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“The movie theater industry is facing threats from all sides,
with studios trying to shrink the exhibition window,

consumers increasingly staying at home for their
entertainment, and a new generation of moviegoers who

expect entertainment content to be customizable and on-
demand.”

– Dana Spencer, Research Analyst – Lifestyles,
Travel and Leisure

This report looks at the following areas:

• How high can ticket prices go?
• Why should viewers go to the movies when they are already paying for multiple video

subscriptions at home?
• Will new media channels erode movies’ core demographic?

Many Americans devote the majority of their leisure time to on-screen entertainment. They are drawn
to movies and want to see blockbuster hits, but where they go to do so is of little significance beyond
the price of tickets and movie theaters’ proximity to their homes or work. Exhibitors face an ongoing
challenge to make their facilities stand out in the crowd and show they can offer patrons something
other movie theater chains cannot. At a more basic level, movie theaters are competing with the
dizzying array of small-screen entertainment options available to consumers.
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Figure 82: Reasons to choose a less convenient theater – Convenience (have gone or would go), by gender, August 2014
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Figure 83: Reasons to choose a less convenient theater – Convenience (have gone or would go), by age, August 2014
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Figure 111: Preference for 3D, April 2010-June 2014

Figure 112: Preference for 3D, by demographics, April 2013-June 2014

Appendix – Trade Associations
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