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A Study in Progress...
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Study question attentional sa <Y

data and knowledge at European, national and
international level on @UdI€Nce preferences and
ways of Marketing and consumption, in
particular with yOoUNg audiences
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Study objectives attentional sa <Y

What do film consumers like/want?

Which films satisfied their needs?
Which platforms do they favour?

How do they learn about films?
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Study design attentional YsadFey

landscaping

(industry data and expertise)

consumer survey
(4,500 Europeans from Es, De, Fr, GB, It, Pl + Cr, Dk, Li, Ro)

film database

(coding films ‘viewed and liked’: top of mind + assisted)
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Landscaping
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Landscaping: country profiles attentional fieadinal

For all countries:

Overview: population, urban population, currency, internet users...
Production & distribution: # films, # cinemas, # screens...
Consumption & preferences: price of a ticket, total admissions...
Top 5 films
Awarded films

National festivals
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Landscaping: top 100 films attentional feadivay

For the 10 countries in our survey:

Identification of the top 100 films in the yearly box office

Categorisation of these films by:
-Origin (US, National, European, Other)
-Genre (Drama, Comedy, Family...)
-Language of production
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Landscaping: top 100 films
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National Productions in the top 100
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European Productions in the top 100

B Animation

® Other language

B National Language

® English

Most of the successful national cinema is shot in national language, except in some rare

cases (like “The Impossible” in Spain)

When considering how European productions travel, it is noticeable that some countries (like
Germany) watch cinema shot in another language (mostly French), while countries like
France do not watch a lot of European cinema shot in another language.
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Consumer Survey
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Consumer questionnaire attentional 52977l (B8

demogr GphiCS (age, gender, education, etc.)
eq uipment (devices, telco/media/film services)

habits (entertainment, film consumption)

editorial preferences (genre, theme, origin, titles)

marketing preferences (distribution and promotion)
Opl nion (open questions, prospective proposals)
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Film #1 media content atentional 12RY [

» 97% of Europeans <50 y.o. consume films (#1 with music listening and Internet surfing).
» 85% use social networks and 73% video games (the 2 least common activities).
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Film in content diet
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- Film is as popular as TV 100% I Never
non-fiction and TV series:
50-60% consume film, TV 80% | ™ Less time
series and non-fiction TV on
1 I m Afew hour
a daily basis. o L] A few hours
* Internet-surfing and = Afew hours
music are top daily . 2 week
activities: 84% surf at least " Less than
once a day (42% for > 2 day
. m1-2 rsa
hours) and 64% listen to 20% I I dy
music (22% for > 2 hours). - "B I L Mot
. - hours a da
 60% use social networks 0% S e e e AR
(o) X, X )
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Heavy film consumers attentional headivay

» 27% of Europeans watch > 10 films a month and 55% watch > 6 (> one every 5 days).
Poland, Lithuania and Romania at the top, the UK, Denmark and Croatia at the bottom.

* 21% subscribe to pay TV cinema/fiction channels (highest genre on Pay TV).

« 27% of Europeans subscribe to film services other than Pay TV. 14% have a cinema
discount card (3% have a cinema unlimited card), 9% are members of a video rental chain
and 7% subscribe to a film VOD service.

Film Watching per month Cinema services

Less than one
5% N Cinema

unlimited card

3%

Cinema
discount card
13% Video rental
y Imembership

Ll 8%

VOD film
subscription
7%
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Watching in group and alone
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* 91% of Europeans usually go to the cinema in groups (75% with friends and 68% with
their family or partner), 33% go alone (half of them do so 'rarely’).

* 94% watch films alone at home (41% 'often’). When watching films at home together,
this is mostly with the family.

Going to the cinema Watching movies at home
100% 100%
90% 90%
80% 80%
70% 70%
60% 60%
0% H Never 50% B Never
H Rarely H Rarely
40% 40%
B Occasionally B Occasionally
30% 30%
= Often 1 Often
20% 20%
10% 10%
0% 0%
Alone Withmy  With friends With Family Alone Withmy  With friends With Family
partner partner
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Relationship to film attentional Readwaly  [HE

+ 29% of Europeans define themselves as ‘cinema fans’, 49% have cinema as ‘a
secondary area of interest’. Largest communities of 'cinema fans‘ are in Spain (40%), UK
(36%), Denmark (33%), Germany (32%) and Romania (32%). But only 13% of 'cinema
fans‘ in Lithuania.

