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Welcome to this,

our latest report exploring
iInnovation and change in
European cinemas.

UNIC, the Union Internationale des Cinémas/Interna-
tional Union of Cinemas, is the European grouping of
cinema trade associations and key operators, covering
39 territories. We promote the social, cultural and eco-
nomic benefits of a vibrant cinema-going culture and
seek to provide an influential voice for cinemas on is-
sues of shared interest.

Following the recent challenges experienced by our
sector, the recovery of European cinema-going is now
well advanced, driven in large part by continuing efforts
to make the Big Screen experience ever more engaging,
diverse and immersive.,

Key to this, remains investment in innovation by cinema
operators and their partners. This report explores how
the sector continues to embrace new technologies and
drive, navigate new consumer trends.

As our partners across the value chain and national
governments consider the future of our industry, we
hope that this report helps further position cinema
operators at the centre of their growth strategies.

Enjoy the read!

Phil Clapp

CEO of the UK Cinema Association
and President of the International
Union of Cinemas
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What's new
In European
cinemas?

A Journey
Through
Innovation
in European
Cinemas

Cinema-going in Europe has become an ever more
engaging, diverse and immersive experience thanks to
creative entrepreneurship and ongoing investments in
innovation by cinema operators and their business part-
ners — even in challenging times.

European cinema operators stand tall as global leaders,
setting the pace with cutting-edge technologies and
creative solutions both within and beyond the screening
room. This commitment has also played a pivotal role in
bolstering box office results and fuelling the industry’s
recovery after a global pandemic.

In 2023, the 39 territories represented by UNIC wit-
nessed a remarkable 25% increase in box office revenue,
soaring to an impressive 7.2 billion. This success story is
a testament to the visionary investments made by Euro-
pean cinemas — while navigating the challenges of rising
operational costs and inflation — marking a trajectory of
growth and resilience.
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The digital revolution, a milestone pioneered by Europe-
an cinemas, saw an investment exceeding €1.5 billion in
the transition to digital projection. This monumental
shift not only transformed the cinematic landscape, but
also laid the foundation for subsequent innovations.
Today, the industry boasts premium cinematic experien-
ces, streamlined operations, and sophisticated audience
engagement strategies, to name just a few examples.

As the world grapples with the imperative of sustain-
ability, European cinema operators have also embraced
a new approach. Investments in greening initiatives,
coupled with a focus on diversity and inclusion, reflect
the industry’s commitment to responsible growth.
Acknowledging the significance of these endeavours,
EU, national, and local support remain instrumental

in driving positive change in the sector.

European cinemas are where
the cinematic experience
evolves into an immersive
journey like never before.

European cinemas — regardless of size or location — are
where tradition meets the future, and the cinematic
experience evolves into an immersive journey like never
before, as you will discover in this brochure.



In a world where people are
spoilt for choice when it comes
to watching films and enjoying
out-of-home activities, cinemas
need to constantly think about
the best way to get audiences in.
Strategies for staying competitive
in an ever-changing market are
vital to the industry’s future
success, and the sector must
remain responsive to emerging
trends and shifts in consumer
behaviours.

How can cinemas be more ac-
cessible and inclusive? How do
cinemas engage with audiences
through social media and digital
marketing? How do they under-
stand audiences’ preferences
and behaviours?




Accessibility

Cinemas are becoming increasingly
inclusive and engaged in diversifying
their programming and services to
cater to all audiences, regardless of
their cultural, educational, social

or ethnic background. In this regard,
accessibility and inclusion is a key
work stream - which includes the built
environment and facilities, accessi-
bility of communications and through
different senses, as well as economic
and social accessibility.

Digital film distribution has increased the opportuni-
ties for viewers to enjoy films in a cinema, regardless of
their individual characteristics. This requires develop-
ing new operating models, cooperating with disability
organisations and taking audiences’ specific needs into
account,

Supporting initiatives that encourage diverse cinema at-
tendance, such as technologies fostering accessibility for
audiences with physical and sensory disabilities, like

deat/hard of hearing or blind/visually impaired, is for
example crucial. According to the British start-up Built
for Good Technology, 9 to 12 million British people are
deaf, deafened or hard of hearing — almost 20% of the
adult population. In the EU, this group is estimated at
over 50 million. The prevalence of disabilities rises with
age and European demographics are shifting towards an
increasingly older population. Services that promote the
accessibility of film screenings include, for example,
subtitling and audio-description. Subtitling for deaf,
deafened or hard of hearing people can be open cap-
tions on screen, visible to all viewers, which not only
display dialogue, but also text describing sounds, sound
effects, speaker identification, music, and other auditory
information not conveyed in speech. Alternatively, there
is also a growing number of personal devices on the
market providing closed captions through a mobile app
or smart glasses. Similarly, for blind or visually impaired
audiences, audio-description is available and designed to
enjoy a film through the use of headphones or a mobile
app, with a narration of the film which describes the
visual elements of the scenes on screen. A growing
number of cinemas are also offering autism-friendly and
dementia-friendly screenings.

Autism-friendly screenings,
Glasgow Film Theatre,
United Kingdom.



Picturehouse Cinemas, Cineworld’s arthouse branch in
the UK, boasting 29 cosy and arty venues with a total of
86 screens, were the first UK cinema group to introduce
autism-friendly and dementia-friendly screenings. In
addition, the group commits to hold regular captioned
sessions each week for audiences with hearing loss and
audio-description screenings across their sites for audi-
ences with visual impairments. Dementia-friendly and
autism-friendly screenings offer a relaxed option to en-
joy the Big Screen in a safe, comfortable environment.
Adaptations for these screenings include lower volume
levels, lighting left on low, the removal of adverts and
trailers, increased signage around the building, and ad-
ditional staff training to ensure their confidence in pro-
viding customer service to audiences with additional
needs.

