
Source: OTX First Look Survey, May 2006

Consumer Reaction To “FIRSTLOOK”
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27%

46%

51%

61%

70%“FIRSTLOOK Was Entertaining”

"Strikes a good balance 
between behind-the -scenes, 

programming and commercials”

“ I Like FIRSTLOOK”

“It has a positive effect on my 
movie going experience”

“I would pick a theater that was 
showing FIRSTLOOK”

(Top 2: Very /Somewhat)

(Top 2: Very Much/Somewhat)

(Top 2: Very Much/Somewhat)

(Top 2: Definitely/Probably)

Source: OTX First Look Survey, May 2006



8% 4%
12% 11%

32% 34%

27% 36%

21% 16%

(May '06) (Aug '06)

Like a lot           

Like
somewhat        

Neither like
nor dislike        

Dislike
somewhat        

Dislike a lot      

Q. In general, how much do you like or dislike 'pre -shows'?*
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Base: Favorite theatre AMC, Edwards, Regal, AU/Has been to a movie 
within the last 4 weeks (n: May 06=150, Aug 06=190)  

Source: ePoll, Entertainment Choices and the New Moviegoer
Base = P13-54

% of Top 2 Answers: 
Respondents who 
Like the Pre-Show     
A Lot/Somewhat: 

48% 52%

� Two surveys during a three month span, confirmed th at cinema 
patrons are growing fonder of the ‘Pre-Show’.
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Source: Nielsen Entertainment; Among Moviegoers Preferring Entertaining, Kids-oriented Show 
Before An Animated Film (n=236)
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Q. “Please indicate the degree to which you agree or disagree with the following statement about your 
movie going experience: Prior to the start of the movie I would prefer to see an entertainment focused 
pre-show containing recognizable animated characters, short children’s cartoons, music for kids and 
clips from children’s TV shows like Ed, Edd N Eddy, Pokemon or Teen Titans than a blank screen"

Disagree
 strongly, 

3%

Disagree 
somewhat, 

5%

Neither agree 
not disagree, 

11%

Agree 
somewhat, 

38%

Agree
strongly, 

43%

Agree 
strongly/somewhat, 

81%

Source: Nielsen Entertainment; Among Moviegoers Preferring Entertaining, Kids-oriented Show 
Before An Animated Film,   ( ����(���)��
�����	�*��������+�,#--.
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Don't 
Know, 2%

No, 19%
Yes, 79%

Q. “If you could have watched an entertaining, kids-oriented show before the 
Animated Film containing short features and some advertising, would you 
have preferred that to a blank screen?"

Source: Nielsen Entertainment; Among Moviegoers Preferring Entertaining, Kids-oriented Show 
Before An Animated Film,   ( ����(���)��
�����	�*��������+�,#--.
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Q. “To what extent does the programming you see before a movie generally 
impact your movie-going experience?"

Source: Nielsen Entertainment; Among Moviegoers Preferring Entertaining, Kids-oriented Show 
Before An Animated Film,   ( ����(���)��
�����	�*��������+�,#--.

Greatly lessens 
experience, 1%

Somewhat 
lessens 

experience, 4%

Has no impact 
on experience, 

27%

Somewhat 
improves 

experience, 
46%

Greatly 
improves 

experience, 
22%

Greatly/
Somewhat improves,

68% 



Source: ePoll, Entertainment Choices and the New Moviegoer
Base = P13-54

25%

18%

57%

(Aug '06)

Strongly/Somewhat Agree

Somewhat/Strongly Disagree

Niether Agree nor Disagree

Q. Describe your feelings about your movie experien ces.  
Base: Total Respondents 

(n: Aug 06=2831) 

Respondents who said: 

"I would prefer to see advertising prior to the 
start of a movie rather than a blank screen."

+
��$����%
��
"���#�
�������
������

���'����*��
+����������




Sources:  Regal CineMedia Custom Studies – Roper ASW, CRI and Lieberman; October ’03 – August ’04
Research taken from The 2wenty

52%
57%

64%

79%

64%

54%

39%

59% 57%
52%

68%

59%

72%

53%

Apparel Cable Network Chewing Gum Electronics Quick Ser ve
Restaurant

Snack Cracker Video Game

Total Recall
Intent to Purchase or Try
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50%

41%

35%

27% 27%

19%
22%

16%
General Recall Brand Recall Message Recall Likeability

2006 Cinema Ad Average

2006 TV Ad Average

Source:  IAG, RCM data – The 2wenty Jan ‘05 – Dec. ’05, FIRSTLOOKJan ‘06-Dec ‘06; 
Note:  Data limited to those respondents who report being in the theatre five minutes or more 
before showtime.  RCM recall scores range from 0 – 7 days, whereas TV is 24 hours.
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