« Europeans watch films primarily for ‘entertainment and fun’ followed by ‘have a nice
time with family-friends’. ‘Discover and learn new things’ is the lowest motivation.

Attitude to film Reasons for watching films
| don't watch
many films and | None of these 100%
don't think this statements
will change 3% 80% H Never
8% .
60% W Rarely
| watch films | love cinema, |
because there , > ama cinema fan 40% B Occasionally
are so many of " . 29% »o%
them but | m Often
| don't feel | like some films
particularly very much, but 0% _ _
attracted filmis a e:f‘“"‘ .\6‘@ (\OQ". &
to film - secondary area of &£ @ L Q}\\?f
11% ~ interest i &é“b N X _ &
49% o & \2@4‘2’ N
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+ 86% of Europeans have at least one cinema theatre (1-3 screens) or one multiplex
(4+ screens) within 30 min from their home.

« 30% have several cinema theatres, 38% several multiplexes (<30 min from home).

* 14% have no access to cinemas (<30 min from home). This is up to 37% in Romania,
27% in Lithuania, 16% in Croatia and 11% in Denmark (all other countries < 10%).

Theatres: 1-3 screens in 30 min Multiplexes: 4+ screens in 30 min

Pt KNOW

Several
30% Several
27% 38%

20t May 2013 Cannes
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Devices
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 98% Europeans own a
computer and 95% a TV
(mostly laptops and
standard TVs).

« 77% own a DVD player
and 1/3 own a VHS, DVR
or Blu-Ray player.

» 73% own a smartphone
and 45% a game console
plugged to their TV.

« 30% own a tablet reach
and 20% a home cinema
sysiem.

100%

90% -

80% -

0%

60% -

50% -

40% -

30% -

20% -

10% -
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Media services
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100%
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30%
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10%

0%

* 91% of Europeans have

internet access (mostly
high-speed).

82% have access to free
TV (mostly through

SR EICRICERAATIUE!
third through triple play
services).

36% subscribe to pay
TV services (of whom
59% have access to
movie and TV series
channels, followed by

Internet  High Low  FreeTV Basicfree Triple PayTV sports channels at 38%,
Access Speed  Speed TV  playfree children channels at 26%
Internet Internet v and VOD channels at
19%).
20t May 2013 Cannes 19



Film consumption platforms attentional feadivel

« Europeans watch films on free TV, cinema (mostly multiplexes) and DVDs.
« Piracy seems widespread (through both downloads and free streaming).

Platform used to watch films
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Film consumption platforms attentional fleadiial B

* Free TV is #1 platform for films: 96% watch films on free TV (80% weekly or daily). Pay
TV is used in similar frequencies but by 1/3 of people.

« Cinemas are generally attended < once a month (44% for theatres and 49% for
multiplexes) or 'never’ (39% never go to cinemas and 22% never go to multiplexes).

« DVD, VHS and Blu-Ray are used on a monthly basis or less.

Frequency of film watching per accessible platform

100% T - .
20% I I I l m Never
60% Monthly or less
40% +—
Weekly or daily

20% —

0% | |

Q) N S+ 2 .
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Film consumption devices
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Frequency of use to watch films

100%

80%

60%

40%

20%

H Never

H Rarely

B Occasionally

Often

Most film consumption at
home happens on the TV,
but the computer is used
occasionally by most
people.

Devices like home cinema
or games console are used
regularly (but few people
have them).

Smartphone is rarely used
to watch films.
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Film piracy
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» 55% of respondents admit using piracy sites to watch films (highest in Lithuania,
Poland, Romania and Spain, lowest in Germany, UK and Denmark).

 Price is the main reason.

« 55% of ‘pirates’ watch ‘all kinds of films’, 34% watch ‘mostly US films’. Only 7% pirate
‘mostly national films’ (higher in UK, Denmark and Italy) and only 4% to watch ‘mostly
European films'.