Odeon Cinemas Group is Europe’s largest cinema opera-
tor, with leading brands in the UK, Ireland, Spain, Italy,
Sweden, Finland, with a strong presence in Norway,
Germany and Portugal, counting 278 cinemas and 2,500
screens overall. In the UK and Ireland, they have devel-
oped an umbrella inclusion programme “Open for all”
to allow guests and communities to find content suitable
for them. The accessibility strand of this programme
also includes autism-friendly and dementia-friendly
screenings. As part of their regular programming, Ode-
on Cinemas also include screenings with audio-descrip-
tion and open captions in order to make accessibility a
standard practice. In recent years, Odeon’s accessibility
film programming has been streamlined to ensure that
all guests can access the big blockbusters at peak times.

Glasgow Film Theatre, a Scottish independent and com-
munity-driven cinema built almost one century ago, is
strongly focused on accessibility. Its Access Film Club
includes autism-friendly screenings, with introduction
and post-film chat led by an autistic host who can

offer information and volunteers with autism-awareness
training on hand to answer any questions. The initiative,
organised together with National Autistic Society Scot-
land, also includes a quiet room available for anyone
who wants to take time out of the screening for any
reason, a calm kit and a glow stick if visitors need
assistance from the usher.

9 to 12 million British people are

deaf, deafened or hard of hearing.
In the EU this group is estimated

to include 50 million citizens.

The Spanish circuit Odeon Multicines with 15 sites
across the country, holds special screenings for visitors
with autism. In these shows, the volume is lowered, the
lights in the auditorium are dimmed and there is no
pre-show, with the films starting at the scheduled time.
Odeon Multicines has noticed that these measures
considerably lower the stress level of people with this
condition, a stress that cinema cause.

ODEON ODEON ODEON

( DIVERSE CINEMA )

[ NEWBIES ] ( KIDS )
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In the Czech Republic, “Kino pro kazdého” (Cinema for
Everyone) started in 2017 with the support of the Czech
Film Fund. Independent cinemas such as Bio Central in
Hradec Kralové, Kino Hvézda in Uherské Hradisté and
Oko in Sumperk invested in closed captions devices and
wireless audio-description for some screenings of Czech
films. This project meant equipping the DCPs of sub-
sided Czech films with subtitles for hearing-impaired
viewers and an audio-description track for visually im-
paired viewers.

Open for All,
Odeon Cinemas Group,
United Kingdom.

ODEON ODEON 0DEON

( SILVERS ] ( SPOTLIGHT )

ODEON

[ OPEN FOR ALL ]

Book your special showing at ODEON.CO.UK/OPEN-FOR-ALL/ or on the app

WE MAKE MOVIES BETTER

[ EVENT CINEMA ]
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Cinema Without Barriers is a Polish inclusion and The Irish Film Institute, [reland’s national film institute

The prevalence Of dlsa bllltles rlses accessibility project initiated in 2022 by Zamek Cultural offering independent cinema and organising various
= = Centre in Poznan, thanks to the financial support of film education programmes, festivals and retrospectives,
Wlth age and Eu ropean demog ra phlcs PFRON and continued within Europa Cinemas’ Collab- launched an accessible cinema pilot project in 2018, to
gy = - - orate to Innovate scheme. Cinema Without Barriers is explore the viability of making arthouse cinema accessi-
are Shlﬂlng towa rds a“ IncreaSIngly a project consisting of a series of regular screenings for ble to audiences who are blind/vision impaired or deaf/
- - visually and hearing-impaired audiences two days a hard of hearing. Following an access audit, technology
older population. Services that promote
my mgm B o project is looking to expand further in Poland and also events, the IFI started the regular accessible programme
the acceSSIb Illty Of lfllm screenlngs internationally in Slovakia, Slovenia, Hungary and Ro- which offers audio-description through headsets to

week in cinemas in Poznan, Wroctaw and Jarocin. The upgrades, some focus group meetings, research and test

= T |- mania from 2024. audiences with viewing disabilities and open-captioned
I“CIude Su btltllng and The accessibility side also includes the economic side, screenings to audiences with hearing disabilities.
= = = with cinema tickets at 5 PLN, the equivalent of €1. Targeting and promoting directly to relevant interest

aUd|0'descrl ptlonl Once a month a particular film becomes the keynote groups and supporting agencies served to spread the
of a Meeting Without Barriers, during which an expert word, as well as helping the IFI develop their audience
discusses an issue related to human rights, sustainable for accessible cinema. A Collaborate to Innovate sup-
development and democratic values. In February 2024, port from Europa Cinemas assisted cinemas in embed-
the first Forum Without Barriers took place at Zamek ding the programme further in their regular cinema
Culture Centre over three days, an event intended for offering. The Irish Film Institute has also introduced
the cinema industry, discussing issues of accessibility open-captioned screenings in their monthly film pro-

and social inclusion. gramme for senior audiences, which was welcomed.

Although accessibility initiatives are spreading across
European cinemas, devices offering closed captions

or audio-description are still a fairly niche and costly
technology and cinemas would welcome public support
to invest and have dedicated staff to accompany
dementia-friendly or autism-friendly screenings.

Dementia-friendly screenings,
Picturehouse Cinemas,
United Kingdom.




A number of companies across
Europe provide solutions with
personal devices, mobile apps,
side screens or smart glasses
delivering closed captions or
audio-description.

Among those, mobile app is a French/
Belgian project aiming at providing written or audio
subtitles, audio-description and dubbing versions for
3 films per week (to be further extended) for disa-
bled or non-native audiences. This technology tar-
gets both visually and hearing-impaired audiences
and language minorities or expats not speaking the
local language. The mobile app can be complemen-
ted by smart glasses or headsets, according to the
audience’s needs.

The smart glasses project

was developed by Built for Good Technology
in 2023, thanks to the support of the UK Cinema As-
sociation. Glasses show captions in augmented real-
ity and synchronised with the film, which can be
displayed in any language. Settings can be modified
through a connected remote to change the position,
size and colour of the captions. The pilot project was
launched in the UK at the beginning of 2024 and in-
tends to expand in Europe in the medium-term.

