» 20 el6adas, 5 workshop /(re)start your own cinema/
* 30 juniors / 12 executives / 23 trainers
* Akkreditacid a velencei filmfesztivalra

* Tréning anyag, szallas és étkezés San Servolo szigetén
* Networking & Kapcsolat épités
* Feltétel: j6 angol tudas



EL6ADAS TEMAK

e Moz tereinek tjragondolésa (gpitészet), izleti terv, 5 éves kdltsegvetés megtervezese,
penzalap eloteremtése (fundraising), kozdsséqi finanszirozas

(chWd‘Uﬂdiﬂg). Ef»‘zén&e:yk‘gpc&ofatof épitese Gciatafof mey&zéffté&a), data research és
digitalis marketing, £film programming, POP-UP CINEMA & SOLAR

CINEMA, aj technolégiak megjelenése (vaszon, hangrendszer), altemativ
miisorszolgiltatss, zOld mozi, |~ ( |nnovacids cUat nyert mozi bemutatasa, hasznos

applikaciok hasznalata a mozikban




Audience Development

6 things to know: 1. yourself 2. what your existing audience wants 3. what your potential audience
wants 4. what is coming (new technologies etc.) 5. how you are going to communicate 6. what are
your limits & strenghts

Who is the audience? Why do people go to cinema?

Why they will continue going to see films in a Cinema Theater? = Because we are looking for an
experience. A positive experience.

Types of cinema-goers; looking for:

an emotional experience

a social experience ‘
an intellectual / learning or philosophical experience

an aesthetical / mystical or life-inspiring experience

CREATE an EVENT!
Our cinemas should be able to build—up unique experiences, based on our Cinemas identity!



Customer experience, Customer Power, Community

|. Be someone they recognise:
Il. Research (public, private,

* Image
. Voi multi-sector...)
olce Surveys
* Attitude Listen (Focus groups, ticket _ - .
e Trademarks (védjegy)l booth, hall...) 1. F|I.m experience is
important:

- Offline Post-show
(eat, drink, share...)
- Online Post-show
(comment, share...)
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-'Més que ufi'Ginema -

ALWAYS
WINS!




""""""""""""""" Research

Information in your own Information outside of your
organisation organisation oo

- What it is

. Sources Box office data, e-mail, web Other organisations, funders, local .-
' and socigl analytics, government, networks & web S
membership, feedback forms, resources S

previous research, your FOH RN

staff S

Good for finding What you already know about  Context, eg local population profile, -0
your audiences and identifying  tourism statistics, case studies from -0

gaps other organisations, national cinema -.-.--.- .-

trends, cultural trends and barriers DOSO

Easy and free to obtain, and Easy and free to obtain, useful B

specific to your organisation background context B

Not specific to your research objectives .-




DR SN P TSr S TR TORNSIILIRInY AT PL Primary researCh

Tlca Fram Ciipvane. = _ Quantitative Qualitative s

L L L e (Good for Numbers and proportions of Richer information about beliefs, "'
finding out people that fit set criteria eg age & motivations and attitudes
frequency, people’s behaviours

Samplesizes  Large Small

T T e T A L e e T T e " Methods Questionnaire ~in person, e- Discussion groups, depth

.................................................................................. e e e e | T
SUISCUSSTONS WILELLNICE. LY PE- Ol yUULIG PEUPIC yOUU Walll tO-1.€alll: -+ Typesof Tick boxes, statements, ratings Open ended
....................................................................................................................................................... - questions ~alesia

:I:I-'-'-'-'-'-':':':':':':':':':':':':':':':I:I:I:':I:I:I:I:':I:I:I:I:I:I:I:I:I:I:I:I:I:':.':I:I:I- ----- : Advantages Low cost/free and DIY. Can scale up  Gets behind what people do to

BEASLL LRttt Mobdutotll Sdutit ottt S answers to whole audience why they do it

N RSN PRI IR U ISP AEICIEN Disadvantages  Only tells you what people do, not  Can be expensive and needs

""""""""""""""""""" o why, answers pre-set questions  expertise. Harder to assume true - " -

kwiksurveys

%4 SmartSurvey




Understand your audience

Think about Growth, Health, Action

Growth = new followers, likes to an account, email or blog subscribers, website conversions etc.
Health = how engaged are our audiences with the content on those channels? Eg comments, shares
Action = if we wanted them to take an action eg watch a trailer, book a ticket

Survey top tips

Vv Keep questions short and simple
V' The shorter the survey the better
Vv Ensure a logical flow to questions
Vv Start with easy questions

Help Us Better Serye yow

v'Have some —but not too many -open responses

Vv'Use standard questions (and answer codes) if possible

v Ask personal questions at the end Please Provide Your Feedback

Vv Test your survey




Crowdfunding (K6z6sségi finanszirozas)

Case Study: Kino Usmev (Slovakia) (http://www.kinousmev.sk/)

Key learnings:

e CREATE COMPLEX CAMPAIGN, PLAY WITH FMOTIONS CATCHY CI A|M (PITCH)
e 2 WEEKS BEFORE!!!!

