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INTRODUCTION
 ABOUT THIS GUIDE

The cinema industry is driven by data and statistics. Anyone involved in the exhibition of film will be 
familiar with the pressing requirements to provide regular, timely and detailed information on all 
admissions.

But often this gives us a very narrow or partial view of the 
progress we make and the good that we do. 

Intuitively we can tell when a screening has been 
successful and when our programming choices and 
wider role in the community makes a difference. This is 
most immediate and tangible in an audience’s reaction 
to a film. However, it can prove much more challenging 
to describe and measure the wider knock-on effect 
of our cinema on the people that attend and on the 
communities we serve. 

Our recent research has pointed to the many ways in 
which local cinemas engage audiences, deliver a great 
experience, and make a much wider contribution to local 
culture, community and the economy1. 

This Guide builds on this research and aims to help you, 
the film exhibitor, to take some steps to improving the 
way that you gather information on your performance 
and impact. 

The Guide has been written as a straightforward 
introduction to the topic, for film exhibitors large as well 
as small:

1. Multiplexes (multiscreen venue, part of a chain)
2. Independent cinemas (four or fewer dedicated 

cinema screens)
3. Multi-arts venues
4. Community cinemas (open access)
5. Film society or clubs (membership is available)
6. Film festivals
7. Mobile and touring cinemas

The Guide points to the information that you need to 
know to determine whether you have screened your 
films successfully, attracted intended audiences, and 
made a difference to the people that attend as well as 
your wider community and economy.  

The pages that follow provide a systematic way of 
gathering evidence about the changes, benefits and 
other effects that local cinema has. It describes ways that 
you can set out these intended changes, measure them 
rigorously, and use the evidence to good effect. 

While this Guide has been developed for local film 
exhibitors, the principles and approaches outlined 
remain broadly applicable to other forms of cultural 
entertainment. 

1. Regional Screen Scotland, Your Cinema, Your Community, April 2016 
http://regionalscreenscotland.org/wp-content/uploads/2016/08/Local-Cinema-
Report-FINAL-for-web.pdf

http://regionalscreenscotland.org/wp-content/uploads/2016/08/Local-Cinema-Report-FINAL-for-web.pdf
http://regionalscreenscotland.org/wp-content/uploads/2016/08/Local-Cinema-Report-FINAL-for-web.pdf
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 THE BENEFITS

There are many benefits of gathering useful performance 
and impact information. 

It will help your cinema to:

• Assess whether you are reaching your target 
audiences and whether you can do so more 
effectively. 

• Reflect on your practice and improve the quality of 
the things that you do.

• Celebrate your achievements and feel more 
confident that you are delivering an effective film 
programme.

• Identify the full range of outcomes from your 
activities, including both intended and unintended 
results.

• Make a strong case for future support through 
having evidence of your achievements and the 
lessons learned.

As part of the Your Cinema, Your Community project we 
have gathered information that is already starting to be 
used and benefit a number of cinemas across Scotland. 

 THE CYCLE OF SELF-EVALUATION 

The act of measuring and reporting works best when it is 
an ongoing process rather than a one-off event. 

This process is often referred to as self-evaluation. If 
your cinema is serious about making a difference, and 
staying on the right track, then self-evaluation is a must.

This is best thought of as a cycle of activity that becomes 
a routine part of how your work is designed, delivered 
and continuously improved.

 SELF-EVALUATION

Self-evaluation occurs when an organisation seeks 
to assess the value of its own work, using its own 
staff and skills. It involves planning evaluation 
activity from the outset, trying to anticipate what 
information will be needed, putting in place 
the mechanisms for collecting data and then 
analysing and using this to help with future 
development.
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THE CYCLE OF EVALUATION AND LEARNING

This process is about gathering evidence to measure 
the progress, quality, and value of your activity.  It’s 
a way of collecting evidence and analysing it so that 
you understand and can change in response to new 
information. It is also used to demonstrate to others 
whether your work met or exceeded expectations.

The pages that follow describe the main aspects of the 
process of planning, gathering and making use of better 
performance and impact information.

 THE CYCLE OF EVALUATION 
AND LEARNING

PLANNING FOR CHANGE

It is important to put in some time upfront to plan 
how you will make a difference, and how you will 
measure and demonstrate this difference. This 
will make things much easier when you come to 
collect and make sense of information.

COLLECTING EVIDENCE

It is important that you develop an effective system 
for monitoring the progress and impact of your 
cinema. You must gather enough evidence to 
check progress and ensure you are on the right 
track. You should start measuring as soon as 
possible, and take time to reflect regularly on the 
information you collect.

MAKING USE OF EVIDENCE

At regular intervals you will want to look back 
and judge how well you have done. And critically, 
you will want to use the evidence you gather 
to assist your ongoing learning and continuous 
improvement.

Planning for 
Change

Making Use of 
Evidence

Collecting 
Evidence
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PLANNING FOR CHANGE
It usually helps to put in some time upfront to plan how you intend to make a difference, and how 
you will measure and demonstrate this difference. This section provides an introduction to describing 
the changes you want to make, identifying indicators that can help to measure these changes, and 
putting in place a well-thought through plan for collecting information. 

 UNDERSTANDING CHANGE

A great way to start is to think through the link between 
the things that your cinema does and the changes 
that these bring about – in other words your theory of 
change. 

A theory of change is simply an explanation of why you 
believe your cinema will lead to positive outcomes. This 
can help you:

• Plan your activity in a logical and evidence-
informed way

• Know what and when to measure

This helps to maximise the chance of achieving positive 
outcomes and, importantly, understanding how these 
were achieved.

 A FOCUS ON OUTCOMES

When doing your planning, take time in particular to 
think about the outcomes you want to achieve. 
 
By ‘outcomes’ we simply mean the difference or changes 
you make through your activities.

It is useful to be clear on the distinction between 
outcomes and the more immediate outputs of your work. 
The words ‘outcome’ and ‘output’ sound similar but have 
different meanings:

• OutCOMEs are the changes and differences that 
come out of your activities.

