn your Film
opening brand ad Closing trailers phone off begins

ident 10" ident 15"




‘Dead Good' results

+61% 79% 82Y%

Recall of the Improved brand More likely to
hero brand ad impression consider

Source: DCM / Pot Noodle Conducted by: Differentology Feb 2026



81% of cinemagoers who enjoy

horror agree
" : “When | watch

negaltic\llZTyttiev:Iards aqlverts befor.e horror “Idon't feel

a brand if they are films at the cihema, hegatively towards
advertised before | don’t associate a brand if they are

. the brands with . o
a horrpr film at the the content of in a horror film.
cinema.”

the film.”

Studios Source: FAME 2024. Agree with one or more of the statements. Base: Enjoy watching horror movies.



It's the most ‘ABC1' time of the year

Cinema forecast to deliver 30 ABC1Ad TVRs across Sep-Oct

HATHAWAY JOHNSON HARTNETT

.
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THE MAGIC RETURNS

RACT CAL
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/ ) N i
- 7

ONLY IN THEATERS OCTOBER 2

Practical Magic 2 Sense & Sensibility Verity Digger The Social
1 September 25 September 2 October 2 October Reckoning
9 October

DCM

Studios



Building deeper connections
with audiences

B": CINEMA OF :romeow

THE YEAR

DCM

Studios



Films for the family
These four titles are set to collectively deliver 15 HPCH TVRS

Wildwood
23 October

PN =7

N
. A : "‘ 1.‘. .
o] .‘\
- Forgottenlsland
' 16 October

Catin the Hat

27 November | _ 4 December

DCM

Studios
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May the odds be ever in your favour
this festive season

" (—t‘\
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The Hunger Games: Sunrise on the Focker-in-Law Jumaniji: Open World
Reaping 25 November 1 December
20 November 416-34 TVRs 1216-34 TVRs
816-34 TVRs

DCM

Studios



Avengers Doomsday <=CON Dune: Part 3
18 December 3 \ i 18 December
1816-34 TVRs Biinon 1 R 1016-34 TVRs

{




Anamorphic 3D

maximises creative and
brand impact

DCM x Differentology Study

Recall Perceptions

e +15%

higher vs those who saw 2D ad higher vs those who saw 2D ad

Intent to Act

+57%

higher vs those who saw 2D ad

DCM

Studios

DCM x Differentology, online survey, 2026.



Anamorphic 3D

maximises creative and
brand impact

Grey Mattr EEG Study

Attention Engagement

"y +43%

higher vs 2D equivalent higher vs 2D equivalent

DCM

Studios

Sources: 3Rock Global/Grey Mattr EEG study, 55 participants , 118M data points.



Breadth & quality of films continues in 2027

Literary adaptations, original dramas, and new takes on IP set to continue box office success

Children of Blood & Bone Narnia A Place In Hell The Thomas Crown Affair
22 January 12 February 26 February 5 March
16-34 Index: 171 HPCH Index: 177 ABC1Women Index: 149 16-34 Men Index: 167

DCM

Studios
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The Forceis strong in H12027

! Star Wars: A New

~ Hope (50" Ann.) : Starfighter

A 19 February - 28 May |
A Nt N ~ - - — o O

DCM

Studios



2027 Highlights
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Film Partnerships

v

Spider-Man:
Brand New Day
31July

19 June

ThL r
!




05.
Closing

Karen Stacey
CEO, DCM
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2016, 'l know what you unboxed last summer’, 2017, 'Channel 4 Paralympics’,
Three and LG, Mindshare Channel 4, OMD UK

2015, 'Heineken Open Your Cities’,

Shortl iSted Heineken, Starcom Mediavest Group
campaigns

MAX FACTOR
PRESENTS

A TUTORIAL INSPIRED BY

THE

SHOWSTOPPING

LOOKS IN THE MOVIE

2019, 'Lidl Movie Moments’, 2022, "'Frighteningly Good: How Disnhey+ Jump
Lidl, Starcom Started Their 18+ Audience’, Disney+, Publicis

2018, 'Max Factor: Putting a Spotlight on the
Leading ladies of Cinema’, Coty, Zenith

SPONSORED BY

ORroyaL
AIRFORCE

REGULAR & RESERVE

2024, 'stimulating Senses With 4DX And The

2025, 'Should've Gone To... Cinema’,
Specsavers, MGOMD

2023, ‘Kia driving to the electric future with
independent cinema’, Specsavers, MGOMD