Reasons for using piracy

“| can’t afford all the films | want to

“films | missed on the cinema and | can’t wait for

50% watch” 28% the DVD”

“Some films are interesting but not " .
37% worth paying for” 27% | “films are too slow to arrive to my country”
31% | “I don’t see the point in paying” 23% | “I don’t have time to go to the cinema”
30% To watch films not released in my 11% | “cinemas are too far away from me”

country”

20t May 2013

Cannes
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Film education attentional Hs2d7eYy

Film education programmes reach almost half of the European population.
*43% of respondents have attended courses at schools and universities.
*25% of respondents take part in or have been involved in an after school film society.

«Community film making (15%) and film associations (13%) are less popular.

A vast majority of those who have experienced film clubs or training programmes recognise their
benefits:

*86% agree that it raised their curiosity for other types of cinema, 84% agree that it raised their interest in films
and that it improved their film culture and 83% think that it helped them better understand films.

*45% think that it did not change their film culture and habits.

Kids' interest in film training programmes is very strong: among the children who have not attended film
clubs or training programmes, 63% say they would like to take part. Main motivation is to watch and discuss
films (57% of cinema-uneducated children) and nearly half wish to learn how to make films (44%).

Parental interest is even stronger: 86% of parents would like their kids to attend such programmes whether
to watch and discuss films (82%), make films (77%) or learn about European film history (69%).

20t May 2013 Cannes 24



Preferred film genres
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« Comedy, action and adventure are the most popular genres: > 95% of film consumers

watch such films (around 40% 'often’).

« Drama, animation and documentary follow. Horror, performance and musical are less

popular.

Film Viewing by Genre

100%

80%

60%

40%

20%

0%

Film Viewing by Genre
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Preferred film origins attentional he2d™®y i

« Europeans favour US films: 98% of film consumers have seen at least one in the last
year (58% 'many' and 32% 'some’)

« National and European films are watched less frequently.

Films watched by origin
100%

80%

60%

H None
B Few
0% — Some

Many

20%  —— — — —

0%
National European Us Other
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Preferred film types
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« European film consumers prefer blockbusters with star casts, big budgets and

visual effects (93% have seen at least one in the last year) followed by films with

famous casts but not necessarily big budgets (87% have seen at least one), animation
and lastly documentary.

100% -
90% -
80% -
70% -
60% -
50% -

Films watched by type

H None

B Few

H Some

40% - Many
30%
20%
10% I I
0% |

Blockbusters  Famous Indie Foreign Genre films  Animation Documentary

cast, smaller language (not
budget Us)
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Choosing films attentional henduay [

« Genre and the story are top 2 criteria for choosing a film followed by actor cast and
familiarity with the film (part of a saga, a prequel/sequel or a book consumers enjoyed).

« They give more limited value to several other criteria, notably the film’s technical
experience (HD, 3D, Imax, etc.), film ratings (certification for suitable audiences), awards
won by the films, film nationality or even the film director.

Criteriafor film choice
100% — - S — — — — — . . — -
Notimportantatall
80% —

60% Not very important

40%
B Quiteimportant
20% —

0% Veryimportant
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Preferred film languages
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Language of foreign films

100%

80%

60%

40%

20%

0%

Dubbed Subtitled to my Subtitled to
language another language

B None
H Few
B Some

H Many

Film consumers most often
watch foreign language films
dubbed and subtitled. Watching
foreign-language films subtitled in a
foreign language is much less
common.

Consumers from larger countries
(Germany, France, ltaly, Spain,
Poland) usually watch films dubbed
to their native language. Lithuania
falls within this group.

Consumers from smaller
countries watch films in original
languages subtitled to their national
language: Croatia, Romania and
Denmark. The UK falls within this

group.

20t May 2013 Cannes
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Films on social networks attentional headiwal  [EE

* 45% of European social network users use it to comment on and discuss films:
ltalians, Poles and Romanians at the top, Lithuanians and French at the bottom.

+ 42% follow a Facebook film-related account: mainly film and actor accounts.

+ 62% are likely to look at a trailer a friend ‘likes’ and 55% to search for more info about it.
* 10% often give feedback online after watching a film (60% have done so at least once)
« 57% have discussed a film online at least once before watching it.

Frequency of social network activities

100%
H Never

80%

60% H Rarely

40%
B Occasionally
20%

0% m Often
Give feedback Discussing a Sharing Social VOD  Organize film Ratinga film Create/share
film before  promotional events own material
watching EIEE] about film
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Opinion about European film attentional hse™sy

« Film consumers value the quality and originality of European films, may find them a bit too
dark and complex, and think they are neither well promoted nor well distributed.