• OutPUTs are the things that you put on and do to 
help achieve your outcomes.

 THEORY OF CHANGE:  
SOME KEY TERMS

Inputs are the resources you put into something. 
To operate any cinema you will need people, a 
venue, equipment a license and other things. 

Activities are the things that you do and deliver 
in order to reach your target audience. These 
activities might relate to community outreach, 
programming, film screenings, and so on.  

Outputs are the things that you achieve as a result 
of your activities, including audience participation 
and satisfaction. A focus on participation can help 
understand how effective you are in reaching a 
diverse audience. Measuring satisfaction can help 
ensure that people come back again and again to 
enjoy your films.

Outcomes are the changes, learning, benefits or 
other effects that arise as a result of your cinema. 
They include the difference that you make to the 
members of your audience as well as the wider 
effects on culture, community and the economy.  



YOUR CINEMA
YOUR COMMUNITY
YOUR IMPACT

5

Your outcomes describe in clear and simple terms 
the difference that you make. They should describe 
the change you expect to see in terms of what might 
increase, improve, or reduce. For example, increasing 
cultural participation, improving community spirit, or 
reducing rural isolation. 

The Big Lottery provides a very useful introductory guide 
to using outcomes to help measure and evaluate what 
you do2.

Try to envisage what success would look like for the 
people that attend your cinema and for the community 
you operate in. Identify some statements that describe 
the intended situation. Outcomes are simply a set of 
statements that together summarise the difference your 
cinema aims to make.

2. www.biglotteryfund.org.uk/er_eval_explaining_the_difference.pdf
3. http://www.evaluationsupportscotland.org.uk/media/uploads/resources/
supportguide1.2logicmodelsjul09.pdf

 GETTING THE LOGIC RIGHT

For planning purposes it helps to be very clear about 
the link between the activities of your cinema and the 
changes or outcomes that you will bring about. 

There are various approaches such as logic models 
that are available to help visualise the logical connection 
between cause and effect. For more information you can 
check out the resources produced by Evaluation Support 
Scotland3.

A logic model is a simplified picture that shows the 
logical relationships between the resources that are 
invested, the activities that take place, and the benefits or 
changes that result.

We all use logic models in our everyday life. They are 
a type of mental map that helps us make sense of a 
situation. For example, think about being hungry. What 
happens? Well, usually this involves finding food, eating 
it, and eventually feeling satisfied and better.

The same logical approach can be applied to any sort of 
process of change. The following diagram shows how 
the basic component parts of a logic model fit together.

BUY
FOOD

EAT
FOOD

ENJOY
FOOD

FEEL 
BETTER

AN EVERYDAY LOGIC MODEL

www.biglotteryfund.org.uk/er_eval_explaining_the_difference.pdf
http://www.evaluationsupportscotland.org.uk/media/uploads/resources/supportguide1.2logicmodelsjul09.pdf
http://www.evaluationsupportscotland.org.uk/media/uploads/resources/supportguide1.2logicmodelsjul09.pdf


YOUR CINEMA
YOUR COMMUNITY
YOUR IMPACT

6

INPUTS

What resources we put in What we do What we achieve What changes as a result

ACTIVITIES OUTPUTS

Participation Satisfaction

OUTCOMES

THE BASIC COMPONENTS OF ANY LOGIC MODEL

A logic model can help you to identify what you expect 
to happen and when. It can therefore provide a pathway 
or road map for measuring progress and impact. It is a 
‘plausible’, sensible model of how things work and make 
a difference.
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 APPLYING THE LOGIC 

A logic model serves as the starting point for 
conversations around measuring progress, and can 
later be considered the ‘report card’ that you might use 
to understand whether or not you have achieved your 
intended outcomes.

So how can this be applied to your cinema? Well, there 
are a number of inputs that are usually required for any 
cinema, some activities that normally occur, and some 
things that are then achieved and change as a result. 
The following diagram sets these out.

INPUTS OUTPUTSACTIVITY

PARTICIPATION

Staff Promotion Geographic 
Reach

Audience 
Reaction Culture

Volunteers Programme Inclusion Customer 
Satisfaction Wellbeing

Venue Screenings Equality & 
Diversity

Customer 
Loyalty Community

Funding Admissions Audience 
Development Learning

Equipment Community 
Activities Economy

Licenses Heritage

Distributors Environment

Films

SATISFACTION

OUTCOMES

MAIN COMPONENTS OF A LOGIC MODEL FOR A LOCAL CINEMA
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Now, think through the detailed logic model for your 
cinema. Every cinema is different. What resources do 
you need to mobilise? What activities do you carry out 
and need to keep track of? What do you consider to be 
your main successes in terms of reaching an audience, 
keeping them happy and coming back regularly? 
What type of difference do you see this making for the 
cinemagoers and the wider community?

Brainstorming can be a good way to start. Use post-it 
notes to list ideas in the categories set out in the logic 
model. Use a table or wall to organise, discuss and 
visualise all of the things you do, achieve and change, 
and to establish the logical links between them.

 SELECTING INDICATORS

Once you have made sense of the things you do and 
achieve, it is helpful to identify the indicators you will use 
to evidence these.

Indicators are simple ways of knowing that your 
intended difference is (or is not) happening. They are 
tangible signs that you are on track with your activities, 
achieving the things you had hoped for, and are making 
the intended changes for individuals or communities.

Your indicators will be tangible statements of change 
that can be measured. Work through the logic model you 
are developing. How will we know we are making that 
difference in terms of audience participation, satisfaction 
and wider outcomes? What will it look like? What 
changes should we look for?

Some illustrative indicators are set out below and 
lots more examples are provided in the section on 
COLLECTING EVIDENCE.

ILLUSTRATIVE INDICATORS

Activity No. of films screened

% of seats filled

£ Gross box office revenue

Participation 
(outputs)

Average miles travelled to attend

% of cinemagoers aged 16 to 24 
years

No. of cinemagoers attending for the 
first time

Satisfaction 
(outputs)

Film reaction score

% of subscribers satisfied with 
admission price

% of audience members satisfied 
with choice of films

Outcomes No. of volunteers moving into 
employment

% of audience members reporting a 
strong emotional response to films

£ cinema spending on suppliers in 
the local area

It helps to be realistic about the number of indicators you 
set out to monitor and what kind of information you will 
be able to collect.

