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Nigel Sharrocks

Chairman, Digital Cinema Media

WELCOME TO ODEON LUXE 
LEICESTER SQUARE
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Karen Stacey

CEO, Digital Cinema Media

WHY CINEMA IS THE BEST SEAT IN MEDIA 
FOR TRUSTED BRAND STORIES
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TOD AY’ S AGE ND A

1.
Why Cinema is THE BEST SEAT IN MEDIA for trusted brand stories

Karen Stacey, CEO, Digital Cinema Media

2.
Arresting the decline of public trust in UK advertising

Karen Fraser MBE, Director of Credos, Advertising Association (AA)

3.
Building successful brands – the role of trust

Martin Guerrieria, Global BrandZ Research Director, KANTAR 

4.
Taking Chicken Town to Hollywood

Jack Hinchliffe, Marketing Director, KFC UK&I

5.
The big screen in 2019, 2020 and beyond

Tom Linay, Content Business Director, Digital Cinema Media
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Advertising

Communication

Photography

Shopping 

Banking

Dating

Social 

Travelling

Time-keeping

Alexa
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TRIPADVISOR?
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GOOGLE MAPS?
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CALLER ID?
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WHATSAPP?
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ALEXA?

# C I N EM A S H O W C ASE



# C I N EM A S H O W C ASE

£23.6bn
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C I NE M A’ S YE AR - O N - YE AR RE V E NUE  P E RF ORM ANC E
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TRUST
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STAND I NG THE  TE ST OF  TI M E
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BUILDING BOX OFFICE BRANDS IV

MISSION 16-34
UNDERSTANDING AUDIENCES



# C I N EM A S H O W C ASEQ. To what extent do you agree or disagree with the following statements? (10 point scale – top 5 responses shown) 

Base: 1000 ‘16-34s’

STRONG 

AFFINITY WITH 

BRANDS

WHAT WE FOUND

LOVE QUALITY

ENTERTAINMENT

CONTENT

LIKE ADS IN 

THE RIGHT 

CONTEXT



# C I N EM A S H O W C ASEQ. To what extent do you agree or disagree with the following statements? (10 point scale – top 5 responses shown) 

Base: 1000 ‘16-34s’

16-34s FEEL ‘HOUNDED BY ADVERTISING’

7 IN 10



# C I N EM A S H O W C ASEQ. To what extent do you agree or disagree with the following statements? (10 point scale – top 5 responses shown) 

Base: 1000 ‘16-34s’

16-34s USE AD BLOCKERS

2 IN 5
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CINEMA ADS HELP BRING THE VIEWER INTO A ‘BUBBLE’

Q. To what extent do you agree or disagree with the following statements? (10 point scale – all ‘agree’ responses shown) 

Base: 1000 ‘16-34s’, 176 ‘16-34 Ad Avoiders’

72% OF 16-34s AGREE 
THAT “CINEMA IS A BUBBLE WHERE THE OUTSIDE 

WORLD CAN’T INTRUDE”

66% OF 16-34s AGREE 
THAT “I PAY MORE ATTENTION TO ADS IN CINEMA 

THAN ELSEWHERE”

70% OF 16-34 ‘AD AVOIDERS’ AGREE 
THAT “I TALK TO THE PEOPLE I GO TO THE CINEMA 

WITH ABOUT THE ADS (WHILST WATCHING THEM)”
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P E OP L E  ARRI V I NG AT START OF  P RE - SHOW  +1 5 % SI NC E  2 0 1 4

# C I N EM A S H O W C ASESource: Assosia Audits
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OUR RESPONSIBILITY
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OUR RE SP ONSI B I L I T Y

BRAND SAFETY BRAND TRUST TRANSPARENCY

CONTEXT FREQUENCY
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Karen Fraser MBE

Director of Credos, Advertising Association (AA)

ARRESTING THE DECLINE OF PUBLIC 
TRUST IN UK ADVERTISING
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The good, the bad and 
the troubling: 
understanding what 
drives public 
favourability towards & 
trust in advertising



Public favourability towards advertising is 
in long-term decline
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Public favourability towards advertising

Favourable Unfavourable Neither

Q: Now thinking about all types of advertising – on television, in newspapers and magazines, on the radio, on posters, on social media and on the internet etc. How do you 

feel about advertising in general? (Net favourable)



Stage 1:

Burst the bubble

Stage 2:

Quantify



Qualitative research

• 10 days of online self-completion 
tasks – 60 people

• Filmed ethnography and depth 
interviews – 12 people

• Self-completion tasks using 
camera glasses – 6 people

• Self-completion tasks using 
screen capture software – 6 
people

Quantitative research

• A survey of a nationally 
representative sample of 2,021

• Data weighted to ONS figures by 
age and gender

• Factor analysis used to identify six 
overarching factors

• Regression analysis used to 
measure the impact of each factor 
on public favourability towards and 
trust in advertising



What did we learn?