Is a mobile app launched by the German tech-
nology-based social business Greta & Starks that en-
ables people with sight or hearing loss to experience
fully accessible cinema. It also includes foreign lan-
guage subtitles and audio versions for an interna-
tional audience. As of today, more than 400 films are
fully accessible with Greta app, which plays the ex-
isting audio-descriptions for sight-impaired audienc-
es or subtitles for hard of hearing individuals at any
time, place, or screening - in indoor and outdoor
cinemas, at home or at school.
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Diverse cinema screening
with Dark Matter, Picture-
house Cinemas, United
Kingdom.

Inclusion

& Diversity

A growing number of operators

are committed to serving the fullest
diversity of the community, with in-
vestment in access, awareness and
participation of underprivileged
people, social and community initia-
tives to widen the demographic and
social make-up of audiences.

The initiative of “Ticket suspendu” started in France a
few years ago and has since been replicated around Eu-
rope, with visitors invited to buy an extra cinema ticket
upfront from the cashier, which will be given to some-
one who cannot afford it.

Glasgow Film Club, organised by Glasgow Film Theatre,
is a safe place for audience to socialise and explore
films, in a welcoming and casual environment, open

to anyone for free to chat about films with no need to
register. The programme is combined with a sliding
scale scheme, where people of varying incomes decide
to pay what they can for a newly released film, from £0,

£2, £4, £6, £8, £10.

Queen'’s Film Theatre in Belfast, Northern Ireland’s
leading independent cinema, embarked on a 3-year
research and development project targeted around
diversity and inclusion. In this project, QFT is focusing
on developing ethnically diverse audiences and audi-
ences on lower incomes. The first period of bench-
marking is currently coming to a close, with prelimi-
nary results showing audience attendance for films with
ethnically diverse and working-class stories and audi-
ence profiles based on ACORN demographic segmenta-
tion. Over the next two and half years, QFT will test
initiatives around price, programming, partnerships,
and marketing and use the research to measure their

etfects to produce a well-rounded approach to audience
development. Although most interventions will be de-
vised according to the results of the research and focus
groups, one of the first initiatives will be the collabora-
tion with the local food bank, to offer complimentary
tickets and popcorn. Another strategy would consist in
encouraging existing customers to try out more diverse
cinema, by highlighting those titles well in advance and
improving the awareness of them with a dedicated pro-
motion.

“Diverse Cinema” is a programme developed by
Odeon UK & Ireland aimed at celebrating the power of
diverse film making and storytelling on the Big Screen.
“Diverse Cinema” includes a programme dedicated to
showcasing Black filmmaking talent with added con-
tent, like Q&As, to help stimulate a conversation.

The programme is always active and not just for Black
History month, although that gives an added focus.
Odeon UKI also partners with collectives to ensure to
showcase diverse cinema during other key celebrations
such as Pride.

reDISCOVER

GIRRRL!

BLACK SISTERHOOD
ON SCREEN

Pickise

dark
maeer




Barbie screening in Ukrainian,

Helios Cinemas, Poland.

Similarly, Picturehouse developed a tailored programme
on diverse cinema as part of their inclusion approach.
When cinemas closed in 2020, Picturehouse took the
opportunity to analyse existing audiences and pro-
grammes to begin a process of examining how they
could help make the industry more diverse, inclusive and
representative. On reopening, Picturehouse made a spe-
cific commitment to reach and retain Black audiences,
increase representation on screen, and celebrate Black
filmmaking talent. Working closely with Dark Matter, a
collaborative marketing agency focused on connecting
with Black audiences on this activity, Picturehouse
looked at how they could achieve this. After nearly three
years of work, they have delivered a wide range of activi-
ties, including retrospectives of iconic Black talents with
panel discussions, in-cinema events to amplify new re-
leases within the Black community, and short film nights
giving a platform to emerging Black filmmakers — all
with the aim of bringing different corners of the Black
community together in order to celebrate cinema.

f;_ :

Hel1os y Blue C.1ty 3anpomye
Ha (igbM B yKpaiHOMOBHIH Bepcii!

”Bap6

He nponyc'rrrb cech TA npn,u;ﬁ'anfre
KBHUTKH BKe CBOI‘O,Z[HI'

BOHA - LIE BCE.,
BIH - MPOCTO KEH.

“VKHO
20 AUIMNHA

Baire micTo, Bamie KiHo

Twoje miasto, Twoje kino

nepesipUTyH periepryap: www.helios.pl/seans_ua
.

www.helios.pl

[J1HELIOS

Transmit Cinema is a project launched by four French
independent cinemas and supported by Europa Cine-
mas scheme Collaborate to Innovate, which aims to
raise awareness and train professionals from the so-
cio-cultural world in arthouse cinema, so that they can
take ownership and bring groups of visitors to discover
these films in cinemas. Transmit Cinema wishes to pro-
pose training courses on cinema to professionals of lo-
cal organisations, cultural mediators and social workers.
The training is developed by professionals working in
the field of popular culture and popular education
based on the realities of each one in terms of cine-
matographic knowledge, while questioning the vision of
each group in order to change mental boundaries and
allow access to European arthouse films.

Cinemas in Poland, the Czech Republic, Slovakia,
Romania and the Baltics have also proven their sense
of community and inclusion by organising a large num-
ber of actions to support Ukrainian citizens fleeing
from the war. In the first months of the invasion,
cinemas in neighbouring countries offered shelter to
Ukrainian refugees, collected donations and sent
supply buses to Ukraine. Special film cycles focused
on Ukrainian cinematography were programmed all
across Europe, to show support to the Ukrainian film
industry and to offer Ukrainian refugees a cinematic
experience in their native language. For example, in the
Czech Republic the Integration Centre Prague and the
Czech distributor Aerofilm organised several screenings
of Ukrainian films across the country in 2022. In Po-
land, films with dubbing or subtitles in Ukrainian are
still held in the regular repertoire of Helios Cinemas,
the largest Polish cinema chain in the country with

54 sites and 304 screens. Indeed, 39% of the total
tickets sold for Barbie at Helios Warsaw Blue City
were registered for screenings in Ukrainian version.
Also, Multikino, Vue’s Polish branch, continues to host
Ukrainian dubbed screenings since the war broke out,
providing free entries for Ukrainian refugee children
and their guardians.
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Cinemas are often

the initiators of inclusion-
driven initiatives even
beyond their walls,

with screenings
organised in hospitals,

IN prisons or in recep-
tion and identification
centres for migrants

and refugees.