Try to choose only indicators that matter. The indicators 
should be specific changes that you can observe and 
measure. They will tell you what information you need 
to collect to show the main aspects of progress and the 
changes that you make. 

Note that the long-term changes or outcomes that you 
set out to achieve will probably be the most difficult to 
measure and count, so you would need to use indicators 
that assess the change approximately (proxies).
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 IDENTIFY THE TOOLS TO COLLECT INFORMATION

Once you have set your indicators you can choose some 
‘tools’ to help you collect information that will verify 
progress and that change is happening. 

It’s best to find ways to collect information that are 
suitable for your cinema, its audience, and community.

This involves deciding how often to collect different 
types of information, and then collect the information 
regularly and in a systematic way. This is about routine 
monitoring. 

There are many methods and tools for collecting 
information, but there are two main groups of techniques 
that will be adequate for most film exhibitors: 

• Using records, for example your box office system, 
financial records, and diaries, spreadsheets or 
databases that collect and record particular types 
of information about what you do. These will tell 
you what has occurred. 

• Asking questions, which involves using a written 
questionnaire, feedback slips or holding group 
or individual discussions. These will tell you more 
about the ‘how’ and ‘why’.

There are many other techniques for collecting and 
retrieving information which you can find out about4. 
Every method has its pros and cons so think carefully 
about which tools are right for you. Always think about 
your audience members, the time available when you 
interact with them, the contact information you hold, and 
the resources and skills you have at your disposal. 

Regional Screen Scotland may be able to advise you on 
creative tools that are right for your organisation or put 
you in touch with other cinemas to find out what tools 
they use for collecting information. You might be able to 
adapt these tools for your own use, or they may give you 
ideas for developing your own.

A great starting point is to agree your Information 
Collection Plan. The tools that you use should be 
informed by a clear purpose. Therefore, start off by 
considering the indicators of success that you have 
developed and then the tools, responsibilities, and 
implications of this. You can use a simple planning 
template as set out below.

4. http://betterevaluation.org/en/plan/describe/collect_retrieve_data

Indicators Information 
Collection Methods

When and by whom How to report  
and use

Activity

Participation

Satisfaction

Outcomes

INFORMATION COLLECTION PLAN: TEMPLATE

http://betterevaluation.org/en/plan/describe/collect_retrieve_data
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It is best to collect information regularly and 
systematically. You might collect some information every 
day (e.g. cinema admissions), while some may be 
collected just once a year (e.g. audience feedback on 
outcomes). 

It helps to be clear about who collects the information 
and how often, and where they store it. It can also 
be helpful to explain to staff or volunteers why the 
information needs to be collected and not just how. 
This is important if information collection is to become a 
routine and uniform part of what you do. 

There may be many outputs and outcomes of your work, 
but it is usually wise to limit the number you collect data 
on, and the amount of data you collect about them. The 
level of monitoring should be in proportion to the size of 
your cinema, and be manageable within your resources. 
Also, you are more likely to succeed by starting with a 
very simple system, and extending it later, if necessary. 
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COLLECTING EVIDENCE
This section examines the process of collecting evidence. It outlines some of the indicators and 
methods that you might want to consider when attempting to measure progress and impact in four 
main areas:

 1. THE THINGS YOU DO (ACTIVITIES)

 2. THE PEOPLE THAT ATTEND (PARTICIPATION)

 3. WHAT YOUR AUDIENCE THINKS (SATISFACTION)

 4. THE CHANGES YOU BRING ABOUT (OUTCOMES)

The section is structured accordingly.
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 1. MEASURING ACTIVITY

WHY MEASURE ACTIVITY

Most film exhibitors measure some sort of activity, 
usually relating to screenings, admissions and 
associated revenues. 

The way that you measure activity should enable you 
track the key aspects of what you do and what it delivers. 

Gathering good information about your activities 
can help you make well-informed decisions to drive 
continuous improvement and long-term impact. Without 
this information, you will continue to rely on hunches and 
guesswork.

WHAT TO MEASURE

Integrating simple types of performance measurement 
into day-to-day operations does not have to be 
complicated or prohibitively expensive — and the payoffs 
make it well worthwhile.

There are various aspects to your activity that you could 
consider measuring:

• the way that you promote films;
• your film programme and range of screenings;
• the level of attendance at your screenings;
• the revenues generated via screenings and other 

activity; and
• the wider community activity that supports all of the 

above. 

Selected indicators are provided opposite.

ILLUSTRATIVE KEY PERFORMANCE INDICATORS

Promotion

 – No. unique website visitors
 – No. of likes on Facebook
 – No. of Twitter followers

Programme

 – No. of films screened
 – No. of screening locations [touring only]
 – Ratio of mainstream to arthouse screenings

Screenings

 – No. of screenings
 – No. of community or school screenings

Admissions

 – % of tickets booked online
 – % of seats filled
 – Average number of attendees per screening
 – Average number of visits by attendees

Sales

 – £ Gross box office revenue
 – £ Sales of food and drink
 – £ Average spend per attendee
 – % of concessionary tickets sold

Community Activity

 – No. of community outreach events
 – No. of visits from school groups
 – No. of community events/activities supported
 – £ community donations/fundraising

Select a small number of key performance indicators for 
which you will collect regular information.
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HOW TO MEASURE ACTIVITY

Aim for simple, appropriate and standardised ways of 
collecting information about what you do and what you 
deliver.

Activity-type information is invariably collected through 
administrative records of some form.

Consider how you can use:

• Use web and social media analytics to monitor the 
depth and reach of your digital engagement with 
potential audiences. 

• Use ticketing information to track all of the basic 
information you need about your screenings, 
admissions, sales and concessions, and to enable 
further analysis (averages, ratios and trends).