Advertising is seen as 
a good thing with 

downsides



“How do I feel about advertising?

Bad.

No, good.

Well I liked that Tango one in the 90’s.

I just wanna watch my bloody YouTube video! Skip! Skip!

Errr I’m not sure now.

But why?

Maybe I need to start by thinking about what advertising is…”

Male, 35, Doncaster



People define 
advertising in broader 
terms than we do



3%

19%

20%

37%

38%

42%

47%

52%

60%

65%

68%

70%

0% 10% 20% 30% 40% 50% 60% 70% 80%

None of the above

A friend/family member suggesting a product

A person collecting for charity on the street

A community bulletin board

Discount codes

The packaging that a product comes in

Products at the shop/store checkout

A sales call to your mobile/landline

A promotion or sale inside a shop/store

A sample/freebee given to you on the street

The sponsorship of sports teams

A display in a shop window

Forms of marketing, branding and communication considered to be “advertising”

Q: Which of the following do you consider to be “advertising”? Select any that apply. 



It is easier to be 
annoyed by advertising 

than concerned by it



52%

35%

13%

21%

36%

43%
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Rarely Occasionally Often

Forms of marketing, branding and communication considered to be “advertising”

Do you ever come across advertising that genuinely concerns you? Do you ever come across advertising that annoys you?



At the level of a 
specific ad, the brand 
is the greatest 
determinant of trust



What drives public perceptions of 
advertising as a whole?



Advertising’s 

benefits
Bombardment

Sensitive sectors & 

vulnerable groups

Unhealthy 

advertising
Intrusiveness

Suspicious 

techniques

1 2 3

4 5 6



Advertising’s 

benefits

1



• A source of information

• A form of entertainment

• A force for social good

• An emotional touchstone



“A response to a recent run of NHS adverts lead to the early discovery of 
my father’s cancer and therefore in my mind saved his life.”

Male, 35, Doncaster



Bombardment

2



• Volume

• Repetition

• Obtrusiveness

• Irrelevance



“Every 15 minutes an advert comes on, and that could be the same advert 
that's come on before, and that can be annoying, watching the same thing 
again and again. So I tape that episode […] and fast forward through the 

adverts, it only takes ten seconds.”

Female, 36, Bradford



Sensitive sectors & 
vulnerable groups

Unhealthy advertising

3

4



• Vulnerable groups

• Payday loans

• Gambling

• Alcohol

• HFSS



“From personal experience, I'm from a very working class town. I'm from a 

part of the UK that definitely has a problem with alcohol. And the volume of 

the gambling, and the quick loans, and the fact that they're allowed to do 

that, TV advertising particularly, needs to be regulated. That's not from 

some non-affected, removed position. That's me from having had 

experiences of gambling myself, and seeing other people have problems 

with that and with other addictions.”

Male, 37, Gourock



Intrusiveness

5



• Personal data

• Private spaces



The adverts on my Facebook mails, I just don't like to see other stuff in 
there... it's actually a private space in Facebook, you kind of appreciate 

that your newsfeed isn’t a private space, everyone can see your posts and 
things like that, but on your messages, that is quite intrusive.

Female, 19, Glasgow



Suspicious 
techniques

6



• Misleading claims

• Unclear advertising formats

• Questionable use of T&Cs

• Body image



“I say ‘conned’ because it's been done in a very roundabout sly way. I feel 
they're trying to trick me, they're trying to make me think I'm going through 

my newsfeed, they're trying to make me think my friend’s posted this, 
they're trying to make me think my friend’s sent me this email, in actual fact 

they haven’t.”

Female, 25, Sheffield



Where next?

• Address the negatives

• Promote the benefits

• Don’t expect people to help





# C I N EM A S H O W C ASE

Martin Guerrieria

Global BrandZ Research Director, KANTAR

BUILDING SUCCESSFUL BRANDS –
THE ROLE OF TRUST
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BUILDING SUCCESSFUL BRANDS

- THE ROLE OF TRUST

Martin Guerrieria

Global BrandZ Research Director, KANTAR



THE LARGEST

Brand Building Platform

In The World

Est. 1998

166k
BRANDS

454 
CATEGORIES

3.7m
CONSUMER

INTERVIEWS

5.2B
DATA POINTS

51
MARKETS



2019 BrandZTM

Global Top 100

Most Valuable Brands



The world’s most valuable brands invest in cinema to connect with consumers

Cinema Spenders 

2018/19

https://www.google.com/url?sa=i&source=images&cd=&ved=2ahUKEwiK2ufkmK3jAhVu1-AKHXP1Cm8QjRx6BAgBEAU&url=https://www.greenandpartners.co.uk/nationwide-relocate-reading/nationwide-logo/&psig=AOvVaw3KHV5XYUGmcnm_eTmTaRle&ust=1562945747366461