Opinions about European cinema

They are less stereotypical than US films
They feature diverse and complex characters
They are original and thought provoking
They are, on average, as good as US films
They have visual and artistic qualities

They deal with dark characters and issues
They are slow-paced and intimate

They feel close to my world-my reality

They are too focused on social topics

They feature clear plots, easy to follow

They are sufficiently available on screens in my area
They are well promoted in my area

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m Strongly agree B Somewhat agree B Somewhat disagree Strongly disagree
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European film support attentional headwal B

« Europeans would favour traditional tools to support European cinema (week of European
cinema, TV promotion or online databases rather than a Youtube channel or a
transnational VOD platforms).

Propositions to Support European cinema

A'Week of European Cinema' in theatres

More promotion of European films on TV

An online database with complete and detailed information...
A reward schemes for European film viewers (discounts, etc.)
More promotion of European cinema online

More visibility for the European Film Awards

A free magazine on European films available in theatres

A European website offering news and reviews about...
A'European Cinema' channel on YouTube

More festivals-events dedicated to European cinema in...

A transnational 'European Cinema' VOD platform

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Very interested M Rather interested B Notvery interested Not at all interested
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Innovative distribution attentional Readwal ISR

» 50% of Europeans support ‘day-and-date VOD’, 50% support ‘event-driven screening’ and
46% support ‘ultra VOD'.

Alternative cinema distribution

Day-and-date VOD

Ultra VOD
Crowd ticketing

Sneak previews

Event-driven screening [N A S

Crowd funding W
| | | |

B Very interested B Rather interested B Notvery interested Not at all interested
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Opinions about National cinema attentional he2diey

| like the actors (9%).

It is amusing, entertaining and fun (6%,).

* The story is close to my reality and speaks to me (5%).
« | want to support the cinema from my country (5%).

» Actors are talented (4%).

 ltis realistic (4%).

* |t reflects our culture and society (4%).

* |tis of good quality, well-made (4%).

| like our national comedies (4%).

...12% don't like their national cinema in general...
...up to 22% in Croatia and 19% in Spain.
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Opinions about US cinema attentional 1§27

« They have good special effects (17%).

« They have super-productions with big budgets (11%,).
« It is full of action (9%).

| like the variety of movie genres (8%).

* | like the actors (8%).

 |tis of good quality, well-made (6%).

« Actors are talented (5%).

It is mind-blowing, big, spectacular (3%).

...5% don’t like US cinema in general...
...up to 11% in Croatia and 11% in Romania.
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Opinions about European cinema attentional Rsad™®)

It is different, quirky (6%).

It shows other cultures and other countries (6%).
It is creative, innovative, original (5%).

It is of good quality, well-made (4%).

| like the actors (3%).

...9% don't like European cinema in general...
...up to 16% in France and 14% in Italy.
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Film Database
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Film sample attentional Rsad™®)

National films

US studio films

European films F¥c) yoLf =

11111

(BO hits & ‘arthouse’, K- =

CLOUD ATIAS

[}
[
i

i
iy — *
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Films | know, | saw and liked
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Recent European films

The Intouchables

Astérix and Obélix: God Save Britannia
Taken 2

Sammy 2: Escape from Paradise
StreetDance 2

Pinocchio

The Artist

Niko 2: Little Brother, Big Trouble
The Impossible

The Woman in Black

Tad, the Lost Explorer

The Best Exotic Marigold Hotel
Koko and The Ghosts

Father of Four: at Sea

Pirates! A Band of Misfits
HOUBA! On the Trail of the Marsupilami
The great bear

Love

A Royal Affair

The Famous 5

Hanni &Nanni 2

Nativity 2: Danger in the Manger!
Barbara

Recent European films

38 % 37.% 24 % The Intouchables 38 %
34 % 42 % 24 % Astérix and Obélix: God Save Britannia 34 %
25 % 39 % 36 % Taken 2 25 %
21 % 43 % 36 % Sammy 2: Escape from Paradise 21 %
20 % 35 % 45 % StreetDance 2 20 %