• Use your financial records to monitor the revenues 
you generate from admissions and associated 
sales (e.g. food and drink) and calculate ratios 
to determine financial performance, health and 
sustainability.  

• Use simple spreadsheets or databases, to log and 
monitor other forms of information about your 
wider community activity (community outreach, 
partnerships with schools and charities, fundraising, 
and other activity).

For larger cinemas with a box office system, the analysis 
of ticketing data can provide useful insights. Some 
box office systems offer a broad range of functionality, 
from event marketing and ticketing through to 
membership and venue management. This can provide 
a comprehensive range of performance information that 
can be regularly tracked and analysed.
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CASE STUDY:
SCREEN MACHINE
Screen Machine is a unique 80-seat, air-conditioned 
mobile cinema that brings the latest films to audiences 
in some of the most cinema-deprived areas in Scotland. 
It strives to provide rural, remote and island communities 
with the same level of cinema experience as larger 
towns and cities.

The performance of Screen Machine is tracked using a 
wide range of indicators, which tell us that last year:

• 42 communities were visited on the Screen 
Machine tour

• 20,253 miles were travelled by road and by ferry
• 14 islands were visited

• 47 films were screened
• 577 screenings were held
• 74% of tickets were booked online
• 21,460 admissions occurred
• 47% of seats filled
• 98% of audience members were satisfied with the 

experience

This and other evidence is helping to communicate the 
achievements of Screen Machine and make the case for 
continuing support.

Source: Screen Machine Annual Performance & Impact Report 2015/16
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 2. MEASURING PARTICIPATION

WHY MEASURE PARTICIPATION

Some cinemas operate in cities and towns, where many 
types of films are readily available, while others operate 
in rural areas. Some serve relatively affluent parts of 
Scotland while others serve low-income communities. 
The characteristics of your audience will be unique to 
your cinema. 

Regardless of location, however, you will want to ensure 
that the films you screen are open and accessible to the 
widest number of people. 

Whether a large multi-purpose arts venue or small 
community cinema, you will also want to ensure that 
your cinema acknowledges and reflects the diversity 
of your local area and that there are no barriers to 
attending based on disability, race, or other differences. 
This is important in demonstrating your commitment to 
equality, diversity and inclusion.

WHAT TO MEASURE

Good data on participation will help you to build up a 
complete picture of the characteristics of your audience 
and contribute towards a better understanding of 
cinema attendance and reasons for this. 

There are various aspects to measuring participation: 

• the catchment area for your cinema; 
• the diversity of your audience; 
• your reach into rural and deprived communities; 

and 
• your ability to attract and build an audience.  

Some selected indicators relating to participation are 
provided. 

MEASURING PARTICIPATION: KEY INDICATORS

Geographic Reach

 – % of local catchment population attending
 – Average miles travelled to attend

Inclusion

 – % of cinemagoers from rural areas
 – % of cinemagoers from deprived urban areas

Equality & Diversity

 – % of cinemagoers from Black, Asian and Ethnic 
Minority groups

 – % of cinemagoers aged 16 to 24 years
 – % of cinemagoers reporting a disability
 – % of cinemagoers unemployed or from low income 
groups

Audience Development

 – No. of cinemagoers attending for the first time
 – % of cinemagoers attending 6 or more times in last 
12 months

 – % of cinemagoers that have attended for more than 
5 years

Select a small number of key performance indicators for 
which you will collect regular information.

Some indicators of successful participation may 
be more or less important for your cinema to track 
and understand. Those cinemas located in diverse 
communities may wish to introduce further indicators 
relating to equality, diversity and inclusion.  

HOW TO MEASURE PARTICIPATION

There are a variety of straightforward ways to 
understand more fully the characteristics of your 
catchment area and audience, and the success or 
otherwise of your cinema in reaching them.
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GEOGRAPHIC REACH 

You can try to gain a better understanding of the 
catchment area that your cinema serves and from which 
you draw your audiences. 

The catchment for your cinema will depend on a range 
of factors, including the extent of car ownership, the 
quality and frequency of public transport, the age profile 
of your audience, and the availability of other cinemas 
and leisure attractions in the area. 

There are different ways to define your catchment area. 
Most common is a drive-time boundary, which takes 
into account the type and quality of road links as well 
as distance. If public transport is particularly important 
to your audience, then a travel-time boundary may be 
more appropriate. You might define a core catchment 
area (e.g. 15-minute) where the majority of your 
audience is drawn from an outer catchment area (e.g. 
30-minute). 

You can get a sound understanding of your cinema’s 
catchment and reach by doing some further 
investigation. Use the postcode of subscribers/members 
to map travel boundaries using free and simple software 
such as Google Maps. Introduce some simple questions 
into your regular audience survey such as “How far do 
you have to travel to attend this cinema?”, “How long 
does it normally take you to travel to this cinema?”, and 
so on. See the full Question Set at Annexe 4. 

INCLUSION

Following on from the above, take time to drill down to 
understand the characteristics of the communities your 
audience is coming from. 

The collection of a full postcode from your subscribers 
or audience members, combined with some further 
analysis, can offer some very useful insights. 

If you operate in a geographically diverse area, you can 
use the Scottish Government’s Urban Rural Classification 
to identify and distinguish between the relative 
proportions of cinemagoers from: Large Urban Areas; 
Other Urban Areas; Accessible Small Towns; Remote 
Small Towns; Accessible Rural Areas; and Remote 
Rural Areas. Further information on the classification is 
available5 together with postcode lookup files6.

You can use the Scottish Index of Multiple Deprivation 
to identify the proportion of your cinemagoers that reside 
in the most disadvantaged parts of Scotland. The SIMD 
ranks small areas (called datazones) from most deprived 
(ranked 1) to least deprived (ranked 6,505). People using 
the SIMD will often focus on the datazones below a 
certain rank, for example, the 5%, 10%, 15% or 20% most 
deprived datazones in Scotland. It’s worth finding out 
more about the SIMD7 and related postcode lookup files 
and mapping tools8. 