Last but not least, cinemas are often the initiators of
inclusion-driven initiatives even beyond their walls,
with screenings organised in hospitals, in prisons or

in reception and identification centres for migrants and
refugees. For example, six independent cinemas in
Greece launched the initiative “Hope on the Big
Screen’, which consists of 20 screenings in 20 different
centres and accommodation facilities located in the
mainland hosting refugees, stateless individuals and
asylum-seekers. The Italian independent arthouse group
Anteo Spaziocinema organised a cycle of screenings
with following debates in San Vittore prison in Milan,
with the goal — besides entertainment and recreation —
to propose a cultural pathway and give the inmates the
opportunity to express the emotions aroused by watch-
ing the films.
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Creative social
media presence,
Cinema Victoria,
Italy.

Cinemas have developed
innovative ways to reach
and attract current and
new audiences to their
venues, especially in the
digital world. The online
presence of exhibition
companies and cinema
groups doesn’t only in-
tend to promote their pro-
gramming and activities,
but also highlights their
brand, their values and the
experience they offer to vi-
sitors.

Social media has been used by cinemas for their mar-
keting activities for more than a decade, but the content,
tone and format used on these platforms are constantly
evolving. Cinemas are using social media to build on-
line communities, showcase their venue to a broader au-
dience, engage with film fans and leverage buzz around
new releases.

User-generated content is an increasingly strong market-
ing segment — people trust the opinions and thoughts of
their friends, peers and popular figures. UGC is content
created by a user, who is usually an existing fan and
customer of the brand/company, which is then handed
over to the brand to distribute on their channels. Influ-
encer marketing, on the other hand, involves a brand
partnering with an influencer to create content that they
will post on their own platforms to their existing fol-
lowers as a means of leveraging that following, and be-
ing introduced to new audiences. According to DX
report “Film Forward”, the influencer marketing indus-
try had an estimated growth of approximately $21.1 bil-
lion in 2023.
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In 2022, Cineworld, the second largest cinema chain in
Europe with over 230 cinemas across UK, Poland, Ro-
mania, Hungary, the Czech Republic, Bulgaria and Slo-
vakia, partnered with TikTok to raise awareness of their
4DX extreme cinema experience. Over 100 influencers
were invited to the first ever “Creator Day”, an exclusive
event where TikTok content creators were given a
demonstration of 4DX during which they were encour-
aged to film their experience for their followers. The
content from the event went viral, generating over 52
million views on TikTok and over 8 million engage-
ments. In 2023, Cineworld’s Creator Day returned and
this time over 250 influencers experienced ScreenX as
well as 4DX. Creators filmed both formats in action and
shared content to their channels that garnered over 10.8
million impressions and raised awareness to a brand
new younger audience.

Cinemayx, the leading cinema operator in Slovakia with
branches in Romania and Czech Republic, has recently
embarked on a journey to redefine audience engage-
ment. At the heart of this innovation is the integration


https://www.dx.tech/e-book/film-forward-an-operators-guide-to-elevating-cinema-marketing

of local influencers into each branch’s promotional ac-

tivities. Cinemax has strategically appointed influencers
in each locality where it operates according to their spe-
cific demographic nuances, ensuring a personalised and
authentic connection with the community. These influ-
encers serve as cultural connectors, bridging the gap be-
tween the cinema and its audience. Their local
influence, credibility, and deep-rooted connections ena-
ble Cinemax to attract a diverse range of cinema-goers
that might otherwise remain untapped. By collaborating
closely with these influencers, Cinemax designs cam-
paigns that go beyond conventional advertising, foster-
ing a sense of community and shared enthusiasm for the
cinematic experience. For instance, Cinemax’s influenc-
er in Bratislava, who specialises in engaging young
adults, has initiated targeted campaigns promoting late-

night screenings, student discounts, and exclusive

cvents.

TikTok remains the fastest-growing social platform in
2023, with 1.92 billion subscribers and 1 billion monthly
active users globally. The Chinese social media giant
claims close to 150 million users in the EU, spending
around 90 minutes per day on creating and watching

o
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user-generated videos. According to a survey conducted
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TikTok campaign,
Cineplex, Germany.

Local Influencers,
Cinemayx, Slovakia.

in 2023 by TikTok Italy, content about cinema and
shows is very popular on this platform, with 1.26 billion
views globally, with a year-on-year increase of 622% in
content research on TikTok. 1 out of 2 TikTok users has
decided to watch a film or a show after having seen re-
lated content on the platform (trailers, memes, behind-
the-scenes, reviews, etc). The hashtag #FilmTok has over
18 billion views to date. 49% of TikTok users are aged
between 25 and 45, but its largest active audience re-
mains the Gen Z — the cinema audience of the future —
who in five years will reach their greatest earning
potential, and therefore their highest purchasing power
potential.

Cineplex, the German association of 26 family-owned
companies that operates over 90 cinemas in 70 cities,
was among the first major cinema brands to establish it-
self in the customer loyalty of the young audience with a
very successful TikTok channel. At least 25 spots are
produced every month, presenting the new film pro-
gramme, showing everyday situations in the cinema and
asking staff and customers alike about all kinds of film
topics. Individual clips have a reach of over one million
views. The offer is supplemented by clips of individual
films created exclusively by distributors.

$21.1 billion

WAS THE ESTIMATED GROWTH
OF THE INFLUENCER MARKETING
INDUSTRY IN 2023
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1outof2
TikTok users
has decided

to watch a film
or a show after
having seen
related content
on the platform.

WITH

1.92 billion

SUBSCRIBERS AND

1 billion

MONTHLY ACTIVE USERS
GLOBALLY TIKTOK REMAINS
THE FASTEST-GROWING
SOCIAL PLATFORMIN 2023

18 billion +

VIEWS OF THE HASHTAG
#FILMTOKTO DATE




Lillehammer Kino, a 5-screen film theatre in the south-
ern part of Norway, is very successful at engaging the
staff in creating TikTok and Instagram content promot-
ing the value of cinema-going and the experience that
the audience can get when visiting their venue.