17 % 31% 52 % Pinocchio 17 %

17 % 44 % 39 % The Artist 17 %

16 % 36 % 48 % Niko 2: Little Brother, Big Trouble 16 %

16 % 34 % 50 % The Impossible 16 %

16 % 34 % 50 % The Woman in Black 16 %

15 % 26 % 59 % Tad, the Lost Explorer 15 %

12 % 28 % 50 % The Best Exotic Marigold Hotel |[IEPEA

12% | 17% 72 % Koko and The Ghosts [lFEEA

11% | 18% 71 % Father of Four: at Sea [IEEEZ
11 % 34.% 55 % Pirates! A Band of Misfits [IFFEA
11% 25 % 64 % HOUBA! On the Trail of the Marsupilami [IEFEZ
11% 25% 65 % The great bear |[IE¥EA
10 % 35 % 55 % Love [ETEZ
10 % 29% 61% A Royal Affair TR

9% | 18% 73 % The Famous 5 [IEEA

8% 20% 72% Hanni &Nanni 2 [IEEA
7% 23% 702 Nativity 2: Danger in the Manger! [EEZ

% 21% 74 % Barbara XA

20% 40% 60 % 80% 100 % 0% 10% 20% 30% 40% 50% 60% 70%

0%

B Seen M| heard of it but did not see it

B | never heard of it

B Seen Wmlsawitandlikedit ™ Isaw itbutdidn'tlike it
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Films | know, | saw and liked
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Recent US films

Madagascar 3: Europe's Most Wanted 61% 34% 5 %

Ice Age: Continental Drift 49 % 45% 6%

NEL 43% 46% 10%

Brave 43% 39% 18%

The Hobbit: An Unexpected Journey 38% 52% 10%

The Twilight Saga: Breaking Dawn Pt 2 36% 55 % 9%

The Avengers 34% 40% 26%

Prometheus 31% 43% 26%

The Adventures of Tintin 28% 43% 29%

Wreck-it Ralph 25% 38% 37%

We bought a zoo X 31% 55%

0% 20%

m | heard of it but did not see it

40% 60 % 80% 100 %

MW Seen M | never heard of it

Recent US films

Madagascar 3: Europe's Most Wanted
Ice Age: Continental Drift

Skyfall

Brave

The Hobbit: An Unexpected Journey
The Twilight Saga: Breaking Dawn Pt 2
The Avengers

Prometheus

The Adventures of Tintin

Wreck-it Ralph

We bought a zoo

10% 30%

MW | saw it but didn't like it

-10% 50% 70% 920 % 110 % 130 %

B Seen MW |sawitand liked it
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Films | know, | saw and liked
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European films from 5 years ago

Mr Bean's Holiday

Flushed Away

Perfume: The Story of a Murderer
Arthur and the Minimoys
The Queen

Volver

The Lives of Others

Katyn

Donkey Xote

The fox and the child

Lissi and the Wild Emperor
4 Months, 3 Weeks, 2 Days
Azur &Asmar

Persepolis

Nocturna

Irina Palm

H Seen

41 %

4

0 %

32%

28 %

20%

19%

14%

13 %

12%

11%

11%

10%

9%

8%

16 %

5 %

5% 14%

27 %

23%

26%

24%

18 %

22%

18 %

22 %

25%

25%

42 %

53 %

33%

37%

21%

35%

43 %

30%

27 %

48 %

59 %

65 %

62 %

65 %

71%

68 %

73 %

70 %

79%

81%

0%

20%

M | heard of it but did not see it

40 %

60 %

80%

B | never heard of it

100 %

European films from 5 years ago

Mr Bean's Holiday

Flushed Away

Perfume: The Story of a Murderer
Arthur and the Minimoys
The Queen

Volver

The Lives of Others

Katyn

Donkey Xote

The fox and the child

Lissi and the Wild Emperor
4 Months, 3 Weeks, 2 Days
Azur &Asmar

Persepolis

Nocturna

Irina Palm

H Seen

0%

m | saw it and liked it

80%

60 %

20% 40%

B | saw it but didn't like it
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‘Old’ European film platforms
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European films from 5 years ago - On which platform

