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(2)• This study explores the influence of reviews on cinema audiences. 


• The  study  is  based  on  an  investigation  of  existing  research  and  new  empirical  data;  an 
 audience  survey,  interviews  with  exhibition  and  distribution  professionals  as  well  as 
 professional reviewers. 


Main findings: 


• The  impact  of  reviews  is  strongest  in  the  written  media,  the  Internet  and  TV.  The  most 
 important sources of information are the written media, recommendations from friends and 
 family and the Internet.  


• 50% of the survey population is affected by advertising material with star ratings and quotes 
 from reviews. 58% are influenced by the collective opinion of reviewers and 39% by single 
 reviewers. 23% is influenced by user ratings and 7% by debate forums. 


•  The culturally motivated audience is influenced by both the collective opinion of reviewers 
 as  well  as  single  reviewers,  whereas  the  socially  motivated  is  not  as  influenced  by  single 
 reviewers. 


•  The younger audience is not unaffected by reviews – magazines being the most important 
 media for reviews - but they are extremely influenced by word of mouth. 


• High  users  are  more  affected  by  single  reviewers  than  low  users  who  tend  to  rely  on  the 
 collective opinion of reviewers. 


•  Age  does  not  seem  to  be  the  most  important factor,  when  describing the  users  of  Internet 
 reviews.  The  Internet  reviews  are  more  important  for  high  users,  especially  culturally 
 motivated, and film enthusiasts.  


• Upmarket audiences are more affected by reviews than are mainstream audiences. 


• Audiences at a higher educational level seem to be more likely to employ reviews in their 
 film choice process, but audiences with a lower educational level are not at all uninfluenced 
 by reviews. 


• Only 10-12% of the survey respondents denied ever being influenced by reviews indicating 
 that a majority of the survey population do not see a general divergence between reviewers 
 and general audience taste. 


• Audiences that rely on reviews in their film choice process are slightly more likely to act on 
negative  reviews  than  positive  reviews,  the  overall  audience  survey  points  towards  more 
weight to positive reviews than negative reviews. 
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1.1 Introduction 


Working at a film industry seminar in late summer 2008 I heard nothing but red roses about 
 the long-awaited film “Australia” from Baz Luhrmann. Film industry people with many years 
 of experience loved the film and I was surprised when the film premiered in Danish cinemas 
 in December 2008 and overall received negative reviews. And the red roses suddenly faded. 


Are we that influenced by the judgments of film experts?  


Having worked for five years in a Copenhagen cinema I know that reviews do matter; “Did it 
 receive good reviews?” is one of the most common questions from guests not having decided 
 which  film  to  watch.  Most  people  in  the  film  industry  agree  that  reviews  can  influence  the 
 choice of film, but there are often discussions about which films are affected, which audiences 
 seek out reviews and what role does the internet play in all this? Word of mouth is another 
 buzzword in the film industry and sneak premieres are more and more popular since they are 
 expected to create word of mouth that will counter eventual negative reviews.  


Curious  about  the  effect  of  reviews  and  the  effect  of  word  of  mouth  I  scanned  the  Danish 
 surveys and discovered that none of these goes into depth; there is the topic of my thesis! 


1.2 Problem statement 


The problem field of this thesis is the Danish cinema industry and the focus is on the effect of 
 reviews in traditional media as well as the internet where user ratings and debate forums offer 
 a different kind of review. A feature film is an experience good and by its nature the quality 
 cannot be fully  assessed  before  being consumed (Hesmondhalgh 2007). Potential audiences 
 are aware of signals and information that can help reduce the uncertainty about quality before 
 buying  tickets  for  a  specific  film.  Reviewers  judge  the  quality  of  a  film  and  can  be  an 
 important factor in the film choice process; thereby an issue to be handled for the supply side 
 of the film industry.  


This thesis aims to elaborate on this subject and the problem statement is as follows: 


The first part of the problem statement relates to whether cinema audiences can be segmented 
 according to the influence of reviews, which media different segments are influenced by and 


How do reviews influence the film choice of cinema audiences and how can the 
distribution and exhibition chain manage this potential influence? 
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what other sources of information are collected in the film choice process. The second part 
 aims at giving recommendations based on the results of these inquiries. 


1.2.1 Preliminary research questions 


The cinema audience is not a homogenous group but varies in many ways. Questions to be 
 asked during the research process relate to the nature of the cinema market and the audience 
 in Denmark: 


-  What characterizes the market for cinematic exhibition? 


-  How do distribution and exhibition view the function of reviews? 


-  How is the knowledge base on the Danish cinema audience and their attitude towards 
 reviews? 


-  How do reviewers view their profession? Do they perform art criticism or consumer 
 guidance? 


-  Does  the  audience’s  attitude  towards  reviews  differ  according  to  demographic 
 differences such as age, gender and education? 


-  Does the audience’s attitude towards reviews differ according to motivation? 


The above research questions have guided the process of data collection for this thesis and the 
 following methodology section elaborates on the research design.  


1.2.2 Objectives 


The  objective  of  the  research  is  to  provide  distributors  and  exhibitors  of  feature  films  in 
 cinemas in Denmark with knowledge about the effects of reviews on the audience choice. In 
 that respect, the approach is pragmatic and practical – the knowledge is hopefully useful for 
 this target audience and should entail an optimisation of the use of reviews in the marketing 
 and promotion of films.  


1.3 Methodology 


The field of research in this thesis is the field of film consumption, more specifically of films 
 shown  in  cinemas.  This  thesis  focuses  on  the  consumers  of  films  and  their  relationship  to 
 reviews.  


When  looking  at  the  field  of  art  in  general,  the  question  of  taste  comes  to  mind,  and  the 
question of taste is a subjective quality. Whether the quality of art can be determined on the 
basis of objective criteria is an ongoing discussion in the art field, but will only indirectly be 
discussed in this thesis (Kjørup 2000, Favrholdt 2000).  
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In  the  light  of  this,  the  field  of  film  consumption  and  the  effects  of  reviews  is  a  difficult 
 subject to measure. Furthermore getting knowledge about the effects of reviews is difficult to 
 obtain, because it is a delicate matter – some individuals would not like to admit that others 
 influence  them  when  it  comes  to  taste.  The  attitude  towards  experts,  such  as  reviewers, 
 change  over  time  and  between  cultures,  meaning  the  subject  of  this  thesis  is  bound  to  the 
 historic and social context of today. 


Another difficulty in investigating the effect of reviews on the film choice of cinemagoers is 
 that there can be several and complex motivations involved in the film choice – the individual 
 is  not  necessarily  conscious  about  the  hierarchy  of  motivations.  Recommendations  from 
 friends and family, trailers, advertising, articles about the film, director or actor, reviews etc. 


can  affect  the  film  choice  and  to  give  weight  to  the  different  kinds  of  influence  are 
 complicated.  


Most of the research done in the field of this subject employs a positivistic theory of science 
 based  in  the  premise  that  everything  can  be  measured.  The  quantitative  analyses  in  prior 
 research  tries  to  isolate  the  effect  of  reviews  on  box  office  numbers,  from  the  effects  of 
 famous actors and directors, marketing budgets, word of mouth, release date etc. The validity 
 of  these  results  is  based  on  the  acceptance  of  subjective  decisions  of  the  researchers  about 
 how to measure all the above factors.  