Postcodes can be a very useful tool. They can also 
enable you to access other insights about the 
demographics, socio-economic characteristics, 
behaviours and attitudes of the (potential) audience in 
your area. The more you know about the needs and 
circumstances of the people living in your audience 
catchment the more you can tailor your film programme. 
Culture Republic has provided a helpful infographic to 
help you understand the power of postcodes. 

5. http://www.isdscotland.org/Products-and-Services/GPD-Support/Geography/Urban-Rural-Classification/
6. http://www.isdscotland.org/Products-and-Services/GPD-Support/Geography/Urban-Rural-Classification/_docs/2013_2014_urban_rural/postcode_urban_rural_2013_2014.csv
7. http://www.gov.scot/Resource/0050/00504809.pdf
8. http://www.gov.scot/Topics/Statistics/SIMD
9. https://www.culturerepublic.co.uk/resources/postcode-infographic/

http://www.isdscotland.org/Products-and-Services/GPD-Support/Geography/Urban-Rural-Classification/
http://www.isdscotland.org/Products-and-Services/GPD-Support/Geography/Urban-Rural-Classification/_docs/2013_2014_urban_rural/postcode_urban_rural_2013_2014.csv
http://www.gov.scot/Resource/0050/00504809.pdf
http://www.gov.scot/Topics/Statistics/SIMD
https://www.culturerepublic.co.uk/resources/postcode-infographic/
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EQUALITY AND DIVERSITY

You might want to consider ways to monitor the diversity 
of your audience based on a range of important 
characteristics. 

You can build in an appropriate set of questions to any 
regular survey(s) you administer to audience members or 
subscribers. 

You might include questions on ‘protected characteristics’ 
as defined under the Equality Act 2010:

• Age
• Gender
• Ethnicity
• Disability
• Sexual orientation

A sample set of Equality, Diversity and Inclusion (EDI) 
Questions is included in Annexe 1 which is consistent 
with the equalities reporting requirements of Creative 
Scotland. You may also wish to include questions about 
the economic status or level of income of audience 
members, to assess the extent to which your film offering 
is accessible to people who are unemployed or from low 
income households.  

You can collect, track and benchmark changes in your 
audience over time to help determine whether your 
audience reflects the characteristics of the area and your 
success in achieving diversity. 

AUDIENCE DEVELOPMENT

Make sure you gather the type of information you will 
need to support continuing audience development.
 
You can introduce some simple questions into a short, 
in-venue survey or larger online subscriber survey. 
These should help you to understand the pattern of 
attendance, profile and motivations of your audience. 
For example, ask “How long have you been attending 
screenings at this venue?”, “How often do you usually go 
to the cinema?”, and “Who do you usually attend cinema 
with?”. See Annexe 4 for more.

You can analyse the responses to these questions for 
different age groups and by other characteristics, to 
identify different audience segments, from enthusiastic 
cinemagoers to first time attenders. 

You might want to review this evidence regularly to 
determine how successful you are in reaching and 
cultivating target audiences (e.g. young people aged 16-
24 years). This will help your cinema to bring in people 
that haven’t attended before, ensure that you retain 
your existing audience, and encourage this audience to 
attend more often and enjoy a more diverse range of 
film choices.
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 3. MEASURING SATISFACTION

WHY MEASURE SATISFACTION

Customer satisfaction measurement can give your 
cinema the insights it needs to make better decisions.

Satisfaction has many elements. It relates to the 
experience of customers, the usefulness of activities, and 
their appropriateness to need.

Measuring satisfaction can help you understand 
cinemagoers’ likes and dislikes as well as where you 
need to make improvements. For example, what do 
audience members think about admission prices, your 
customer service, the cinematic experience and so on. 
Is there anything that turns people off or stops them 
attending more often? What would encourage people to 
come back again and again? 

It may sound obvious, but happy customers are more 
likely to turn into regular cinemagoers, trust your 
judgement on more diverse programming choices, 
recommend you to new audiences, or be more forgiving 
when you don’t get things quite right. 

WHAT TO MEASURE

Customer satisfaction measurement involves the 
collection of data that tells you how satisfied or 
dissatisfied your audience is. As well as providing 
your cinema with ‘scores’, the data can be used to 
understand the reasons behind reported levels of 
satisfaction. 

There are three main things that you might want to 
examine: 

• the immediate audience reaction to the film you 
exhibit; 

• different aspects of satisfaction within the overall 
experience; and 

• your audience’s loyalty to the cinema.  

Some selected indicators relating to satisfaction are 
provided. 

MEASURING SATISFACTION: KEY INDICATORS

Audience Reaction

 – Film Reaction Score

Customer Satisfaction

 – % rating Accessibility positively
 – % rating Atmosphere positively
 – % rating Choice positively
 – % rating Cost positively
 – % rating Proximity positively
 – % rating Screen & Sound positively
 – % rating Service positively
 – % rating Surroundings positively
 – % rating Times positively

Customer Loyalty

 – Net Promoter Score

Many organisations regularly track their levels of 
customer satisfaction to monitor performance over 
time and measure the impact of changes made to 
the customer experience. You might also consider 
benchmarking your satisfaction ratings with comparable 
cinemas.



YOUR CINEMA
YOUR COMMUNITY
YOUR IMPACT

19

HOW TO MEASURE SATISFACTION

The experience that audience members have can be 
explored in various ways. 

FILM REACTION INDEX

You might take the opportunity after screenings to invite 
members of the audience for their reaction. 

You can use simple feedback slips to gather ratings. 
Then use the methodology from the British Federation 
of Film Societies (now Cinema for All) to analyse the 
feedback and calculate standardised film reaction 
scores. See Annexe 2 for details. 

You can use the index scores to help understand how 
films have been received, the preferences of different 
audiences, and how you can improve your overall film 
selection. 

CUSTOMER SATISFACTION SURVEYS

At least once each year you might want to conduct your 
own customer satisfaction survey.

Customer satisfaction can be explored through online, 
postal, face-to-face and telephone surveys or polls. 

Feedback can be gathered while attending the cinema or 
an invitation extended afterwards. 

The data collection method that you choose should 
reflect a variety of considerations including, the level of 
participation required, the length of questionnaire, the 
time available, as well as the money available. 