: Royal Air Force’, RAF, MGOMD






The Greatest Ad Show returns 1‘

In partnership with IPA President, Karen Martin, CEO, BBH

]

167




Three key takeaways

Power of adding cinema to your media plans

Culture that Maximising
resonates cinema’s impact




	Opening Slide
	Slide 1

	Introduction
	Slide 2
	Slide 3
	Slide 4
	Slide 5: Delivered across a quality estate of cinemas
	Slide 6: Cinema: The Best Seat In Media
	Slide 7: Today’s themes

	Research
	Slide 8: 01. Building Box Office Brands: Cultural Relevance
	Slide 9
	Slide 10
	Slide 11
	Slide 12: Behind the Scenes: Methodology
	Slide 13: Defining  ‘Cultural Moments’
	Slide 14: They can vary in scale, predictability and endurance
	Slide 15: Audiences engage with a wide range of culture
	Slide 16: TV and Cinema deliver 85% of commercially available entertainment that resonates
	Slide 17: Cinema delivers disproportionate cultural impact
	Slide 18: Cinema remains a culturally relevant force
	Slide 19: Channels deliver culture in different ways
	Slide 20
	Slide 21
	Slide 22: Cinema is unparalleled for being highly anticipated
	Slide 23
	Slide 24: Cinema isn’t just about IP and franchises
	Slide 25: With cinema, brands always enter the scene just as excitement is peaking
	Slide 26: Cinema’s build up creates an emotional  high no other channel  can match
	Slide 27: Emotional resonance is cinema’s strength
	Slide 28: Brands can ride the wave of emotional intensity to long-term memory
	Slide 29: The nature of cinema makes audiences more open to advertising 
	Slide 30: Cinema stands out from other channels for its ability to deliver a ‘big brand energy’ halo
	Slide 31: Cinema enhances quality perceptions and perceived brand value
	Slide 32: Maximising cultural relevance with cinema 
	Slide 33
	Slide 34: Summary

	Ebiquity
	Slide 35: 02. Cinema’s  Hidden Value:  Why measurement holds the key to smart investment
	Slide 36
	Slide 37: Cinema represents a small proportion of media spend and also sits at the lower end of ROI benchmarks
	Slide 38: However, Cinema has one of the highest long-term multipliers and delivers the strongest attentive seconds per 000 impressions
	Slide 39: Cinema isn’t just about ROI, it’s about FAME  in a QUALITY, BRAND-SAFE environment 
	Slide 40: Cinema delivers fame, reach and an elusive younger audience profile
	Slide 41: Supporting responsible advertising in high quality environments pays dividends
	Slide 42: Premium placements deliver stronger returns across every channel.
	Slide 43
	Slide 44: The characteristics of high performing Cinema
	Slide 45: Granular buy type splits are likely to reveal a materially stronger case for investment
	Slide 46: Cinema sets the bar for media data, with fully accountable and independently verified admissions available at a spot level
	Slide 47: Richness of cinema data can help answer the ‘Why’ behind the ROI
	Slide 48: Measurement holds the key to smarter investment   Cinema Measurement: a best practice framework 
	Slide 49

	Panel
	Slide 50: 03. In Conversation

	Tom & JK
	Slide 51: 04. Cultural moments and creative impact
	Slide 52: Cinema = the home of the most creative ads
	Slide 53: Maximise cut through and impact with bespoke cinema copy
	Slide 54: Long term relationship with cinema audiences to build brand consideration
	Slide 55: 2026 – a legendary year for Horror 
	Slide 56: Dead Good Films
	Slide 57: 2026 – a legendary year for Horror 
	Slide 58
	Slide 59: Pot Noodle presents ‘Dead Good Films’
	Slide 60: ‘Dead Good’ results
	Slide 61: 81% of cinemagoers who enjoy horror agree
	Slide 62: It’s the most ‘ABC1’ time of the year
	Slide 63: Building deeper connections with audiences
	Slide 64
	Slide 65
	Slide 66: May the odds be ever in your favour this festive season
	Slide 67
	Slide 68: Anamorphic 3D maximises creative and brand impact
	Slide 69: Anamorphic 3D maximises creative and brand impact
	Slide 70: Breadth & quality of films continues in 2027
	Slide 71
	Slide 72: 2027 Highlights
	Slide 73

	Closing
	Slide 74: 05. Closing
	Slide 75
	Slide 76
	Slide 77
	Slide 78
	Slide 79: The Greatest Ad Show returns
	Slide 80: Three key takeaways