My approach is different. I assume that the most direct way to examine the subject is to ask 
 the  audiences  and  the  experts  working  with  the  distribution  and  exhibition  of  the  films 
 everyday. These experts can reasonably be assumed to have knowledge about the effects of 
 reviews, because they form expectations of film success and estimate box office sales. They 
 will have specific or tacit knowledge about whether reviews make them revise expectations to 
 a  film.  Research  on  the  subject  –  foreign  and  Danish  –  as  well  as  theories,  will  inspire  a 
 number of hypotheses that will be tested on the empirical evidence collected in the research 
 process of this thesis.  


1.3.1 Research strategy 


To  examine  the  above  research  question,  the  first  initiative  is  to  investigate  the  existing 
research on the subject. Furthermore, theory on art consumption has been explored and on the 
basis  of  existing  research  and  theory,  certain  hypotheses  have  been  made.  To  test  the 
hypotheses, qualitative and quantitative methods are being used. Research results will lead to 
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recommendations on how the distribution and exhibition chain can best manage the influence 
 of reviews on cinema audiences.  


In order to gather knowledge about the effects of reviews on the cinema audience choice of 
 film,  a  quantitative  survey  was  constructed.  The  survey  investigates  the  audiences’  attitude 
 towards reviews and the use of debate forums and user ratings on the internet.  


The  qualitative  investigation  of  the  thesis  consists  of  semi-structured  interviews  with 
 individuals  having  knowledge  about  the  effect  of  reviews.  These  individuals  represent  the 
 exhibition chain in the film industry – the cinemas.  


Distributors have been sent a minor questionnaire asking about their experience with reviews 
 effect on film success – unfortunately the respondent rate for the distributors has been very 
 low despite numerous approaches. Even so, the respondents are in agreement about the effect 
 of reviews and non-respondents can reasonably be assumed to be in line with the responses 
 gathered.   


Explorative interviews are furthermore conducted with film reviewers from some of the daily 
 newspapers in order to get insights into their function as reviewers.  


1.3.2 Empirical methods 


Three empirical methods are used in this research – a quantitative survey with commentary 
 boxes, a qualitative questionnaire and qualitative interviews.  


The survey has been conducted in the Copenhagen area – some respondents have been drawn 
 from  “Dagmarlisten”  which  is  a  newsletter  club  from  the  upmarket  cinema  Dagmar  in 
 Copenhagen. The club has 15.000 members. The survey has only been sent out once, as this 
 was the premise for using the membership list and the respondent percentage is therefore low. 


Since the Dagmar segment is mainly older and with a small overweight of women, other age 
 segments  (under  35  and  60+)  and  men  in  various  ages  have  been  reached  more  or  less 
 randomly via the social site www.facebook.com. The total number of respondents amounted 
 to 157. 


The  survey  contains  questions  about  demographic  factors,  audience  behaviour  and  attitudes 
 towards traditional and user reviews, as well as debate forums.  


The construction of the survey, assumptions and reservations concerning the method will be 
elaborated in a paragraph before the analysis of the survey results.  
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Besides  the  quantitative  survey  with  some  qualitative  characteristics,  qualitative  interviews 
 have been conducted with experts within the film exhibition field and reviewers from daily 
 papers (see appendix C and D for interview guides).  


Christian  Rønnow  Hansen  is  booker  at  Nordisk  Film  and  is  responsible  for  deciding  which 
 cinemas get which films, where and for how long. He decides if a film should be moved from 
 one  cinema  to  another  or  if  it  should  be  taken  off  –  all  within  the  deals  made  with  the 
 distribution companies. This task gives him a very good overview of the effects of reviews, 
 since  he,  based  on  expectations  before  the  Danish  reviews  are  published,  must  allocate  the 
 various films to Nordisk Films cinemas. If a film does not live up to expectations due to bad 
 reviews or does extraordinary well due to good reviews, he would be aware of that. He is also 
 expected  to  have  a  good  feeling  about  whether,  for  example,  upmarket  cinemas  are  more 
 sensitive to reviews than mainstream cinemas (Hayward 1996)1.  


Per Nygaard is service manager in Metropol – a mainstream/upmarket cinema and Dagmar – 
 an  upmarket  cinema,  in  Copenhagen,  and  is  in  charge  of  the  daily  operations  and  staff 
 allocations.  Since  staff  allocations  are  made  according  to  film  expectations  before  reviews 
 come out, he has acquired some kind of knowledge or feeling about whether reviews matter.  


Kim Foss is the managing director of Grand Teatret in Copenhagen, an upmarket cinema, and 
 Camera Film, a distribution company. He has been interviewed about the effect of reviews on 
 upmarket films.  


The  distribution  companies  have  received  a  qualitative  questionnaire  to  gather  their 
 experience  on  the  subject  matter  (Appendix  B).  The  distribution  companies  are  responsible 
 for  the  main  marketing  and  promotion  of  the  films,  which  includes  use  of  quotes  and  star 
 ratings  from  reviews  on  film  posters  and  other  promotion  material,  which  points  to 
 expectations about the effect of reviews.  


Not all of the distribution companies have answered these questionnaires and especially the 
 international companies, such as Disney and UIP, have been difficult to get in touch with. The 
 companies which have responded are Miracle Film, Scanbox, SF Film, Sandrew Metronome 
 and Nordisk Film (Appendix B).  


Miracle  Film  distributes  mainly  foreign  films  for  the  upmarket  cinemas,  as  well  as  classics 
 and old Danish films2. Scanbox and SF Film distribute a wide range of Danish and foreign 


       


1 For further explanation see chapter 2.2. 


2 www.miraclefilm.dk 
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films covering both the upmarket and the mainstream market3. SF Film also distributes films 
 from  their  own  production  company  and  has  a  distribution  deal  with  20th  Century  Fox  and 
 MGM’s titles in Denmark4. Sandrew Metronome distributes mainly mainstream and art films 
 aiming for a wider audience (famous directors or actors)5. Nordisk Film distributes its own, as 
 well  as,  large  Hollywood  productions6.  Camera  Film  can  also  be  added  to  the  list  of 
 distribution  companies  included  in  this  thesis,  although  the  empirical  material  has  been 
 gathered via an interview with director Kim Foss. This distribution company is specialized in 
 art films.  


The reviewers interviewed are Ebbe Iversen from Berlingske Tidende, Christian Monggaard 
 from  Information,  Henrik  Queitsch  from  Ekstra  Bladet,  Kim  Skotte  from  Politiken  and  Ole 
 Michelsen  from  Bogart  (no  longer  existing  film  program  from  DR).  The  purpose  of  these 
 interviews is to find out to what degree these reviewers see themselves as consumer guides or 
 film critics and what kind of journalistic considerations are made according to their perceived 
 role.  


1.3.3 Advantages and disadvantages of methods 


Conducting a survey can give a statistical overview of the effects of reviews on the choice of 
 film, but since the subject is about preferences and the use of expert knowledge, it is difficult 
 to assess the honesty of the statements. The respondents could be suspected not to admit that 
 they are in fact influenced by reviewers’ judgments – if the survey indicates that there is in 
 fact  a  relation  between  reviews  and  choice  of  film,  this  indication  is  suspected  to  be  even 
 more significant, since the bias is assumed to swing in the opposite direction.  