Please ensure that the method you select gives everyone 
a fair and equal chance of having a say, and gathers 
information from a representative cross-section of your 
subscribers. You can use a sample size calculator10 
to determine the number of responses you require to 
ensure statistically representative findings.

You will want to ensure that the questions you ask are 
clear, specific and cover the main aspects of audience 
satisfaction as follows.

10. http://www.surveysystem.com/sscalc.htm

BENCHMARK YOUR CINEMA

Based on a sample of 12 local cinemas, our 
research shows that audience members 
generally tend to be very satisfied with the 
experience:

• ‘Proximity to amenities’ ..........................76%
• ‘Sense of community’ .............................82%
• ‘Cost of attending’ ..................................88%
• ‘Ability to travel to the venue’ .................89%
• ‘Choice of films’ ......................................92%
• ‘Quality / comfort of surroundings’ .........93%
• ‘Atmosphere in the venue’ ......................94%
• ‘Quality of service’ ..................................95%
• ‘Quality of screen and sound’ .................96%

How does your cinema measure up?

Source: Your Cinema, Your Community, 2016

http://www.surveysystem.com/sscalc.htm
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KEY ASPECTS OF AUDIENCE SATISFACTION

Accessibility of the cinema Atmosphere in the venue Availibility of associated 
services

 – Accessible booking
 – Close to home
 – Public transport
 – Disabled access

 – Welcoming
 – Cinematic
 – Intimate
 – Communal

 – Onsite hospitality
 – Close to restaurants/shops
 – Easy parking

Choice of films Cost of the admission Quality of screen and sound

 – Diverse programme
 – Latest films
 – Ability to choose
 – Say in programming

 – Affordable price
 – Discounts
 – Concession rates

 – Projection
 – Screen
 – Sound system
 – Speakers

Quality of service to customers Quality and comfort of 
surroundings

Screening times

 – Knowledgeable
 – Professional
 – Courteous
 – Attentive

 – Clean venue
 – Comfortable seating
 – Blackout
 – Theatrical setting

 – Frequent screenings
 – Appropriate times

You will also want to ensure that the question(s) you ask are methodologically-sound. You can check that survey 
questions are worded simply and clearly and that they introduce no possibility of leading or biasing the responses you 
will receive.
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[SAMPLE QUESTION] HOW WOULD YOU RATE THE EXPERIENCE OF ATTENDING A SCREENING AT THIS CINEMA?

 Very satisfied
Somewhat 

satisfied
Neither satisfied 
nor dissatisfied

Somewhat 
dissatisfied Very dissatisfied

Choice of films

Time of day films are 
screened

Quality of screen and 
sound

Atmosphere in the venue

Quality and comfort of 
the surroundings

Ability to travel to the 
venue

Proximity to places to eat 
and drink

Quality of service from 
the venue

Cost of admission

The overall experience

Questions relating to customer satisfaction can be part of a wider survey that gathers feedback and explores the 
difference you make. See Annexe 4 for a full question set. 



YOUR CINEMA
YOUR COMMUNITY
YOUR IMPACT

22

CASE STUDY:
WEST SIDE CINEMA
West Side Cinema in Stromness, Orkney offers the edge 
of world cinema in a relaxed and social atmosphere – 
themed music, candle-lit tables and a ‘bring your own’ 
policy. It screens short films with every feature film; 
fiction and documentary from around the world. It also 
encourages filmmaker talks and workshops and will 
often tie in with established local festivals.

The feedback gathered from West Side audience 
members during 2016 has demonstrated very high levels 
of satisfaction: 

• 91% were satisfied with the ‘quality and comfort’ of 
surroundings

• 97% were satisfied with the ‘atmosphere in the 
venue’

• 97% were satisfied with the ‘sense of community’ 
created

• 100% were satisfied with the ‘cost of attending’

While two-thirds of audience members (68%) regarded 
West Side as better than the alternatives attended, 18% 
regarded it about the same, and the remainder were 
unable to compare it at all (for some it was their only 
alternative).

West Side Cinema continues to use its unique audience 
feedback and scoring system – the Ping-Pongometer – 
to ensure that programming remains responsive to the 
preferences of its local audience.

Source: Your Cinema, Your Community, 2016
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NET PROMOTER SCORE

You can use the Net Promoter Score as a simple, quick 
and effective way of gauging customer satisfaction and 
loyalty. 

This enables you to build in a single, powerful question to 
your survey, “How likely is it that you would recommend 
this cinema to a friend or colleague?”. 

Participants are asked to grade their responses on a 
scale from 0 to 10. Instead of, or in addition to, asking 
audience members what they think about the cinema 
experience this question asks if they are advocates for 
your cinema. 

This enables you to separate out the active promoters 
from passives and detractors, and calculate a single 
score ranging from -100 to +100 that you can compare 
with other cinemas and organisations of all kinds. 

This simple calculation allows you to see how many 
cinemagoers are loyal fans, and willing to encourage 
others to attend. This is essential given the importance of 
word of mouth to local cinemas. 

Annexe 3 sets out the method for calculating your Net 
Promoter Score.

 4. MEASURING OUTCOMES

WHY MEASURE OUTCOMES

Measuring the impact of your cinema means measuring 
the difference it makes to the people and communities 
that are affected by it.

An increasing number of organisations and funders 
are talking about ‘social impact’ or ‘social value’. 
These are short-hand terms that refer to the economic, 
cultural, social and environmental changes that an 
organisation or service brings about. This recognises 
that all organisations have some sort of effect on society, 
either positive or negative, either intended or unintended. 
Remember, this is about more than the outputs of your 
work (i.e. the things that you put on) but rather the 
outcomes (i.e. the things that come from your work or the 
changes that you bring about). Impact measurement is 
therefore about describing, measuring and evidencing 
these outcomes.

