
 
 

FOR IMMEDIATE RELEASE 

 

NEWMEDIAMETRICS STUDY SHOWS THE POWER OF MOVIES TO HELP 

TARGET A BRAND’S HIGH-VALUE CONSUMERS 

 

 

NEW YORK, April 13, 2010 – Today, the Cinema Advertising Council (CAC) 
industry trade association revealed findings from the 2009 “NewMediaMetrics 360 Cross 
Platform Study” – a study that links Emotional Attachment (EA)™ of consumers to 
brands in key categories to media across multiple media types and properties .   
 
The value of cinema compared with other broad media platforms was illustrated in an 
announcement made today by Michael Chico, President and Chairman of the CAC.   
 
The NewMediaMetrics 360 Cross Platform Study is a syndicated industry-wide study 
that helps marketers identify consumers who are emotionally attached to measured 
brands and then create the optimal strategic messaging and media mix in order to reach 
these targets.  The 2009  study had a base of over 3,000 persons 13-54 who ranked their 
EA to brands and media on an 11-point scale (where 9 or 10 = “Emotionally Attached”).  
Media measured included television, magazines, newspapers, the Internet, radio, cinema 
and non-cinema out-of-home (OOH) media (including health clubs, doctors offices, 
billboards, bus shelters, sports arenas, etc.).   
 
Highlights from the study include:  
 

• 44.5 percent of Health & Beauty consumers (i.e., consumers surveyed who used 
products from this category within six months of the study) are emotionally 
attached to the movies, compared with 29.6 percent for television, 21.2 percent 
for radio and 20.6 percent for magazines.   

 

• 43.9 percent of Consumer Packaged Goods & Foods category consumers are 
emotionally attached to the movies, compared with 28.9 percent for television, 
20.5 percent for radio and19.2 percent for magazines; and 

 

• 43.3 percent of QSR/Casual Family Dining category consumers are emotionally 
attached to the movies, compared with 28.4 percent for television, 20.1 percent 
for radio and 18.8 percent for the Internet. 

 

(more…) 

 



Several individual brands were measured as a part of this research, in the above as well as 
within the Apparel, Electronics and Entertainment categories.   
 
“The emotional attachment that consumers have to the cinema environment further 
emphasizes the value that marketers achieve by associating their brands with the movies” 
says Mr. Chico.  “NewMediaMetrics’ unique methodology and insight is a great tool for 
advertisers and agencies trying to figure out how to get the most value out of their overall 
media budgets.”   
 
Another key finding: the movies have a higher EA rating (41.5 percent) than watching 
major televised sports and entertainment events.  These include the Super Bowl (39.7 
percent), Summer Olympics (26.3 percent), World Series (22.8 percent), Oscars (16.1 
percent) and GRAMMYs (15.1 percent).   
 
“Over the past 10 years, Emotional Attachment has been proven to be a predictive means 
of measuring consumer product purchasing and media behavior by applying academic 
principals to marketing and media,” said Gary Reisman, Principle NewMediaMetrics, 
Inc.  “On a brand by brand basis, different media are more effective at reaching a brand’s 
high-value targets (those targets that represent the lion’s share of revenue for that brand).  
NMM helps marketers identify and prioritize the cross-platform media that have a high 
concentration of high-value prospects.   
 
“Consumers are highly attached to the movies and they went to the cinema in record 
numbers in 2009. Our study shows that movies are a powerful part of the media mix and 
an excellent way for brands in key categories to connect with customers.” 
 
This is the CAC Research Committee’s first announcement of 2010, with additional 
research planned for later this year.  Last year, in addition to its annual revenue report, 
the CAC issued a study conducted by Integrated Media Measurement Inc. (IMMI) which 
showed that, when combining television and cinema in an ad campaign, the consumer 
conversion rate was more than double when compared to a television buy alone, with 
double the lift and increased incremental reach. 
 
For more information on the study, please contact the CAC at 
press@cinemaadcouncil.org.   

 

About NewMediaMetrics, Inc. 

 
NewMediaMetrics, Inc. (NMM) is taking a leadership role with marketing clients who 
are searching for new approaches that will increase the overall performance of their 
marketing and media investments. NMM uses a proprietary, patent-protected approach to 
quantitatively measure Emotional Attachment (EA) to Consumer Brands and Media 
Properties.   

 

(more…) 

 



NMM specializes in linking a brand’s most lucrative targets with the media they most 
intently consume to help marketers maximize the revenue they extract from the media 
investments they make. Marketers can either access NewMediaMetrics syndicated 
databases that link over 220 consumer brand lovers to their TV and or cross-platform 
media consumption, or develop highly customized applications using NewMediaMetrics 
EA metric. 
 
To learn more about NewMediaMetrics, visit www.newmediametrics.net.  

 

About The Cinema Advertising Council (CAC) 
 
Established in 2003, the Cinema Advertising Council (http://www.cinemaadcouncil.org) 
is a national non-profit trade association which serves cinema advertising sellers, the 
theatrical exhibition community and the advertising community, acting as a central 
source of information for the industry.  In addition to representing cinema advertising 
companies that account for over 82 percent* of U.S. cinema screens based on 38,794** 
cinema screens, the CAC’s membership is also comprised of companies that provide 
services and products to the cinema advertising industry.   
 
The CAC’s most recent revenue report – independently tabulated by Miller, Kaplan, 
Arase & Co. LLP – showed that total cinema advertising revenues of CAC members 
grew by 5.8 percent to $571,421,000 in 2008, as compared to a total of $539,946,000 in 
2007.  Since 2002 – the first year that cinema ad revenue was measured by the CAC – 
spending in this medium has increased for six consecutive years, with an average of 21.5 
percent per year.   
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Press Contacts 
 
For the CAC:  
 
Don Ciaramella, The Lippin Group/NY, 212-986-7080, don@lippingroup.com 
Matt Biscuiti, The Lippin Group/NY, 212-986-7080, matt@lippingroup.com 
Jim Benson, The Lippin Group/L.A., 323-965-1990, jbenson@lippingroup.com 
 
For NewMediaMetrics:  
 
Beth Buursema, B and B Public Relations, LLC, 678-234-9016, 
bethbuursema@bellsouth.net 
 
* CAC data source:  National CineMedia and Screenvision 
** Source: NATO 

 
 
 