How they did it:

* FIRST DAY! X | ONLINE:

* FIRST WEEK n N) n PRE-CAMPAIGN

e LAST WEEK FB + INSTA POSTS

: - e ~ ”n VIDEOS
FRIENDS, FANS, FAMILY!!! -—=\ DIRECT MAIL + MESSAGES

* DREAM BIG n (] WEEKLY NEWSLETTER

* UPDATE YOUR GOALS ME[?)'?F/:FI\ECLES

* COMMUNICATE CONSTANTLY ON SCREEN

* INFLUENCERS WON'T HURT YOU WORD OF MOUTH

* SM PLATFORM COULD BE OF A GREAT HELP BANNERAN THE BAR

e INVOLVE STAFF POSTER AND 3D MODEL IN THE BAR


http://www.kinousmev.sk/

Pertormance Tor Your Post
= _ Kino Usmev

- c—
~ o 324N
© ¥ WOARUJUSMEVUNOVWY MPULZ! © ¥

Mili priatelia! Dnes sa deju velké veci! Po prvy krat spuitame 593

crowdfundingovi kampafi! V Kine Usmev potrebujeme otvorif efte

ednu kinosalu, aby sme Vam mohli premietaf e 392 89
modernom a pohodinom prostredi s extra siulbam O
preto olivif legendarne Kino impulz, ktoré KofiCanov v 9
makkymi Eervenymi sedatkami a paniami uvadzaliami, ktoré 47 oo
kivicku a Caj a2 na miesto & Na dofin v
1 0
-
1 0
.
18 3
1356 128
2,414
0 728

NEGATIVE FEEDBACK
9 1
w 0 0

Hithit - Kino Impulz - druhd kinosala Usmevu v Lasrs blave
Kosiciach

peoct B ==

303

33

1,686

USMEV -

'CROWDFUNDING

.CAMPAIGN. . k

® 00000000000 000000000O0

/yberte si odménu za vas prispévek

DIKY! = 74 SMILE S
IMPULZOM!

Tak ty si ozajstny filantrop! Podpori3 a
ni¢ za to nechces. Ale my ti aj tak Smile je ismevny stédnok pred, kde si s

118% -
371

KOLCUN PRE
IMPULZ

Prechadzka s vykladom legendarneho

307 323 KC

ROBIN PRE IMPULZ

Mmmmm Hot dog. Hortci pes, Robin,
Robin je pes, Robin Street Food. Pouli¢ny
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Terminals
& Ride systems

® Terminals & Ride systems * MultiPlayer Setup

® in Lobbies ® Motion-Scenners
® One Player ® Dedicated Rooms

Is this really the future of cinema 2




Sa Mmsu ng O nyx SC reen Samsung Onyx Screen

What the advertising clip does not tell you:

* Loss of depth of your auditorium

* Intensive exhaust and AC necessary

* Currently only 2 size: 10,2 x5,4mor 5,1 x 2,7/m
* Big Power consumption 6kW-10kW >> 3x higher then Xenon
 Very temperature sensitive

 Involves Sound system change

- Price: 680.000 € /180.000 €

* 100.000 hrs > But how long is warranty time ?
 BUT > This will be the way to go in the future




GREEN CINEMA (HOME - MAN CI_IESTER) % ............................ g~

MAKE A CHANGE. SHARE THE MESSAGE.

We've pledged to be no
single-use plastic 2020.

Why not take on the challenge

?«‘ in your own home?
Vision: is to be a best-practice arts and cultural venue, with environmental, social and economic sustainability

Art & Cultural venue: https://homemcr.org

* Two rooftop honeybee hives above the cinema — 4 apiarists (méhész)

* All new starters are trained within 6 months (Carbon Literacy= the awareness of climate change and the climate
impacts of mankind's everyday actions)

» Zero plastic by 2020 (HOME keepcups are available in the bookshop and bar. Buy 1 + get a % on hot drinks)
* They use a 100% renewable energy supplier for electricity. Plan: Reduce your carbon footprint
* Engage the audience: Travelling to the cinema by bus, train/tram/bike

Spheres of Influence (% 3 li HOME Sustainable Journey Stats:
No Single-Use Plastic by 2020 7
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'THROW ¢
HETURN ME

Since opening our doors on First Street in May 2015, HOME has:

Switched to
100% renewable
electricity provider

Delivered
21 CL workshops

Achieved
4 * Creative Green

lllv 3 4
2 S

Infroduced
2 honeybee
colonies

§e
[
i
!':f

Committed to
become
zero single-use
plastic by 2020



https://homemcr.org/

Solar and pop-up cinema: nomadic cinema

*Picnic cinema: bring your own food and drinks
*Joined effort in cleaning

* Raise awareness through film
*Collaborate
* Programming: Not title specific

= - 7
7

o

SOLAR WORLD CINEMA



“| don’t hate you
for failing,

Ilove you for
trying.”
- Marge Simpson

FOR

YOUR
ATTENTION|

KeepCalmAndPosters.com



mailto:office@tiszamozi.hu