It is now more important than ever that these outcomes 
are fully understood, and where possible, clearly 
evidenced and reported on. Ever reducing funding and 
increasingly tight public sector budgets means that 
local film exhibitors have an important part to play in 
demonstrating the powerful impact of the screen sector 
in Scotland. Cinemas that understand the difference 
they make, and can evidence this, are also in a much 
stronger position to continue to find the support required 
to continue making these positive changes.

WHAT TO MEASURE

We are interested in the real, effective and lasting 
changes that local cinema brings about for people and 
communities.

Ensure that you do not confuse outcomes with measures 
of participation or satisfaction – it is quite possible 
that people attend the cinema and enjoy it, without it 
affecting them in any meaningful way or impacting on 
the wider community.  
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Our earlier research has suggested six main ways that 
cinema impacts on local people and communities11. We 
have also added a seventh area of impact, recognising 
that all cinemas have some impact (either positive or 
negative) on the environment. 

MEASURING IMPACT: AREAS OF IMPACT

1. CULTURE

2. LEARNING & EMPLOYMENT

3. WELLBEING

4. LOCAL ECONOMY

5. COMMUNITY

6. ENVIRONMENT

7. HERITAGE

These impact areas are made up of a series of effects 
on people and communities. First, the intrinsic effects 
relating to attendance at cinema in itself. Second, 
the instrumental effects which arise from this cultural 
experience, principally in relation to the knowledge 
and wellbeing of audience members. Finally, functional 
effects that point to ways in which cinema acts as a 
catalyst for sustaining and developing social capital, 
heritage assets, and the local economy.

HOW TO MEASURE OUTCOMES

Measuring outcomes and impact can be a complex 
area. Here we set out some straightforward ways 
to gauge the change that you deliver using simple 
monitoring information and survey tools, along with 
further resources.

For a more comprehensive and holistic framework for 
measuring social value, please refer to Guide to Social 
Return on Investment12.

CULTURE

Cinema remains the widest reaching form of cultural 
entertainment in Scotland. Local cinemas offer audiences 
varied and brave programming, bringing world cinema, 
classics and the best new releases, as well as engaging 
with local filmmaking and Scottish heritage, and short 
films, documentaries, and archive footage.

Cinemas offer both entertaining and thought-provoking 
cultural experiences. This can feed new perspectives, 
stimulate interests, and help audience members to 
understand where they come from, who they are and 
where they are going.

The most straightforward method of exploring this 
cultural impact is to introduce a question into your 
regular subscriber/audience survey. This can usefully 
tease out the extent and frequency of some important 
intrinsic effects of film exhibition as a cultural experience.    

11.  Regional Screen Scotland, Your Cinema, Your Community, April 2016 http://
regionalscreenscotland.org/wp-content/uploads/2016/08/Local-Cinema-Report-
FINAL-for-web.pdf
12. http://www.socialvaluelab.org.uk/wp-content/uploads/2016/09/SROI-a-
guide-to-social-return-on-investment.pdf

BENCHMARK YOUR CINEMA

Based on a sample of 12 local cinemas, our 
impact research shows that as a result of 
attending their local cinema, audience members:

• Were ‘inspired to take some action or  
make a change’ ...................................... 19%

• Felt ‘proud of who you are and where  
you come from’ ...................................... 34%

• Were ‘offered a role model to follow’ .....61%
• Were ‘encouraged to find out more  

about a subject raised’ .......................... 66%
• Gained ‘new insights into other  

cultures or types of people’ ................... 67%
• Were ‘exposed to a new issue, idea  

or point of view’ ..................................... 67%

How does your cinema measure up?

Source: Your Cinema, Your Community, 2016

http://regionalscreenscotland.org/wp-content/uploads/2016/08/Local-Cinema-Report-FINAL-for-web.pdf
http://regionalscreenscotland.org/wp-content/uploads/2016/08/Local-Cinema-Report-FINAL-for-web.pdf
http://regionalscreenscotland.org/wp-content/uploads/2016/08/Local-Cinema-Report-FINAL-for-web.pdf
http://www.socialvaluelab.org.uk/wp-content/uploads/2016/09/SROI-a-guide-to-social-return-on-investment.pdf
http://www.socialvaluelab.org.uk/wp-content/uploads/2016/09/SROI-a-guide-to-social-return-on-investment.pdf
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[SAMPLE QUESTION] IN THE LAST 12 MONTHS, HOW FREQUENTLY HAVE YOU EXPERIENCED THE FOLLOWING AS A 
RESULT OF ATTENDING THIS CINEMA?

 Never Seldom Sometimes Often

A strong emotional response 
to the film

A sense of connection to 
others in the audience

New insights into other 
cultures or types of people

Exposed to a new issue, idea 
or point of view

Encouraged to find out more 
about a subject raised

Offered a role model to follow

Proud of who you are and 
where you come from
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LEARNING AND EMPLOYMENT 

The film exhibition sector in Scotland is a recognisable 
source of learning and employment, from the experience 
offered to volunteers, to work with schools, to the wider 
skills-building opportunities provided in formal and 
informal educational contexts, to the jobs supported 
within cinemas.

You may wish to monitor your cinema’s contribution to 
education, training, volunteering and employment. You 
can use some or all of the following outcome and proxy 
indicators to demonstrate this contribution. If you employ 
staff, ensure that you demonstrate your commitment 
to paying fair wages and to recruiting disabled, 
disadvantaged and severely disadvantaged workers.

SELECTED LEARNING AND EMPLOYMENT INDICATORS

Education

 – No. of school partnerships developed
 – No. of school pupils involved in film project activities
 – No. of school group visits to the cinema

Training

 – No. of total trainees (and trainee weeks)
 – No. of Modern Apprenticeships (and MA weeks)
 – No. of work experience opportunities (and 
experience weeks)

 – No. of graduate internships (and internship weeks)
 – No. of trainees achieving a recognised qualification

Volunteering

 – No. of regular volunteers
 – No. of regular volunteers moving onto further 
education, training or employment

Employment

 – No. of Full Time Equivalent Employees
 – No. of employees paid the Scottish Living Wage
 – No. of employees previous > 24 months 
unemployed

 – No. of employees with highest qualification SVQ 
level 3 or below

 – No. of employees over 50 years of age
 – No. of employees who are single parent(s)
 – No. of female employees
 – No. employees that belong to an ethnic minority 
groups

Larger cinemas that run dedicated educational outreach, 
training and volunteering programmes may want to 
carry out targeted surveys or evaluations of these to 
demonstrate the long-term effects.