+1,482%
10 year value change

$315.5Bn

Amazon is the new 

#1 with its growth 

rate outstripping all 

comparable brands

Google

Apple

Facebook

$6Bn

20192018201720162015201420132012201120102009200820072006



Amazon delivers to a consistently high standard across an

ever increasing portfolio – a true ecosystem

Brand equity

144
Index score
Average brand = 100



Strong brands deliver 

higher shareholder 

returns than leading 

market indexes

BrandZ™ Strong Brands Portfolio

BrandZ™ Top 10 Powerful Brands

S&P 500

MSCI World Index

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

317%

196%

128%

59%



A brand’s equity relates to how Meaningfully Different it is to the consumer

Buy more
(Power)

Pay more
(Premium)

Salient
Comes to mind quickly and readily when 

activated by ideas relating to category purchase

Different
Feels different from other brands 

or sets the trends for the category

Meaningful
Consumers feel the brand meets their 

needs and they connect with it emotionally



+53%

+90%

+334%

High
Meaningful Difference

Medium
Meaningful Difference

Low
Meaningful Difference

Meaningful Difference 

is a predictor of success

14 years Brand Value growth 
(same 48 brands 2006 to 2019)

BRANDZ™ Top 100 Most Valuable Global Brands



Brewdog’s bold advertising campaigns 

and disruptive proposition have 

established Meaningful Difference   

Disruptive

143
Creative

118
Rebellious

121
Clear 

personality

Brand Value
2018

$866m 

Difference

142
Meaning

122

+55%
sales growth 

year on year

BrandZ, UK, Craft Beers, 2019





Gucci has recently attracted a younger audience with a new 

wave of creativity and specific targeting of Asian Millennials

New 

Creative 

Director

Meaningful Difference

+86%Brand Value Growth
2017-2019

123 113

Under 35s Over 35s

New bold 

patterns 

and designs

Re-fresh of 

Key Stores

New ‘Store to 

Door’ service: 

Gucci clothes in 

just 90 minutes! 

1. 2. 3. 4.

BrandZ Top 100 global brands 2019



Trust is another important element underpinning brand equity- consumers will abandon 

brands they do not trust

Average Vitality quotient (brand equity) 2019

Data: BrandZ - Consistent brands in 2015 and 2018, 2,383 brands globally

R² = 0.5328

C
h

a
n

g
e

 i
n

 e
q

u
it
y

Change in Trust

Trust and equity
“Even if a company makes a product I 

love, I’ll stop supporting them if I don’t 

feel I can trust them”

83%
81%

79%

73%

Baby Boomers GenX Centennials Millenials

Kantar 2018 US Monitor



Ultimately trust is critical 

for brand value growth

BrandZ : Change in Brand Value since 2006

+170%

Since 2006

Brands with 

above average trust

-13%
Brands with 

below average trust



Trusted brands have

license to take risks

2014 2019

+31% Sales growth, double the

increase of the year before

110

126

Trust



Strong trust protects brands in troubled times

Volkswagen (VW) 5 year progress

Data: BrandZ – global VW data, 2014-2019

Meaningful Difference

108

2014 2019

Brand Trust

Corporate Trust

110

116

98

104

111

Average= 100

Record 10.83m vehicles sold
2018 sales



Source: Kantar Millward Brown – AdReaction Study

‘How would you describe your attitude towards each of the following formats of advertising? - % net positive ’

Source: IPA Touchpoints 2018. 

Definitely / Strongly Agree Cinema trust indexed against TV and Internet advertising  

Cinema is the most trusted media for advertising, particularly amongst GenZ

74

Cinema vs TV +119% +92% +45%

Cinema vs Internet +192% +177% +220%

Gen Z

16-19 year olds

Gen Y

20-34 year olds

Gen X

35-49 year olds

‘I trust the advertising in…’

Trust Index



Cinema

Magazines

TV

Newspapers

Radio

Online Video

Online Display

OOH

0.41 1.8

1.24 4.0

1.89 10.0

0.54 7.0

0.35 18.0

0.37 5.0

0.38 8.0

0.64 18.0

Cinema has the biggest per person impact on brand building

Brand equity impact

Source: Kantar CrossMedia Database, European data  

Cinema: 71 | TV: 268| Online Video: 115 | Online Display: 232 | Newspapers: 76 |

Magazines: 53 | OOH: 163 | Radio: 78 

2.0%

1.6%

1.4%

1.2%

0.9%

0.7%

0.7%

0.6%

Media Channel Impact per person Average Spend (£m) Average Frequency



Cinema

TV

Online video

0.41 1.8

1.89 10.0

0.37 5.0

Cinema helps Deliver strong impact on brand difference – key to brand value

Difference

Source: Kantar CrossMedia Database, European data

Difference metric: different to others, sets trends

Cinema: 30 | TV: 102 | Online Video: 64 

1.4%

0.8%

0.6%

AV Channel Impact per person
Average 

Spend (£m)

Average 

Frequency

Most valuable global brands 

have a Point of Difference

129 118

Top 50 Next 50

+11



Summary

Strong brands deliver strong returns for their owners

Creating Meaningful Difference is key to 

driving brand value growth

Trust is a key element that underpins brand equity

Cinema offers a unique, trusted and engaging 

environment through which brands can connect with 

consumers at scale and build brand equity

1.

