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“Going to the movies is an American pastime. However,
movie theaters need to help moviegoers look beyond the

cost of tickets by promoting the overall value of the theater
experience. Advanced screen technology such as 3D and

IMAX, new concession offerings, and loyalty promotions
are likely to do this, especially among young adults who are

frequent moviegoers.”
– Gretchen Grabowski, Travel & Leisure Analyst

This report looks at the following areas:

• How often people go to the movie theater?
• How much money people spend at movie theaters?
• How moviegoers choose a movie theater?
• What would increase movie theater attendance?

Despite an increasing number of options to view movies in the comfort of one’s home, going to the
movies continues to be a popular pastime. About two thirds of Americans have gone to the movies at
least once in the six months prior to being surveyed, and about one in five attend about once a month,
on average. However, a trip to the movie theater is becoming increasingly expensive. The cost of
movie theater admission is on the rise, and most moviegoers say they consider the cost of movie
tickets in choosing a theater. To attract patrons and justify increasing costs, theater operators rely on
studios to produce and market films with broad appeal while taking it upon themselves to promote the
unique experience that advanced projection technology, large screens, and other theater innovations
provide.

This report measure show often consumers go to the movie theater and with whom, how much they
spend on movie tickets and concession items, and the factors that impact their choice of one movie
theater over another. Opinions on movie theaters and offerings that would encourage more frequent
attendance are also discussed, as well as moviegoers’ exposure to movie theaters’ on-screen
advertising.
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Figure 51: Factors considered when choosing a movie theater, by weekly or more frequent visits to types of social media sites, August
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Figure 66: Opinions about movie theaters, by race/Hispanic origin, August 2013
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Figure 99: Offerings to increase movie theater attendance, Millennial moms versus Millennial dads, August 2013

On-screen entertainment advertising
Figure 100: On-screen entertainment advertising that encouraged later viewing, by age, August 2013

Figure 101: On-screen entertainment advertising that encouraged later viewing, by presence of children in household, August 2013

Figure 102: On-screen entertainment advertising that encouraged later viewing, Millennials versus non-Millennials, August 2013

Figure 103: On-screen entertainment advertising that encouraged later viewing, by types of moviegoers, August 2013

On-screen product and service advertising
Figure 104: Movie theater on-screen advertising that encouraged later purchase, by types of moviegoers, August 2013

Opinions about movie theaters
Figure 105: Opinions about movie theaters, by gender and age, August 2013

Figure 106: Opinions about movie theaters, by generation, August 2013

Figure 107: Opinions about movie theaters, by weekly or more frequent visits to types of social media sites, August 2013

Figure 108: Opinions about movie theaters, by types of moviegoers, August 2013

Appendix – Trade Associations

Report Price: £2466.89 | $3995.00 | €3133.71

Movie Theaters - US - November 2013

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/637787/
mailto:oxygen@mintel.com

	Movie Theaters - US - November 2013
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Scope and Themes
	Executive Summary
	Issues and Insights
	Trend Application
	Market Size and Forecast – Movie Theaters
	Market Drivers
	Segment Performance
	Segment Performance – Box Office Admissions
	Segment Performance – Concessions
	Segment Performance – Movie Theater Advertising
	Competitive Context
	Leading Companies
	Innovations and Innovators
	Marketing Strategies and Initiatives
	Mintel Categorizes Types of Moviegoers
	Movie Theater Companions
	Amount Spent at Movie Theaters
	Factors Considered When Choosing a Movie Theater
	Offerings to Increase Movie Theater Attendance
	On-Screen Entertainment Advertising
	On-Screen Product and Service Advertising
	Opinions about Movie Theaters
	Impact of Race and Hispanic Origin
	Appendix – Other Useful Consumer Tables
	Appendix – Trade Associations