The  information  gathered  in  a  survey  can  often  be  somewhat  one-dimensional  and  to 
 counteract  this  disadvantage,  commentary  boxes  has  been  included  in  the  survey  for 
 respondents to elaborate on answers. The method was chosen to get an overview of the effect 
 of reviews in the minds of the consumers.  


Asking  a  larger  population  instead  of  conducting  individual  or  group  qualitative  interviews 
 results in more representative data and focuses on the “what is the effect of reviews” instead 
 of  the  “why”.  To  include  “why”  in  the  survey,  selected  questions  have  been  constructed  to 
 allow for explanations and elaborations in textboxes (Boolsen 2008). The low number (157 
        


3 www.scanbox.dk 


4 www.sf-film.dk 


5 www.sandrewmetronome.dk 


6 http://www.nordiskfilm.dk/Film/Distribution/ 
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respondents) and the choice of respondents entail that the survey analysis will only be able to 
 bring about answers regarding this specific survey population and the not the general Danish 
 cinema  audience.  Still,  the  results  will  -  in  combination  with  theory  and  research  on  the 
 subject  -  be  able  to  point  out  certain  patterns  and  attitudes  that  will  be  of  interest  for  the 
 distribution and exhibition of cinematic films.  


The  purpose  of  interviewing  experts  within  the  industry  is  to  gain  insights  to  their  insider 
 knowledge about the topic (Kvale et.al. 2009). The qualitative interviews have been loosely 
 structured with a list of questions, the interviews have been informal and the sequence of the 
 questions has not been rigid. Some questions have been answered without them even being 
 asked. The loose and informal style of questioning was chosen since especially the interviews 
 with  reviewers  were  viewed  as  explorative.  Though  I  had  expectations  of  what  I  might  get 
 from  these  interviews,  the  hope  was  that  this  method  would  result  in  information  I  did  not 
 even know I needed. The downside to the loose structure is that since time was limited, not 
 every interview resulted in answers to all questions – simply because we ran out of time. The 
 highest prioritized questions have been answered  in all cases  and some less  important have 
 been missed. The informal setting also made it more difficult as interviewer to interject when 
 the  more  talkative  interviewees  went  in  the  wrong  direction  (although  never  a  boring 
 direction!).  


A common disadvantage of interviews is that often when interviewees self-report, they might 
 leave out or distort information because of limited self-awareness or a subconsciously desire 
 for a positive self-image. This might leave to biases in one or the other direction depending on 
 the responsibilities (as a person and as a professional) of the interviewee. 


My  personal  interest  and  enthusiasm  for  meeting  the  interviewees  has  also  been  a 
 disadvantage; not only being interested in the subject of this thesis but in the film industry in 
 general,  has  led  to  some  detours  and  unfortunately  other  information  was  left  out  –  this 
 happened in the case of Ole Michelsen, where we never got around to him commenting the 
 foreign research results on the subject.  


Distribution questionnaires were short and some questions could be answered by a yes or no 
although they invited for further explanations; this design was made on purpose based on the 
belief that some information was better than nothing. The depths of the questionnaire answers 
are as a result of this varying.  
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1.3.4 Secondary data 


Prior  research  on  the  subject  have  been  collected  from  several  scientific  journals  such  as 
 Journal of Cultural Economics, Journal of Marketing, Psychology and Marketing; for a full 
 list  see  the  bibliography.  As  mentioned  earlier  most  research  on  the  subject  consists  of 
 statistical analysis of large amount of data.  


Articles from film magazines, newspapers and internet resources have also been consulted.  


Audience  research  made  in  Denmark  has  also  been  collected  and  includes  quantitative  and 
 qualitative  research  initiated  by  the  Danish  Film  Institute  (DFI),  the  Union  of  Danish 
 distributors  (FAFID)  and  a  members  club  Biografklub  Danmark.  Respected  market 
 researchers  such  as  Vilstrup  Research,  Alsted  Research  and  TNS  Gallup  have  made  the 
 research.  The  research  has  been  made  in  2001,  2003,  2006  and  the  latest  in  2008.  They 
 provide  data  on  the  different  segments,  motivations  and  preferences  of  the  Danish  cinema 
 audience.  


Results from foreign and Danish research will be used in the formation of hypothesis that will 
 be tested on empirical data collected in this thesis.  


1.3.5 Theoretical methods 


The main use of theory in this thesis lies in the process of hypothesis building and has in that 
 respect a clear footprint on the survey and the questions posed to interviewees.  


The theory on cultural capital and consumption by Pierre Bourdieu are used in the process of 
 hypothesis  formation  along  with  Richard  Caves’  model  of  cultural  consumption  capital. 


Howard S. Becker’s work on art worlds will also be taken into consideration.  


The theory draws on sociological and economic research. Where Bourdieu has developed his 
 main  ideas  about  cultural  consumption  from  a  research  study  of  museum  attendance 
 (Bourdieu 1993), Becker draws upon observations of events, memories of conversations and 
 readings from members of the different art worlds (Becker 2008). Caves research is based on 
 the  study  of  qualitative  data  from  trade  journals  and  general  newspapers  to  explore  the 
 economic organization of the cultural industries supported by empirical observations from the 
 sociological field (Caves 2000).  


To inspire the hypothesis building in this thesis furthermore, the use of signalling theory has 
also  been  included.  The  signalling  theory  stems  from  the  marketing  and  economic  field  of 
research and is very relevant for creative goods, because their value cannot really be assessed 
before  consumption.  This  characteristic  of  creative  goods,  such  as  a  feature  film,  increases 
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consumers’ search for signals that can point towards qualities of the creative good in order to 
 decrease uncertainty. 


1.3.6 Delimitations of theoretical approach 


The purpose of the thesis is to shed light on the effect of reviews on the film choice of cinema 
 audiences and thereby provide information for the distribution and exhibition chain in the film 
 industry. A stronger focus on marketing theories could have brought on different perspectives, 
 but  the  industry  discourse  on  upmarket  and  mainstream  audiences  inspired  a  more 
 sociological  approach,  thereby  inviting  Bourdieu  supported  by  Becker  and  Caves.  The 
 delimitations lie not in the chosen theory since the methodology is to test these theories on the 
 empirical  data  gathered,  but  in  the  choice  itself  –  a  different  theory  would  have  inspired 
 different hypothesis to test.  


1.3.7 Delimitations 


The results of this thesis are related to the specific empirical data gathered and generalisations 
of the Danish cinema audience should be made with caution. However, since empirical data 
has  been  collected  from  different  members  of  the  cinema  field  –  audiences,  reviewers, 
distributors and exhibitioners – it is not unlikely that hypothesis supported from all members 
can apply to the general cinema audience.  
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2. The cinematic film market in Denmark 


The purpose of this section is to give the reader an overview of the cinematic film market in 
 Denmark, which is the focus of this thesis.  


2.1 Distribution and marketing of films 


By 2008, Denmark had 164 cinemas and they sold 2.4 tickets per inhabitant in Denmark. The 
 total number of tickets sold amounted 13.1 million, which is an increase from 2007 of almost 
 a million tickets. 213 films were released in 2008; 106 of them American, 28 Danish films, 56 
 European films and 16 films from the rest of the world (DFI Facts and figures 2009)7.  