Cineworld’s TikTok account has racked up 30 million
organic views since its inception in February 2022. Ac-
cording to the group’s Senior Social Content Executive,
“It’s figuring out funny ways to bring films into the vide-
os without explicitly saying, ‘Go and watch this’. You
can make jokes in a way you can’t on other platforms,
and it’s okay to make those jokes. With content that of-
ten pushes the sentimental value of cinema — popcorn,
plush leather seats — TikTok is not a place to be under-
estimated.”

Instagram is an already established social media popular
both among millennials and Gen Zers, which is widely
used by cinemas, with more and more tailored content,
visuals and animations specifically designed for this
platform, thanks also to the growing use of user-friendly
design software like Canva. Similarly to TikTok, Insta-
gram’s use is pivoting more towards user-generated vide-
os like Reels and Insta stories, where the cinema staff
can record live what is going on in the cinema during
events with talents or themed parties, creating catchy —
indeed Instagrammable — content.

A valuable example of this trend is brought by the
10-screen multiplex Cinema Victoria located in Modena,
Italy, where the daily life at the cinema is narrated live
on the cinema’s Instagram and TikTok accounts by the
cinema manager. Themed decoration of the venue for
long-awaited releases such as Barbie or Wonka, TikTok
dances, video film reviews, new film merchandise and
bar offerings are among the content featuring on Cine-
ma Victoria’s social media. With over 28,000 Instagram
followers in a town of less than 185,000 inhabitants,
Cinema Victoria succeeded in creating an engaged online
community which turned into active cinema visitors.

Letterboxd defines itself as “the social network for film
lovers”, founded in 2011 by two entrepreneurs in New
Zealand and then acquired by a Canadian holding com-
pany. It recently topped 13 million registered accounts
with 50% of users under the age of 35. The platform al-
lows users to write film reviews, create shareable film
rankings and film lists on any topic or genre, create
watchlists, rate films and keep a diary of film watching.
Since December 2023, users in the US, Canada, Austra-
lia, New Zealand and the UK & Ireland can benefit
from a new showtimes feature, which provides access to
real-time information about film screenings over the
coming seven days. In the US alone, approximately
9,000 screens are indexed, with cinemas encouraged to
opt in to share their showtimes, whether they be reper-
tory screenings at arthouse cinemas, or new multiplex
releases. Several British cinema groups like Curzon, Pic-
turehouse and Cineworld have already established their
online presence on this platform, creating curated lists
and publishing editorial content, showing how cinemas B
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Filming content for TikTok,
Cineworld, United Kingdom.
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igital marketing
and data analytics

Digital marketing is the |eading By understanding data, cinemas can achieve greater op-
marketing approach for cinemas erational efﬁciency and deliver better audience-driven

. o programming. By tracking demographics, visit times,
n -I‘ e: t;nt yearst,_con;plemen:mg booking patterns, and film preferences, cinemas can
printed promotiona supp_or Sor spot trends, forecast and adapt operations dynamically.
ads on press outlets. Having access Through digital marketing and data analytics, cinemas
to data, the skills and resources to can also target their communication according to the
analyse It, creates effective strate- audience profile, for example sending segmented emails
gies, cost efficiencies and enormous based on age, location, interests or membership tier,

advantages for cinemas specific offer according to purchasing habits or create

tailored rewards for special occasions like birthdays or
membership anniversaries. With forecasting tools, audi-
ence data can be used to make informed decisions re-

garding optimal screening times, promotional deals,
relevant F&B offers, and seasonal marketing activities.

Online ticket sales were already popular pre-Covid but
have further boomed recently due to visitors being more
tech savvy and more used to e-commerce platforms.

i Online ticketing — through websites or mobile apps —

3 facilitates data sharing of the audience’s purchasing

B ke ook habits with Customer Relationship Management and
NOS Cinemas, fully integrated digital marketing solutions.

Portugal.
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Vista Group

Vista Group provides many products to the global
cinema industry including dedicated digital marketing
and data analytics solutions.

Vista Group's latest solution, Oneview, brings together data

from across the Group's brands for exhibition executives to

leverage. With rich data insights from Vista, Numero, and Movio,
Oneview provides easy top-down visualisations of everything hap-
pening in cinema circuits for CEOs and senior leadership and ena-
bles them to instantly action insights in real-time across their circuit,
wherever they are.

Movio Cinema EQ is Vista Group’s new intelligent data analytics
and campaign management solution for cinemas. Leveraging
EQ’'s Propensity Algorithm, marketers can better target audi-
ences by predicting how likely an audience is to watch a gi-
ven film. With dynamic content capabilities and automated
triggered customer journeys, marketers can create highly
sophisticated, personalised digital interactions tailored to

their cinema-goers.

VISTA

GROUP

DX

Building for the future means empowering cinemas to offer mind-blowing expe-
riences before, at, and after the cinema visit. DX is developing the next-gen cine-
ma management solution for the entire cinema journey, while keeping up with
disruptive tech like Al or Web3.

Web3 ticketing for example offers secure, personalised experiences through
blockchain — with exclusive content and fandom. Another possibility is
combining Al and immersive tech. It allows fans to become co-creators

of film IP within a virtual community, expanding the cinematic universe
while engaging with their favourite stories. Additionally, Al-driven data
analytics will keep transforming cinema marketing, tailoring cam-

paigns to individual cinema-goers, their interests, and film connec-

tions to maximise impact.

The DX Tech Innovation & Cinema space is an aggregator for latest
cinema tech and marketing trends and projects.

> 4

BoxorFice

Boxoffice

Positioned at the heart of the global film industry, Boxoffice

fuses media, technology, and data to empower entertainment
providers worldwide. With an extensive network across Europe

and the Americas, Boxoffice unites 74+ million film enthusiasts un-
der the banners of influential media brands like AlloCiné and Adoro-
Cinema.