Irina Palm Cinema; 36 % VHS or DVD; 27 % FreeTV; 19 % PayTV; 16 % 29U
4 Months, 3 Weeks, 2 Days 34% 23 % 23 % 16 % 5%
Volver 33% 28 % 28 % 9% 2
The fox and the child 31% 28% 19 % 19 % 3%
Persepolis 31% 34 % 20% 11% 5%
Katyn 29% 26 % 30 % 13 % 3%
The Lives of Others 28% 32% 26 % 11 % 4%
The Queen 26 % 31% 26 % 12 % 4%
Perfume: The Story of a Murderer 26% 31% 29% 11% 3%
Lissi and the Wild Emperor 25% 29 % 26% 16 % 4%
Flushed Away 24 % 43 % 21% 12% 19
Arthur and the Minimoys 23 % 30 % 32% 12% 2
Donkey Xote 20% 43 % 16 % 16 % 5%
Mr Bean's Holiday 17% 40 % 16 % 2%
0% 10% 20% 40% 50 % 60 % 70% 80 % 90 % 100 %
® Cinema M VHS or DVD M Free TV ®Pay TV ®mVOD
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Film preferences attentional =27y

* In summary:

 Recent European films have been seen by typically 15% of
European film consumers. For recent US films in our survey this number is about 35%

« Figures are very similar for ‘recent’ European films vs. ‘older’
films

« Around 80% of ‘old’ European film legal consumption is equally
balanced between cinema, home video and free TV

« European children’s films travel very well through DVD/VHS
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Film awareness

atte ntiona' Eﬂm harris

an instinct for entertainment inkemnational

European film consumers are
more aware of US films (red)

than European films (light blue).

National films (light orange)
show a lower awareness than
US films, but higher than
European.

When selecting only the top
40% in budget, awareness
increases (dark blue and dark
orange), following the pattern
US>Nat>Eu

Old films have higher
awareness, possibly due to TV
distribution

S90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Awareness of films among survey respondents

mTotal awareness

Awareness for the top 40% (movies with higher budget)

il

RecentUS RecentUS Recent Qld Recent Qld Recent
films: Adults  films: European European European European National
Children films: Adultsfilms: Adults films: films: films

Children Children
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Film viewing and satisfaction

atte ntiona' Eﬂm harris

an instinct for entertainment inkemnational

Viewing

60%

50%

40%

30%

20%

10%

D% T T T T T
RecentUS  Recent US Recent  OCldEuropean  Recent  CldEuropean  Recent
films: Adults films: European  films: Adults  European films: National films

Children  films: Adulis films: Children
Children
Satisfaction

100%

90%

80%

60% T T T T

Adults: US films  Adults: European  Children: US films Children: European  National film

films films

Respondents are more
interested in watching US films
than European films.

National films rank last,
suggesting a bias against
national films

Public find US films more
enjoyable than European.
National films again rank last.
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Survey + database results attentional feadwal

More conclusions

Awareness for EU films is higher if they are shot in the respondents’ national
language.

Viewing and satisfaction are consistent across languages.

Awareness, viewing and satisfaction seem to be consistent among genres.
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i endum!l
S u rvey + d a ta b a S e re S u |tS ggneag.etr!w?a?ng! inlewnationsl S
Awareness Viewing

- The higher the film budget is and the Budget Strong Strong

more countries where the film is

released, the more aware the public is # countries where it’s

and the more they want to watch it released Strong St rong
- The relationship between strength of

release and awareness is weak (possibly % of screens over the

due to seasonal factors) first weekend Wea k Wea k
- Thereis no relationship between the

prizes and the awareness of a movie # Prizes None None

- The more festivals a movie is in, the less
the public seems to be aware of it (falls
into specialised niche?)

# Festivals where the
movie is present
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A Study in Progress...
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Next steps attentional 5277

To Come:
Portraits of Key Consumer Groups

Analysis of Country Variations
Marketing with the most Impact

More on the key characteristics that
enable European films to travel

20t May 2013 Cannes 49



Merci Beaucoup!

20t May 2013 Cannes 50



attentional Eﬂm harris

an instinct for entertainment inkemnational

European Film Study:

a Current and Future Profile of
European Film Consumers

david.graham@attentional.com
arnaud.dupont@headwayinternational.com

Arnaud Dupont
Headway International

David Graham
Attentional Ltd.

alejandro.macias@attentional.com
benoit.landousy@headwayinternational.com

Alejandro Macias
Attentional Ltd.

Benoit Landousy
Headway International

20t May 2013 Cannes 51