The  summer  of  2009  shows  the  highest  ticket  sales  during  this  period  ever  –  2.96  million 
 tickets; this is  an increase of  76.4%  since the summer of  2003.  This can be explained by  a 
 change  in  release  patterns  of  both  American  blockbusters  and  Danish  releases  –  during  the 
 last half of the decade. The distributors and exhibitors have realized that the summer period is 
 a popular period to visit the cinema providing the films are worth seeing. Traditionally, the 
 summer  period  was  used  to  send  out  films  with  small  expectations,  but  inspired  by  USA 
 which has a tradition for summer blockbusters, this has changed8.  


Danish films have a high market share – 33% - which is only seen higher in France where 
 French films account for 46% of the market (DFI Facts and figures 2009). American films in 
 Denmark  account  for  52%  of  ticket  sales  spread  over  106  films,  meaning  that  the  average 
 admission count is lower for American films than Danish films (64.000 vs. 153.000).  


Though the number of tickets sold has increased over the last year, there is an growing need 
 for  understanding  the  audience  in  order  to  keep  them  and  attract  more  –  the  cinema 
 experience  is  under  siege  by  home  entertainment  systems,  illegal  downloads  and  other 
 entertainment offerings.  


The  Danish  market  for  feature  films  can  be  described  as  three  links  in  the  value  chain  – 
 production, distribution and exhibition.  


The production chain creates the artistic piece of work – the film, the distribution chain focus 
 on selling the film to cinemas, DVD retailers, television and to the end audience as well. They 
 are in charge of marketing, PR, the ordering of film copies and rental to cinemas.  


       


7 The total number (213) includes short films and documentaries, why the numbers above does not ad up. 


8 http://www.dfi.dk/nyheder/filmupdate/2009/rekordsommer-for-biograferne.aspx 
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The  exhibition  chain  is  the  cinemas,  which  is  the  first  market  window  of  a  film  before  it 
 moves on to DVD and television. The cinemas also market the films within their frame and 
 membership clubs are common as a mean of creating loyalty and marketing the films to the 
 audiences.  


In this thesis the focus will be on the exhibition chain and the distribution chain since they are 
 in charge of marketing films and the choices behind the use of quotes or stars from reviews in 
 their marketing material.  


Five  key  players  dominate  feature-film  distribution  in  Denmark  –  SF  Film,  Nordisk  Film, 
 UIP,  Buena  Vista  and  Sandrew  Metronome  (DFI  Facts  and  figures  2009).  Nordisk  Film  is 
 present in all links of the value chain for films – production, distribution and exhibition.  


The five biggest cinemas in Denmark have a market share of 27.2% and the fifteen biggest 
 cinemas accounts for over half of the tickets sold. Nordisk Film is the dominant player in the 
 market accounting for 43% of the ticket sales in Denmark (DFI Facts and figures 2009). This 
 market  share  increased  from  37%  in  2006  when  the  company  acquired  Dagmar  Teatret  in 
 Copenhagen  and  Kinopalæet  in  Lyngby,  from  Sandrew  Metronome.  The  acquisition  of 
 Dagmar Teatret was part of a strategy to strengthen their position in the market for upmarket 
 films  and  to  compete  with  Grand  Biografen.  The  market  for  upmarket  films  is  growing 
 because  the  segment  of  older  with  a  higher  education  attends  the  cinema  more  often  and 
 because the younger segments shows more interest in other than mainstream films9.  


In the exhibition link, Nordisk Film’s major competitor is Cinemaxx, which owns multiplexes 
 in  three  of  the  largest  cities  in  Denmark  (see  table  A  in  appendix  A  for  an  overview  of 
 ownership  of  cinemas  and  market  shares  2007).  Cinemaxx  is  in  the  mainstream  market 
 whereas  Nordisk  Film,  with  Dagmar  and  Metropol,  are  also  represented  in  the  market  for 
 upmarket films.  


The Copenhagen area accounts for 40% of the ticket sale in Denmark10. The survey carried 
 out  in  relation  to  my  research  question  has  been  sent  out  to  inhabitants  of  the  Copenhagen 
 area; among them to the members of Dagmar listen. 


       


9 http://www.danske-biografer.dk/Default.aspx?ID=78&M=News&PID=8&NewsID=1407 


10 http://www.danske-biografer.dk/Default.aspx?ID=78&M=News&PID=8&NewsID=1407 
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2.2 Different market profiles of the cinemas 


In  the  Copenhagen  area  the  cinemas  can  be  divided  according  to  the  segments  they  mainly 
 target; mainstream, crossover and upmarket audiences.  


The films shown in Danish cinemas can be divided in to three main categories – high budget 
 event  films,  mainstream  films  on  wide  release,  and  art  or  upmarket  films  (Stafford  2007). 


Event  films  are  often  seen  in  all  three  types  of  cinemas,  mainstream  films  are  seen  in 
 mainstream and crossover cinemas and art films are seen in crossover and upmarket cinemas.  


The event films are about maximizing the number of audiences and the wider they appeal the 
better. They often open on the same date in all territories and in every cinema in the major 
cities. A good example is the Harry Potter films, which are a major event for a lot of different 
people all over the world. The event films attract both frequent and occasional cinemagoers 
and are of high value as a common topic of conversation.  
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The  mainstream  films  are  also  opened  widely  and  rely  more  on  stars  and  genre  appeal  to 
 entice  audiences.  The  mainstream  films  often  appeal  to  the  frequent  cinemagoers  and 
 especially the 12-29 years olds.  


The art films are less accessible than mainstream films in the way that they do not necessarily 
 look familiar to the audience. Often they are non-American films and the audiences are higher 
 educated and more accustomed to attending art events, than the audience for mainstream films 
 (Stafford  2007).  The  marketing  and  promotion  budgets  for  these  films  are  generally  a  lot 
 smaller than for the mainstream films, meaning that publicity, word of mouth and reviews in 
 the media, are more important to build awareness in the minds of the audiences. The art films 
 appeal to the upmarket audience.  


Palads,  Imperial  and  Cinemaxx  are  typical  mainstream  cinemas,  whereas  Dagmar,  Grand, 
Vester  Vov  Vov  and  Gloria  are  serving  the  upmarket  audience.  Metropol  København  and 
Falkoner Biograf are crossovers, meaning they show mainstream and upmarket films with a 
larger than average market potential. The upmarket cinemas often post reviews of the films 
showing in the foyer since they are expected to matter to the audience of these cinemas.  
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3. The cinema audience in Denmark 


In the following section research conducted primarily on the Danish cinema audience will be 
 summarized,  and  hypotheses  relating  to  the  problem  formulation  of  this  thesis  will  be 
 identified. 


  


3.1 Alsted 2001 


The Alsted research of the Danish cinema audience is from 2001 and in that respect not as 
 current  as  the  other  research  mentioned  below,  but  it  is  a  very  comprehensive  report.  It 
 consists of a quantitative survey and a qualitative research part conducting 10 focus groups 
 cross-country.  


The  research  found  that  the  upmarket  segment  accounts  for  32%  of  the  Danish  cinema 
 audiences, the mainstream segment for 62% and the downmarket segment for 6%.  