Boxoffice is transforming cinema marketing on a global scale with

Boost. In 2023, 200+ cinema chains have embraced the Boost Platform to
propel their online presence and revenue to new heights. With streamlined
showtimes distribution to major platforms like Google and TikTok to web-
sites built for customisation and automation, the Boost Platform played a
pivotal role in generating over half a billion dollars in box office revenue last
year, breaking new ground in the connection between cinema-goers and
exhibitors.

Pulse, Boxoffice's exclusive access point to the wealth of industry
data, creates easy-to-understand data and performance platforms
covering multiple aspects of theatrical distribution. As the trusted
source on showtimes data, Boxoffice brings its proprietary and
actionable data to studios in a user-friendly way in all major
theatrical territories across the globe.
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Showtime
Analytics

Showtime Analytics provides a suite of innovative data-powered solutions
to cinemas in order to understand, analyse and grow their business.

Many global circuits have advanced loyalty programmes and have invested in
RFM (recency, frequency, monetary) modelling before through a consultant, but
it was so manual that by the time the data had been collated and exported
back out it was no longer relevant. This manual analysis meant exhibitors
couldn’t react quickly enough to prevent losing customers and had no way

of seeing if their targeting strategies were working.

To counter this, Showtime created a way in which cinemas could ana-
lyse, not just their loyalty customers, but their entire base, and do it

in real time. Showtime can now record each customer’s RFM and
other attributes movements on a daily basis - so cinema circuits

can tie in the data to use with their marketing tools and see

how their strategies improve their scores.

For the first time in the cinema industry, the Showtime
Customer Analytics solution enables exhibitors to un-
dertake a strategic analysis of their entire base, ad-
dressing key executive level metrics such as Churn,
Retention & Lifetime Value.

SHOWTIME analyTicS

Compeso

As one of the top software companies in the cinema industry,
Compeso has proved in recent years that an excellent guest experi-
ence from the very beginning of the cinema visit - i.e. the purchase of
the ticket - CAN make a difference in numbers. With the help of state-
of-the-art web shops and apps, cinemas are offered the potential to in-
crease both their admissions and their concession turnover significantly.

At Compeso, the coming years will be all about cooperation with customers

and partners, facing the next challenges of customer retention, winning new
customer groups for cinemas, and increasing the frequency of both existing

cinema-goers and potential visitors - just to mention a few.

COMPESO



NOS, the largest cinema group in Portugal with 30 sites
and 214 screens, works with three different digital sales
channels, in addition to the cashier at the cinema venue:
the website, the mobile app and kiosks in the cinemas’
lobbies. The three digital channels all allow visitors to
buy cinema tickets and food and beverage, but also gift
cards and merchandise. Clients have to create their per-
sonal account to purchase online, which allows them to
receive personalised promotions and relevant communi-
cation. The online sales of NOS group went from 15%
in 2019 to 50% in 2023, whereas box office sales de-
creased by 34 percentage points. This is thanks to the
group’s digital strategy promoting online ticketing and
targeted digital marketing campaigns.

“Profiling Cinema” is a joint project of 15 arthouse cine-
mas located in Northern and Central Italy coordinated
by Anteo Spaziocinema in Milan and supported by the
Collaborate to Innovate scheme, which aims at develop-
ing a joint CRM tool for independent venues, to opti-
mise customer information collection and its subsequent
use for audience profiling. This approach includes re-
viewing the whole digital marketing and online sales
strategy of participating cinemas, giving higher value to
customers’ data. The ultimate objective is to offer tar-
geted communication before and after screenings, with
personalised content automatically delivered to custo-
mers when they search for information and after having
watched the film. A similar collaborative project has
been launched by nine Swedish cinemas coordinated by
the Swedish arthouse umbrella organisation Folkets Bio.
The nine venues have joined forces to create a market-
ing platform with data analytics and email marketing
tools, to enable targeted marketing based on customers’
previous purchases and preferences. All participating
cinemas use a shared ticketing system, Bio.se, for their
online ticket sales. Transaction data containing personal
information and film-related data is collected in re-
al-time and stored in a CRM platform, providing valua-
ble insights into audience behaviours. The project also
aims to gather information about visitors’ favourite

films, genres, languages, countries, actors, and directors
to inform them when a relevant film is screened nearby.

Nordisk Cinemas, the largest operator in the Nordics
with over 260 venues in Denmark, Sweden and Norway,
has also widely invested in online sales and digital mar-
keting through the Nordisk Film Cinema mobile app,
called NFBIO App in Denmark. In 2022 the app was
ranked within the top ten apps in the ‘Entertainment’

category at the internationally renowned Webby Award
Show. The NFBIO App was placed on the Webby Hon-
oree List (top 1) along with apps from Discovery+, Mar-

vel Unlimited and Star Wars. The mobile app allows

By tracking
demographics,
visit times,
booking patterns,
and film preferen-
ces, cinemas

can spot trends,
forecast and adapt
operations
dynamically.

users to discover the latest film releases, watch trailers
and read reviews. Showtimes can be easily checked and
the app intuitively streamlines the purchase process
from film selection to seat reservation. In addition, it is
possible to share the ticket cost with friends and follow
preferred films to receive personalised updates. Re-
al-time ticket notifications with a QR code to scan at the
cinema entry make access to the cinema very smooth.

ljietter Evenemang Presentkort
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NFBIO mobile
application,

Nordisk Film Biografer,
Denmark.
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Innovative
ancillary cont

“Sai de Cena”
podcast, NOS Cinemas,
Portugal.

As the cinema industry continues to
evolve, the integration of ancillary
content, such as podcasts, stands out
as a forward-thinking approach by
industry leaders. These initiatives not
only add value to the customer expe-
rience, but also contribute to building
a loyal community of film enthusiasts.
As cinema brands around the worlid
innovate, ancillary content proves to
be a powerful medium for creating a
lasting connection between audien-
ces and the magic of the silver screen.
Throughout Europe cinemas have
been expanding their ancillary offers.
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The Screen Spirit project in France aims to bring to-
gether the vibrant Twitch community with nine local
cinemas, creating a global platform for discussions,
events, and festivals. The bi-monthly cinema show on
the Twitch Screen Spirit channel is shot in cinemas and
invites the public to take part in discussions focusing on
new releases, box office results or heritage films and
filmmaking. The Screen Spirit project encompasses a
professional forum and an annual Festival event hosted
in partner venues but both available simultaneously on

Twitch.