2.

3.

4.
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Jack Hinchliffe

Marketing Director, KFC UK&I

TAKING CHICKEN TOWN 
TO HOLLYWOOD
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RE-FRAMING THE BRIEF:







ONLY AVAILABLE AT KFC

















ONLY AVAILABLE AT KFC
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Tom Linay

Content Business Director, Digital Cinema Media

THE BIG SCREEN IN 2019, 
2020 AND BEYOND
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# C I N EM A S H O W C ASE

P RE D I C TE D  TOP  1 0  F I L M S 2 0 1 9

AVENGERS: ENDGAME £88.6m

STAR WARS: THE RISE OF SKYWALKER £85m

THE LION KING £75m

TOY STORY 4 £60m

FROZEN II £55m

CAPTAIN MARVEL £39.5m

ALADDIN £36m

SPIDER-MAN: FAR FROM HOME £35m

DOWNTON ABBEY £30m

IT: CHAPTER TWO £30m



# C I N EM A S H O W C ASE

TOP  1 0  1 6 - 3 4 T V RS 2 0 1 9

AVENGERS: ENDGAME 36 TVRs

THE LION KING 27 TVRs

TOY STORY 4 19 TVRs

IT: CHAPTER TWO 17 TVRs

CAPTAIN MARVEL 17 TVRs

ALADDIN 15 TVRs

FROZEN II 14 TVRs

SPIDER-MAN: FAR FROM HOME 13 TVRs

STAR WARS: THE RISE OF SKYWALKER 12 TVRs

FAST & FURIOUS: HOBBS & SHAW 12 TVRs
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CINEEUROPE
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Q3 FILMS
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I T  C HAP TE R T W O
6 September

# C I N EM A S H O W C ASE
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D OW NTON AB B E Y
13 September
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AD  ASTRA
18 September
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THE  GOL D F I NC H
27 September
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Q4 FILMS
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J OK E R
4 October
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GE M I NI  M AN
11 October
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M AL E F I C E NT:  M I STRE SS OF  E V I L
18 October
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TE RM I NATOR:  D ARK  FATE
23 October
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L AST C HRI STM AS
15 November
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L E  M ANS ‘ 66
15 November
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F ROZE N I I
22 November
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J UM ANJ I :  THE  NE XT L E V E L
13 December
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STAR WARS:  THE  RI SE  OF  SK YWAL K E R
19 December
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C ATS
20 December
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2020 FILMS
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TOP  1 0  1 6 - 3 4 T V Rs  2 0 2 0

BOND 25 26 TVRs

TENET 15 TVRs 

BLACK WIDOW 13 TVRs 

FAST & FURIOUS 9 12 TVRs

THE ETERNALS (MARVEL) 12 TVRs 

MINIONS: THE RISE OF GRU 11 TVRs

VENOM 2 11 TVRs 

MULAN 10 TVRs

THE KING’S MAN 10 TVRs

WONDER WOMAN 1984 10 TVRs
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Q1  2 0 2 0

1917

10 January

The King’s Man

14 February

Mulan

20 March

Little Women

24 January

Onward

6 March
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Q2  2 0 2 0  ONWARD S

Wonder Woman 1984

5 June

Top Gun: Maverick

17 July

Dune

20 November

Soul

19 June

Tenet

17 July

West Side Story

18 December

# C I N EM A S H O W C ASE
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B OND  2 5
3 April
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B OND  2 5
3 April

THE BIGGEST AV 
OPPORTUNITY OF 2020
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B OND  2 5

ABC1 MEN

32 TVRS

ABC1 ADULTS 

27 TVRS



# C I N EM A S H O W C ASE

BOOKING BEGINS:
007 OCTOBER
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Karen Stacey

CEO, Digital Cinema Media

ALWAYS LOOKING FORWARD
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THE MEDIA 

OWNER 

= 

GATEKEEPER 

OF TRUST

TRUST + 

DIFFERENCE 

= 

BRAND VALUE

BOND 25 

= 

THE AV MOMENT 

OF 2020

THRE E  TAK E AWAYS F OR 2 0 2 0

1 2 3
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THANK YOU
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