These segments are divided into high users and light users. 


The downmarket segment is the most seldom seen in the cinema, those in that segment choose 
 not  to  visit  the  cinema  because  of  price  sensitivity  or  convenience  issues  and  are  in  that 
 respect not interesting in this thesis.  


The mainstream segment is the broadest segment and is mostly socially motivated to go to the 
 movies, whereas the smaller upmarket segment is culturally motivated.  


According to Alsted, cultural and social motivations are the two most important motivation 
 factors for the cinema audience. For the culturally motivated audience, the choice of film is 
 the most important issue whereas the choice of companion is more important for the socially 
 motivated.  24%  of  the  respondents  are  motivated  by  the  film  experience  –  most  of  these 
 respondents are between 19-35 years old without children.  


The  adult  upmarket  audience  19-35  and  35+  reads  and  uses  reviews,  whereas  the  family 
 mainstream segment reads reviews but seldom takes them into consideration when choosing a 
 film. 


The different kind of motivations are based in different sets of values. The socially motivated 
values  family  and  group  identification,  social  coherence,  joy  and  harmony  –  the  cinema 
experience  is  seen  as  a  social  event  and  the  expected  outcome  is  entertainment,  fun  and 
cosiness.  
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The culturally  motivated  values  intellectual  development,  personal  enrichment  and  personal 
 interest – to lose oneself in the experience. The expected outcome of the cinema experience is 
 an  aesthetic  or  artistic  experience,  absorption  and  delight.  For  the  culturally  motivated 
 audience, the expectations of the cinema experience are based on information about the film 
 whereas  the  expectations  of  the  socially  motivated  audience  are  not  particular  bound  to  the 
 specific film.    


Since the socially oriented audience does not focus strongly on a particular film, the reviews 
 of the film are suspected not to have a large impact on film choice. The culturally oriented on 
 the other hand sees the film as the most important ingredient in the cinema experience and can 
 be expected to search for some kind of pre-validation of the quality of the film and thereby be 
 more affected by reviews. The culturally motivated segment is most prevalent in the upmarket 
 sector that reads reviews in newspapers, magazines, on the internet and view TV reviews.  


For  an  overview  of  the  difference  between  socially  and  culturally  motivated  audiences 
 regarding the expectation and evaluation phase, see figure A in appendix A. The film is the 
 focus  of  the  expectation  and  evaluation  phase  for  the  culturally  motivated  audience;  they 
 search  for  information  about  the  film  prior  to  the  film  experience  itself  and  the  film  is  the 
 topic of conversation in both phases. For the socially motivated audience, the social activities 
 are the focus of attention leaving less importance of the film in the expectation and evaluation 
 phase.  


Another  curious  finding  in  this  research  is  the  large  age  difference  when  looking  at  the 
 planning stage prior to the cinema experience. The younger the audience, the less planning is 
 made in advance – the mature and older segments plan the event days or weeks in advance. 


This also indicates that the use of reviews in the film choice process is less important for the 
 younger audience. Teenagers are mostly socially motivated and are in that respect the group 
 suspected to be less affected by reviews.  


The  research  also  shows  that  the  effect  of  reviews  changes  according  to  the  frequency  of 
 cinema attendance and that high users are more affected by reviews than are light users.  


3.2 Gallup 2006 


This research was made for the Danish Film Institute in spring 2006 and the main objective 
was  to  gather  knowledge  about  the  Danish  cinemagoer  in  general  and  the  attitude  towards 
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Danish film productions. The research carried out a survey among 2192 people with questions 
 based on prior focus group interviews. Among these 1622 attended a film within the last year.  


According to this research, 87% go to the movies because there is a particular film they would 
 like to see a film and 37% also see it as a way of socializing with friends, family or partner. 


Only 9% mention a particular actor/actress as the reason to see a film and 5% is influenced by 
 the  director  of  the  film.  Compared  to  Alsted’s  research  above  (Alsted  2001),  this  either 
 indicates  that  the  culturally  motivated  audience  has  increased  since  2001  or  it  could  be  the 
 result of different ways to pose questions.  


The  research  also  shows  that  the  most  important  sources  of  information  are  friends  and 
 family, newspapers, magazines and television. For 69% reviews in newspapers are important 
 sources  of  information  and  38%  read  about  the  film  on  the  internet.  More  than  half  of  the 
 survey population have used film programmes with reviews as inspiration for the choice of 
 film.  


3.3 Initiative Universal 2008 


This research is made for Biografklub Danmark and the main objective was to examine how 
 different  kind  of  discounts  would  affect  cinema  attendance.  The  research  consists  of  a 
 quantitative survey carried out in autumn 2008 and the qualitative part consists of four focus 
 group interviews. The population used in the research are all characterized by attending the 
 cinema at least once a year. 


  


The household income is equally distributed among the cinemagoers, indicating that price is 
 not an issue and also indicating that cinema-going is popular in all layers of the social strata. 


There  is  however  a  tendency  for  a  lower  frequency  in  the  highly  educated  segment.  The 
 research furthermore shows that compared to other cultural offers such as concerts, theatre or 
 museums,  attending  a  film  in  the  cinema  is  not  considered  a  very  big  cultural  event.  This 
 could explain the low frequency among highly educated – they might prioritize other cultural 
 events instead.  


The research has also examined from where individuals get information about film reviews. 


33% of the respondents get information from reviews in newspapers, 20% from reviews in the 
television, 15% from reviews on the internet and only 5% get inspired by advertisements with 
star  ratings  and  quotes  from  reviews.  The  15-30  year  olds  make  less  use  of  reviews  in 
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newspapers, approximately the same use of reviews on television, higher use of reviews on 
 the internet and 9% get inspired by advertisements with star ratings and quotes from reviews. 


This shows that the internet is more important for the younger segment, and that traditional 
 newspaper reviews are less, but still important for this segment.  


For  the  older  segment,  the  picture  is  somewhat  different  –  46%  of  this  segment  considers 
 newspaper reviews, 17% reviews in the television, only 12% read reviews on the internet and 
 2% are influenced by advertisements with star ratings and quotes from reviews. This segment 
 is very aware of the credibility of the media in which they gather information.  


Concerning  the  question  about  when  individuals  decide  to  attend  the  movies,  this  research 
 shows the same pattern as the research above (Alsted 2001). There is a clear tendency that the 
 earlier the decision to attend the movies are taken, the more important is the choice of film 
 and the more spontaneous individuals are less focused on the choice of film.  


For most people, other social activities are connected with the cinema attendance; dining out, 
 drinking  coffee  or  shopping  for  example  –  only  20%  did  not  have  any  other  activities 
 connected to the cinema attendance. This correlates with Alsted’s research from 2001, which 
 distinguishes  between  the  socially  motivated  and  the  culturally  motivated  audience,  which 
 accounted  for  24%.  Gallup  only  found  that  37%  were  mainly  socially  motivated,  but,  as 
 mentioned, this result can stem from a difference in the questioning.  


Although you cannot accurately assess the quality of a film before it is consumed, 78% had 
 rather  big  expectations  of  the  chosen  film  indicating  that  there  is  a  certain  amount  of 
 information  seeking  related  to  the  film  choice  –  this  could  come  from  reviews,  word  of 
 mouth, trailers etc. To build up expectations means that the audience has a certain idea about 
 the quality of the film and in order to build up expectations, information about the film has 
 been processed either passively or actively.  