While some cinemas innovate with new digital formats,
others have looked into a more literary medium. Maga-
zines have long been a traditional communication tool
for cinema-related content. Yorcker, the flagship cinema
magazine of Yorck Cinema Group in Berlin, has been
delivering quality editorial content since 1998. The maga-
zine, published seven times a year, features selected con-
tent chosen by an editorial team of film journalists and
cinema makers. Katorza, an arthouse venue in the West
of France, also has a unique approach to cinema explo-
ration through its monthly publication, Rosebud. The
Katorza team shares their favourite cinematic experienc-
es and guides readers and viewers to discover notewor-
thy films. With a focus on passion and curated content,
both Yorcker and Katorza showcase the enduring ap-
peal of print media in the digital age.



The Cinema + project launched by seven independent
cinemas in the Netherlands aims to curate bonus con-
tent in connection with specific films for which custo-
mers have purchased tickets, such as the ‘making of’ of
the film or earlier short films made by the same director.
Building on recent collaborations, including the integra-
tion of the Mycloudcinema ticketing platform, Cinema
+ focuses on data analysis, CRM tools, and a content
strategy.

Also embracing ancillary content in the Netherlands is
Het Ketelhuis, an independent cinema situated in an an-
cient gas factory in Amsterdam now turned into a cul-
tural district. The Ketelhuis Podcast, featuring a diverse
range of conversations about film with creators, actors,
and film experts, airs a new episode every Thursday and
is already at its 100th episode. The tagline, “Interviews,
reports, and reflections on Dutch film (and its sur-
roundings),” highlights the podcast’s commitment to ex-
ploring the rich tapestry of their national cinemas.

The podcasting trend extends beyond Dutch borders, as
evidenced by The Space Cinemas in Italy, Vue’s branch
with 34 sites across the country. Their high-profile pod-
cast, recognised among the top 50 best podcasts by The
Hollywood Reporter, led to the creation of the Movie
Talk programme. This initiative allows customers to en-
joy director Q&A sessions before or after screenings,

enhancing the overall cinema experience. The integra-
tion of podcasts and live discussions creates a unique
platform for interaction, adding value and excitement to
the cinematic journey.

Further innovating the podcast landscape is Cinemas
NOS, which launched its podcast in August 2023, “Sai
de Cena”. Targeting the 35-50 age group, the podcast
aims to reignite the passion for cinema. The engaging
format features light and entertaining conversations
about cinema experiences with famous cinema lovers,
influencers and brand ambassadors. The videocast for-
mat, comprising 6 episodes of 25-40 minutes each, cre-
ates a cosy atmosphere, discussing for example the first
film ever watched, character guests most identify with,
experiences at NOS Cinemas, but also creating cine-
ma-themed games.

As part of the programme UGC Cult, focusing on heri-
tage restored films, the France-based circuit UGC has
introduced the Flashback podcast which contributes to
the preservation of cinematic heritage and enriches the
cultural experience for its audience. The podcast has
become a valuable resource for cinephiles eager to ex-
plore the roots of filmmaking and adds an extra layer to
the cinema-going experience.

FILM & CAFE

BY CINEMAS NOS

N THE SPACE
STORIE DI CINEMA

_LON GIORGIO VIARO
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SEANCE
TENANTE

“Sai de Cena"” by NOS Cinemas, Portugal.

Séance Tenante, Pathé, France.

“Lost in The Space: Storie di cinema”

by The Space Cinemas (VUE International), Italy.
“Flashback” by UGC, France.

“Ketelhuis Podcast” by Het Ketelhuis, Netherlands.



As cinemas continue to innovate and
adapt, they have been embracing the
concept of eventisation to offer even
more exciting and personalised cine-
matic journeys for audiences world-
wide. This evolution goes beyond
mere film screenings, focusing on cu-
rating diverse and immersive experi-
ences for audiences. Eventisation in
cinemas is not just a trend but a trans-
formative shift in the way we consume
films. Tailor-made and curated events
showcase the industry‘s commitment
to crafting unique, immersive, and di-
verse experiences for visitors.

Certain films are just made for eventisation. Barbie saw
cinemas around the world creating very original events
around this much-awaited release of Summer 2023.
From themed screenings with a Barbie dress-code, to
Barbie box cardboard cutouts for photo sessions and

Eventising
film releases

Barbie-themed props, cinemas proved very creative in
terms on eventising this release. Vue’s “Bring a Ken”
campaign injected humour and community spirit into
the cinema space. By tying promotions to the names of
patrons, Vue created an inclusive atmosphere, fostering
a sense of belonging. The exclusive Barbie-pink Candy
Floss Tango Ice Blast or popcorn shared with a ‘Ken’
adds a playful touch to the cinema experience and
shows a new tailored approach to marketing films to au-
diences.

Vue also initiated a “Get Lost” campaign in 2020 which
was later updated, championing the immersive power of
the Big Screen. A pre-show film featuring John Boyega
and Ridley Scott highlighted the need to switch off your
phone and Get Lost in great stories. In 2022, the cam-
paign was updated across Vue’s eight European markets
in partnership with Universal with the added surprise
of Jurassic World dinosaurs to coincide with the release
of Jurassic World Dominion urging patrons to disconnect
from the digital world and fully immerse themselves in
compelling stories.
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NEED A BREAK FROM WELL, EVERYTHING?

M e .
® giving away a Million Minutes of free cinema to help the nation's mental wellbeing

o

1 Million Minutes

campaign,

Vue International,
United Kingdom.




Tailor-made
and curated
events showcase
the industry’s
commitmentto
crafting unique,
iImmersive,

and diverse
experiences

for visitors.