3.4 Stradella Road 2009 


A recent American survey conducted with 1547 medium to high cinema-goers in the theatres 
as well as 2305 interviews over the phone or online with high cinema-goers shows that people 
are more likely to trust the word of a friend than the word of a film reviewer. Moreover only 
28% of the respondents say that a bad review from a film critic can keep them from seeing the 
film,  whereas  40%  would  stay  clear  if  the  negative  reviews  were  coming  from  a  typical 
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cinema-goer.  This  suggests  that  user  ratings  on  the  internet  and  word  of  mouth  have  a 
 stronger effect on film choice than do film reviewers.  


To sum up the above findings, the main issues concerning this thesis is the division between 
 socially  and  culturally  motivated  audiences  since  they  are  suspected  to  have  different 
 approaches  to  information  gathering  and  the  use  of  reviews  in  the  choice  of  film.  Another 
 interesting issue to consider is the time span between attending the film and the premiere date 
 as well as the aspect of what time (early or spontaneous) one makes the decision to attend the 
 cinema. 


Furthermore  it  is  found  that  the  most  frequent  cinema-goers  are  to  be  found  among  the 
 younger  audience,  which  are  mainly  socially  motivated.  From  this  data,  the  following 
 hypothesis can be formed: 


H1: The cinema-goers most affected by reviews are culturally motivated adults.  


H2: The cinema-goers less affected are the 15-19 years olds who are mainly socially 
 motivated.  


H3: High users are more likely to be affected by reviews in the film choice process.  


H4: The younger audience between 15-30 year olds use internet reviews more than 
other segments and the older segments mostly use newspaper reviews. 
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4. What is a review? 


In  this  section,  the  form  and  purpose  of  reviews  is  analysed  in  theory  and  by  empirical 
 material  collected  in  interviews  with  reviewers  mainly  from  the  daily  newspapers  in 
 Denmark.  


According to David Bordwell (Bordwell 2003), who is a well-known film theorist and film 
 critic author, a review consists of four structural components: 


-  Plot synopsis 


-  Background information 
 -  A line of arguments 
 -  Conclusive evaluation 


These  components  can  be  divided  or  weaved  into  each  other.  Depending  on  the  media  in 
 which the review is published and the allowed space, there will be different focus on the four 
 components11.  


The  review  can  have  a  number  of  different  functions  for  the  reader  or  recipient.  It  can  be 
 considered as news, consumer guidance, entertainment, gossip, opinion forming or as a source 
 of knowledge and inspiration – a kind of general education.  


For the media, the review can also have different functions depending on the target segment 
 of the media; but the main objective for the media is that the review type should strengthen 
 the position and image of the specific media.  


For  the  reviewer  himself,  the  objective  of  writing  the  reviews  can  also  be  multiple  and 
 different – a job function, a way to show your passion for film, promotion of films with small 
 marketing  budgets,  self  profiling,  and  all  the  above  mentioned  functions  for  the  reader  and 
 media.  


Henrik Uth Jensen and Lars Pynt Andersen (Uth Jensen et.al. 1997) distinguish between three 
 kinds  of  reviewing  styles  based  upon  the  rhetorical  concepts  logos,  pathos  and  ethos.  The 
 logos-oriented  review  focuses  on  the  understanding  of  the  film,  the  pathos-oriented  review 
 focuses on the experience and the ethos-oriented review focuses on the evaluation of the film.  


The logos-oriented review is the most objective and factual of the three and will often consist 
 of a film description, a more or less explicit analysis and a final evaluation. The reader of this 
        


11 http://www.ekkofilm.dk/filmiskolen.asp?table=filmiskolen&nid=4&id=51 



(24)Master thesis, Cand.Soc. in Management of Creative Business Processes 


kind of review is often interested in films in general or in the specific film, his need is to get 
 information  and  an  understanding  of  the  film.  This  review  form  is  the  one  closest  to 
 professional  art  criticism  and  this  is  also  the  weakness  of  this  review  form  –  the  objective 
 understanding of the film can overshadow the experience aspect of the film, and the distance 
 between the reviewer and the film can make the evaluation less credible.   


The pathos-oriented  review  focuses  on  the  experience  and  the  reviewer  functions  as  an 
 audience  representative.  This  kind  of  review  can  be  seen  as  a  sort  of  consumer  guidance 
 where the evaluation is presented through the communication of the film experience. It is an 
 entertaining form of review and the choice of words will be colourful and descriptive.  


Due to the focus on the experience, this review form tends to favour emotionally loaded films 
 and disfavour more distanced, intellectual films.  


The ethos-oriented  review  evaluates  the  film  on  the  basis  of  the  authority  of  the  reviewer 
 himself. This kind of review is often short and the focus is on the verdict, which is presented 
 solely on the basis of the authority, experience and competence of the reviewer. The ethos- 
 oriented review is often seen in free newspapers and magazines as a very short review and is 
 seldom seen in daily newspapers.  


The individual reviewers often master more than one of the review forms, and particular films 
 are also better served by different kinds of reviews. An art or upmarket film would often be 
 better served by the logos-oriented review because they often have several layers, whereas a 
 horror  film  or  a  romantic  mainstream  film  would  be  better  served  by  the  pathos-oriented 
 review. The ethos-oriented review is, according to the writers of the article, very suitable to 
 films of poor quality, which do not deserve the time of the reader nor of the reviewer. The 
 reason  for  the  need  of  a  short  review  format  is  the  fact  that,  whereas  a  literary  reviewer 
 chooses  which  books  to  review,  film  reviewers  are  supposed  to  review  every  film  that 
 premieres in the Danish cinemas (interesting or not).  


The media that presents the review will also have an influence on the choice of review form 
since  the  target  market  of  the  particular  media  will  have  preferences  according  to  review 
forms. An ethos-oriented review would not be seen in Weekendavisen and a logos-oriented 
review would seldom be seen in a youth magazine such as Chili or Tjeck.  
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Five reviewers have been interviewed for this thesis; Christian Monggaard from Information, 
 Kim  Skotte  from  Politiken,  Ebbe  Iversen  from  Berlingske  Tidende,  Henrik  Queitsch  from 
 Ekstra Bladet and finally Ole Michelsen former host on the television program Bogart; a film 
 review program (Appendix E).  


All  five  reviewers  agree  that  a  review  is  a  piece  of  consumer  guidance  that  should  help 
 potential audiences chose a film even though the verdict in the review will be subjective. The 
 interviewees  see  themselves  as  qualified  as  reviewers  and  consumer  guides  because  of  an 
 extraordinary  love  of  films  and  knowledge  about  films  in  general.  The  interviewees 
 themselves  have  favourite  reviewers  from  foreign  film  magazines  and  expect  that  they  are 
 most likely to influence their readers' film choice if the reader has similar taste as the reviewer 
 in question. 


All  except  Skotte  always  try  to  convey  the  film  experience  to  the  reader,  meaning  that  the 
 pathos-oriented review style is used in all cases.  


Monggard, Skotte and Queitsch also have a focus on a broader cultural criticism indicating a 
 logos-oriented style where arguments and explanations for certain phenomenon are in focus. 


Historic perspectives and references to the social context of the film are important aspects of 
 the review for Skotte and Monggard, whereas Iversen and Queitsch evaluate the importance 
 for each film in question.  


The  ethos-oriented  review  are  used  by  Queitsch  and  Monggaard  when  the  film  reviewed  is 
 not  worth  wasting  time  or  space  on;  it  will  be  a  short  and  clear  verdict  without  much 
 argumentation (Appendix E). In summary, the reviewers do not adhere to a single rhetorical 
 style, but blend styles depending on the film and the experience.  


In all the daily papers and for the program Bogart, the review should also be able to stand-
 alone; it ought to be a piece of entertainment in itself. 


Most reviewers see themselves as standing outside the production, distribution and exhibition 
of the film field; the review should counter the massive marketing signals coming from the 
supply side. The reviewers do not suspect that they have any influence on the art production 
as such although some suggests that producers might act on more general consensus criticism 
of Danish film productions (Appendix E).  
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From the above information provided by reviewers from the most important written media, it 
 can be concluded that the intention behind reviews is mainly to guide potential audiences in 
 their film choice and in some cases to engage in cultural criticism.  


Having established an important premise for this thesis – that reviewers intend to influence 
the film choice of audiences – the following section will present the theoretical frameworks 
that inspire the continuing process of hypothesis formation.  
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5. The role of the review/reviewer in the film system 


5.1 Signalling effect 


A  film  is  an  experience  good  and  as  such,  the  quality  cannot  be  assessed  prior  to 
 consumption. However, audiences look for indicators that can diminish the uncertainty about 
 the film quality.  


In  Basuroy,  Desai  and  Talukdars’  article An  empirical  Investigation  of  Signalling  in  the 
 Motion Picture Industry (Basuroy et.al. 2006), the reviewer is seen as an independent or third-
 party source that can moderate the strength of the signal from the firm – in the case of films, 
 the signals from the product itself and the signals from the production or distribution company 
 behind  the  film.  The  non-independent  signals  can  be  famous  actors,  directors,  a  sequel, 
 trailers  and  marketing  etc.  This  theory  suggests  that  consumers  search  for  signals  in  the 
 choice  process  and  the  need  for  independent  signals  –  from  a  reviewer  –  depends  on  the 
 strength and reliability of the signals related to the product – the film - in question.  


When the film signals are not strong enough to persuade the audience that this particular film 
 is  worth  seeing  or  when  the  choice  between  two  films  is  equally  strong  on  signals, 
 independent input is needed.  


Reviews can provide potential audiences with independent signals or cues before the film is 
 released. Consensus among reviewers will reduce uncertainty about the film quality although 
 some  individuals  tend  to  have  a  favourite  reviewer,  which  they  consider  themselves  being 
 close to in taste and preferences.  


Word-of-mouth is also an independent cue and this will spread after the film release, reducing 
 the uncertainty about the quality of the film even more (previews for ordinary audiences are 
 getting more and more common as a result of the recognition of the effect of word of mouth).  


Another place to gather independent information is on film websites offering user reviews and 
 debate forums.    


Mainstream film productions are often loaded with familiar signals such as famous actors and 
 a well-defined genre. For upmarket and art films, the signals are weaker for several reasons. 


Upmarket  and  art  films  are  made  on  a  smaller  budget  meaning  that  famous  actors  are  less 
prevalent, the marketing budget is smaller and often the genre is more difficult to categorize.  
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This theory suggests that the choice of upmarket and art films are more likely to be affected 
 by independent signals, leading to the following hypothesis: 


5.2 Fields and art worlds 


The French sociologist, Pierre Bourdieu, has studied the field of cultural production and has 
 some  very  interesting  theories  about  the  social  position  and  role  of  intellectuals  and  the 
 relationship between high culture and low culture.  


At first the relevant parts of Bourdieu’s theory will be outlined and supported by Becker and 
 Caves, ending up with a presentation of the hypothesis.  


Bourdieu operates with the notion of a field. In this case the cultural field or more specifically 
 the  “film  field”  is  interesting.  A  field  has  it  own  laws  of  functioning  and  its  structure  is 
 determined by the relations between positions agents occupying in the field. This makes the 
 field a dynamic structure and the agents in the field are engaged in competitions for control of 
 the  interests  or  the  resources  of  the  field  (Bourdieu  1993).  A  parallel  to  Bourdieu’s  field  is 
 Howard  S.  Becker’s  “art  world”.  A  specific  art  world  is  a  network  of  people  whose 
 cooperative  activity  -  organized  via  their  joint  knowledge  of  conventional  means  of  doing 
 things - produces the kind of art works that this art world is noted for – feature films (Becker 
 2008).   


Depending on what kind of field we are dealing with, different kinds of capital are the most 
 important resource – in the cultural field, the value of economic capital, symbolic capital and 
 cultural capital changes depending on the dominating laws of the field. For some producers of 
 art  in  the  cultural  field,  the  cultural  and  symbolic  capital  –  for  example  prestige,  celebrity, 
 consecration  and  honour  –  is  very  important,  for  others  the  economic  capital  can  be  most 
 important.  Two  sub-fields  appear  in  the  field  of  cultural  production;  the  field  of  restricted 
 production  where  art  is  produced  for  the  sake  of  art  – high  art,  and  the  field  of  large-scale 
 cultural production where the laws of competition for economic resources prevails – low art 
 (Bourdieu 1993). In between these two opposites are middle-brow art, which are targeted at 
 the “average” – where the line is drawn between low and middle-brow is difficult to say, and 
 for reasons of simplicity, low- and middlebrow art will be seen as the same.  


H5: Upmarket and art films are more affected by reviews than are mainstream films.  
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It is easy to make a parallel with upmarket film and mainstream film production even though 
 the  difference  between  upmarket  and  mainstream  film  production  is  not  that  clear  cut. 


Upmarket  or  art  film  production  is  aiming  for  an  increase  in  cultural  capital  and  symbolic 
 capital, and mainstream film production has a budget aim – appreciating economic capital. In 
 reality  though,  the  production  companies  behind  upmarket  films  often  have  economic 
 incentives as well. This suggest a certain hierarchy in the field – the top of the hierarchy being 
 art film productions where the symbolic and cultural capital are appreciated and mainstream 
 or blockbuster productions at the bottom of the hierarchy. In circles where economic capital is 
 highly appreciated, the hierarchy will be turned around.  


Since mainstream productions are focussing on economic capital there is an incentive to aim 
 broad in order to ensure a high number of ticket sales. According to Bourdieu it is necessary 
 for  audiences  to  possess  a  certain  degree  of  cultural  capital  in  order  to  consume  art. 


Individuals rich in cultural capital have empathy towards, appreciation for, or competence in 
 deciphering cultural relations and cultural artefacts. As Bourdieu states: “A work of art has 
 meaning  and  interest  only  for  someone  who  possesses  the  cultural  competence,  that  is,  the 
 code, into which it is encoded” (Bourdieu 1993: 7).  


The possession of cultural capital is not easily obtained, but is the result of a long process of 
 acquisition  based  on  education  in  the  family,  education  as  part  of  a  social  group  and 
 institutionalized  education.  Since  cultural  capital  depends  on  different  kinds  of  educational 
 settings – formal and informal – Bourdieu argues that cultural capital is unequally distributed 
 among social classes and class fractions (Bourdieu 1993).  