Shout out,
Landmark Cinemas
(Kinepolis Group),
Canada.

Discovery Day,
Kinepolis, Belgium.

The Belgian group Kinepolis, with branches in the
Netherlands, France, Luxembourg, Spain, Switzerland
and Canada, boosts film promotion through “Discovery
Day.” Launched in 2019, Kinepolis Discovery Day is a
free initiative that runs once to twice a year in all its
Belgian, Dutch, Luxembourgish, French and Spanish
cinemas. It’s a trailer show presenting upcoming films
for the next six months, immersing visitors in a unique
atmosphere with film quizzes and goodies. The goal is
to give customers a sneak preview of the films coming
to the cinemas over the next few months, considering
that trailers that are viewed on the Big Screen have a
greater impact than when viewed via other channels
and that they do attract people to the cinemas. The
ratings that consumers give to trailers provide Kinepolis
with valuable information about a film’s potential suc-
cess. Recent editions in France were not completely free
of charge to avoid no-shows, but charged €1 per person,
revenue that was donated entirely to a good cause.

Furthermore, Landmark Cinemas, the Kinepolis branch
in Canada has introduced a human touch to their films
with a “Shout Out,” a 30-second personalised video
message that a cinema-goer can pay and submit to be
played before the film. This innovative feature allows
patrons to celebrate special occasions, turning a night at
the cinema into a more personal and memorable event.

Arthouse venues like Kino Aero in the Czech Republic,
Omnia in France, Cinemas Gabbiano, Beltrade and Ed-
era in Italy, and Picturehouse in the UK offer a plethora
of cinematic experiences. From cult screenings and new
releases followed by Q&A with film critics and talents,
to blind screenings at 6am with breakfast, live concerts
with the film soundtrack band in the cinema hall and
the “World’s Biggest All Nighter”, these venues cater to
diverse tastes, creating a cinematic ecosystem that goes
beyond the conventional.

CELEBRATE YOUR SPECIAL MOMENTS WITH A e
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National

Cinema Days

2023

In 2023, a number of European
countries celebrated their national
cinema days. The initiative, starting
in 1985 in France, aimed to increa-
se cinema attendance by promoting
the joy of watching films on the Big
Screen.

National Cinema Days vary in duration, discounts and
frequency across countries, showcasing their adapta-
bility to cultural contexts. From a one-day event to a
5-day celebration, a yearly or a biannual event, organis-
ing special contests or involving talents, there is a dif-
ferent recipe for everyone. In Finland for example Suuri
leffapiiva (The Great Cinema Day) was held for the first
time on 22 April 2023, with tickets sold at half price in

cinemas across the country. In Italy two rounds of Cine-

ma in Festa take place every year, lasting 5 days in June
and in September, with all tickets set at €3.50.

The UK and Ireland’s second edition of the National
Cinema Day welcomed 1.56 million visitors, with 95%
recommending this unique experience celebrating cine-
ma-going. In France the 22nd edition of Printemps du
Cinéma (Spring of Cinema) led to an overall growth of
10% in admissions compared to the 2022 edition. The

September 2023 edition of Italy’s Cinema in Festa repre-

sents 1.56M admissions, which represent an increase of
35% compared to the first edition in 2022 and +29%
compared to June 2023 edition. Surveys in the UK and
Germany proved that the reduced ticket price isn’t the
only reason for the audience to attend, but it’s also an
opportunity to rediscover cinemas, get family and
friends together and make more experimental choices.

Visuals of National
Cinema Days 2023 in
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Logalty schemes
ubscription models

Cineville unlimited
subscription card,
The Netherlands.

In the ever-evolving landscape of
cinema entertainment, loyalty sche-
mes and subscription models have
become a solid component for enga-
ging audiences. Cinemas across
Europe have been pioneering inno-
vative loyalty programmes, providing
film enthusiasts with exclusive
benefits and a sense of belonging

to a cinematic community.

Kinepolis introduced the ‘Movie Club’ as a monthly
membership formula in 2022 and expanded it across its
territories in 2023. For a fixed monthly fee (e.g., €9.95
in Belgium), Movie Club members enjoy a plethora of
benefits. This includes one film visit per month, with
reduced ticket prices for additional visits. Accompany-
ing friends also enjoy the same reduced rates. Movie
Club members receive discounts at Kinepolis shops,
exclusive film information and promotions. Moreover,
they get discounts on tickets for special Kinepolis
events. This innovative approach caters to both avid
cinephiles and casual cinema-goers, creating a win-win
situation for both Kinepolis and its loyal customers.

Cineplex introduced its customer loyalty programme,
Cineplex+ in November 2020. This programme allows
members to accumulate points with each cinema pur-
chase, which then unlock various status levels, offering
enticing rewards such as free popcorn, monthly tickets,
and even private screenings. With an impressive mem-
bership base exceeding 550,000, Cineplex+ has success-
fully engaged almost 15% of all cinema customers.

Nordisk Film Cinemas in Denmark launched the “Un-
limited” subscription at the end of 2021. This ground-
breaking initiative allows subscribers to enjoy unlimited
access to films in their cinemas for a fixed monthly fee.
Now available in Denmark and Norway, Unlimited is
not only attracting avid cinema-goers but also setting

a precedent as Nordisk is the first cinema chain in
Scandinavia to offer such a subscription.

But it is not just large chains that are creating attractive
subscription offers. Originating in the Netherlands in
2009, Cineville has evolved into an arthouse unlimited
card, the concept of which has transcended national
boundaries. In its country of origin, it now records over
80,000 subscribers and 2 million admissions per year
across 70+ independent arthouse cinemas. The goal

was to make arthouse films and cinemas more appealing
to the 18-30-years-olds, by giving them the chance to

make more experimental film choices through a flat-rate
card. Now available in the Netherlands, Belgium, then
exported in Austria and soon in Germany, Cineville of-
fers members the opportunity to watch as many films as
they desire in participating independent arthouse cine-
mas for a fixed monthly price. Cineville subscribers can
access a variety o<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>