Becker supports this argument; the demand of cultural experiences by individuals is a result 
 of  what  they  have  learned  to  enjoy  and  want,  and  that  is  a  result  of  their  education  and 
 experience (Becker 2008). The audience will be attracted to art works with which they share 
 conventions and taste. 


Bourdieu also argues that the more cultural experiences an individual achieve, the more they 
 want – “because each new appropriation tends to strengthen the mastery of the instruments of 
 appropriation” (Bourdieu 1993: 227). 


Richard  E.  Caves  presents  the  model  of  cultural  consumption  capital  (Caves  2000),  which 
suggests that each cultural consumer have a certain stock of - for example - film appreciation 
capital. This stock depends on:  
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-  The  number  of  hours  the  individual  has  devoted  to  films  (see  also  Bourdieu  1993: 


228)  


-  General  education  which  enables  comparison  and  understanding  of  references  and 
 relations 


-  Family background; education and level of cultural consumption 
 -  The cost of the film experience, income and prices of other goods. 


The  ideas  of  Bourdieu,  Becker  and  Caves  explain  why  there  is  a  distinction  between  the 
 audience of upmarket film and mainstream film. Art and upmarket films cannot necessarily be 
 decoded  by  anyone;  assuming  that  the  cultural  capital  needed  to  understand  these  films  are 
 more  prevalent  in  higher  social  classes.  For  producers  of  art  and  upmarket  films  there  is  a 
 quest  for  distinctiveness  and  the  film,  as  well  as  its  producers,  should  be  somehow 
 irreplaceable (Bordwell et.al. 2002).  


Mainstream films are less loaded with codes that need a certain cultural capital to comprehend 
 the film; the film is allowed to look like other films in the same genre since this makes it even 
 more accessible.  


Upmarket  films  should  in  that  respect  appeal  more  to  individuals  with  a  certain  degree  of 
 cultural capital that has been accumulated by means of education by family, a social group or 
 institutions.  


In  the  production  of  mainstream  film,  economic  capital  is  higher  valued  than  symbolic  and 
 cultural capital; hence the need to reach a larger audience. In order to reach a larger audience, 
 it  is  pivotal  that  the  film  can  be  understood  by  individuals  with  a  low  cultural  capital, 
 compared  to  the  audiences  for  which  upmarket  films  are  produced.  This  explains  the 
 opposition between high art and low art in the field of cultural production – high art as having 
 a higher degree of complexity and less accessibility and low art as a more accessible piece of 
 work.  


Bourdieu’s  theory  of  art  perception  suggests  that  individuals  with  a  higher  education  are 
supposed  to  be  more  competent  in  deciphering  works  of  art  than  individuals  with  a  lower 
education. Those less educated often apply “the code of everyday environment” to all kinds of 
art,  because  they  do  not  hold  the  codes  of  high  art  –  meaning  that  high  art  is  not  decoded 
correctly  (Bourdieu  1993).  Since  the  code  often  used,  is  the  one  of  everyday  environment, 
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less educated people prefer more realistic representations in the arts, where this code results in 
 meaningful interpretations.  


This theory suggests that individuals with higher education should be able to decipher both 
 upmarket  and  mainstream  film,  whereas  individuals  less  educated  would  prefer  mainstream 
 films and could have difficulties deciphering upmarket films.  


Critics or reviewers are important agents in the cultural field of production seen from both the 
 high art perspective and the low art perspective. In the high art sub-field, the role of the critic 
 is important because they are supposed to be competent in understanding and evaluating the 
 quality  or  meaning  of  film  art,  and  in  this  way  they  are  in  the  position  to  increase  the 
 symbolic capital of the producers of upmarket or art film.  


Not all critics or reviewers will have the same status in this subfield – the reviewer also needs 
 to possess a certain amount of cultural and symbolic capital to be taken seriously. Distributors 
 and marketers of art films make use of reviews in the marketing and promotion of these films. 


Reviewers are quoted on literally all film posters; upmarket cinemas also display full-length 
 reviews in the foyer of the cinema.  


In  the  low  art  sub-field,  the  role  of  the  critic  or  reviewer  is  important  because  they  are 
 expected to have an influence on the films appeal to audiences – quotes and star ratings are 
 used in marketing material. The stronger economic incentive for the making of a film, the less 
 the reviews will have an importance for the creators of the film – the quest has not been for 
 symbolic or cultural capital but economic capital.  


According to Bourdieu, the critics legitimate discourse about the work of art – the film and 
are  in  that  respect  part  of  the  production  of  the  value  of  the  film  (Bourdieu  1993).  Becker 
suggests  several  functions  of  the  reviewer  or  critic.  First,  and  from  an  institutional  point  of 
view,  these  gatekeepers  distinguish  between  art  and  non-art  and  in  that  respect  support  or 
develop current art systems. Second, the audiences can use the reviews to ensure they share 
the same conventions and taste as the film. Finally, since the cultural industries in general and 
the  film  industry  in  specific  is  characterized  by  the  lack  of  contact  between  artist  and 
audience, the artist to some degree depend on and are more responsive to their professional 
peer groups and critics for feedback (Becker 2008).  
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The critic or reviewer can be seen as an expert in the field, and for art or upmarket films these 
 experts  can  increase  the  symbolic  and  cultural  capital  of  producers  behind  the  work  of  art. 


Since  the  critic  is  supposed  to  open  and  evaluate  the  art  work  for  a  possible  audience,  the 
 critic is more likely to be consulted in the case of high art which is more difficult to access 
 and understand. Furthermore it is likely, that individuals possessing a higher education and as 
 such, are more used to the concept of expert knowledge, will be more prone to look for expert 
 knowledge when choosing between different film offers.  


Individuals with a higher education will also be more likely to speak the same language and 
 understand  the  same  codes  as  the  critic  or  reviewer.  Even  though  critics  or  reviewers  are 
 experts on the subject, most are aware that the outlet for the review has a more or less defined 
 reader profile, which to some degree must be taken into consideration (Appendix E).  


For individuals in the lower social strata, the expert knowledge will not be valued as highly 
 and for mainstream film as opposed to upmarket and art films, there will often be other cues 
 such as actors, directors, heavy marketing and PR that can direct the audience in one way or 
 the other. According to Caves the mainstream segment will often rely more on word of mouth 
 recommendation and are more likely to show herd-like behaviour (Caves 2000). Because it is 
 not possible to assess the quality of a film before it is consumed, it reduces insecurity to do 
 what  everybody  else  does.  Moreover,  watching  popular  films  increases  the  stock  of 
 conversational  resources;  creative  goods  in  general  are  very  valuable  in  interpersonal 
 discourse (Caves 2000).  


Bourdieu’s  theory  supports  hypothesis  H1  and  H5  and  the  theoretical  approaches  outlined 
 above leads to hypothesis H6 concerning the effect of reviews on the film choice: 


H1. The cinema-goers most affected by reviews are culturally motivated adults. 


H5. Upmarket and art films are more affected by reviews that are mainstream films.     


H6. The effect of film reviews is stronger on individuals with a higher level of education. 
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