Many community cinemas, film societies, and festivals 
rely on the substantial contribution of volunteers. You 
can draw on Volunteer Scotland resources to calculate 
the economic value of volunteering13 or assess its wider 
impact using the Volunteering Impact Assessment Toolkit.

13. http://www.volunteerscotland.net/media/254583/guidance_-_calculating_
the_economic_value_of_your_volunteers.pdf

http://www.volunteerscotland.net/media/254583/guidance_-_calculating_the_economic_value_of_your_volunteers.pdf
http://www.volunteerscotland.net/media/254583/guidance_-_calculating_the_economic_value_of_your_volunteers.pdf
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WELLBEING 

It is increasingly recognised that differing forms of 
cultural and community participation can act as an 
important health asset. A health asset is any factor 
or resource that enhances the ability of individuals to 
maintain and sustain health and well-being. These 
assets can operate at the level of the individual, family or 
community as protective and promoting factors to buffer 
against life’s stresses.

Local cinemas can be viewed as a health asset. Regular 
cinema attendance may have various beneficial effects 
on health and mental wellbeing. 

Consider introducing a question into your regular 
subscriber/audience survey to explore the effects your 
cinema has on health and wellbeing.

GOING FURTHER: VOLUNTEERING IMPACT 
ASSESSMENT

The Volunteering Impact Assessment Toolkit 
provides practical guidance on measuring the 
impact of volunteering. It is designed for any size 
of volunteer involving organisation. The guide 
helps you understand the impact of volunteering 
on your volunteers, staff, beneficiaries and the 
wider community. It contains a step-by-step guide 
and a range of tools and resources including 
questionnaires that will enable you to undertake 
your own impact assessment. 

To access the toolkit visit: http://www.
volunteerscotland.net/organisations/resources/
measuring-impact/volunteer-impact-assessment-
toolkit/ (fee required).

BENCHMARK YOUR CINEMA

Based on a sample of 12 local cinemas, our 
impact research shows that as a result of 
attending their local cinema, audience members:

• Were ‘more self-confident’ about 
themselves ..............................................35%

• Developed ‘stronger relationships with 
others’ .....................................................40%

• Were ‘better able to cope with  
everyday stresses’ ...................................45%

• Had a ‘more positive mood or outlook’ ..49%
• Were ‘feeling less alone or isolated’ ....... 51%

How does your cinema measure up?

Source: Your Cinema, Your Community, 2016
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[SAMPLE QUESTION] IN THE LAST 12 MONTHS, HOW FREQUENTLY HAVE YOU EXPERIENCED THE FOLLOWING AS A 
RESULT OF ATTENDING THIS CINEMA?

 Never Seldom Sometimes Often

Feeling more relaxed

Feeling more optimistic about 
the future

Feeling closer to other people

Feeling better able to deal with 
problems well

Feeling more interested in new 
things

Feeling more cheerful

Feeling inspired to make life 
changes

Some larger cinemas may wish to explore systematically their effect on mental wellbeing. You can use a validated and 
comparable set of questions to track the mental wellbeing of regular audience members, using the Warwick-Edinburgh 
Mental Well-being Scale14. Going further, you could conduct a full Mental Well-being Impact Assessment (see inset).

GOING FURTHER: MENTAL WELL-BEING IMPACT ASSESSMENT

Mental Well-being Impact Assessment (MWIA) uses a combination of methods, procedures and tools to assess 
the potential for a service, programme or project to impact on the mental well-being of a local population. MWIA 
makes evidence based recommendations to strengthen the positive and mitigate against the negative impacts, 
and encourages a process to develop indicators to measure impacts. 

You can access the Guide here: http://www.mhpf.org.uk/sites/default/files/documents/publications/
mentalwellbeingimpactassessmentatoolkitforwellbe1.pdf

14. http://www2.warwick.ac.uk/fac/med/research/platform/wemwbs/

http://www2.warwick.ac.uk/fac/med/research/platform/wemwbs/
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LOCAL ECONOMY  

At a very basic level, local economic impact is achieved 
by ensuring that more of the money that in the past may 
have flowed through your community is recirculated and 
stays in the community.

Local cinemas are just one of many ways of achieving 
economic impact. Cinemas, depending on size and 
location, can provide an important source of weekend 

and night-time entertainment, which offers a way of 
attracting visitors, sustaining jobs, and boosting and 
retaining leisure spending within the local economy.

You can include a question in your regular subscriber/
audience survey to gather feedback on the perceived 
economic contribution of the cinema to the town, village 
or neighbourhood in which it is based. 

[SAMPLE QUESTION] TO WHAT EXTENT WOULD YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS 
ABOUT THE ECONOMIC CONTRIBUTION OF THIS CINEMA LOCALLY?

 Strongly agree Agree
Neither agree 
nor disagree Disagree

Strongly 
disagree

It helps keep people 
in the area for 
entertainment 

It attracts visitors to the 
area

It helps to boost leisure 
spending in the area

It is an important source 
of jobs for the area

Quality and comfort of 
the surroundings

It is good for business in 
the area

It makes the area more 
prosperous

You can also actively monitor some aspects of your cinema’s contribution to your local economy using indicators such as 
those provided. For larger cinemas, this cumulative economic impact locally can be very significant.
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MEASURING ECONOMIC CONTRIBUTION: KEY 
INDICATORS

Income

 – £ Total income
 – £ Income generated from cinema admissions
 – £ Income generated from grants, gifts and 
donations

Spending

 – £ Total spending
 – £ Spending on staff and volunteers
 – £ Spending on supplies, services, third party 
payments

Supply chain effects

 – £ Spending by your suppliers in the local area
 – £ Spending by your suppliers outside of the local 
area

Employment effects

 – £ Spend by your employees/volunteers inside the 
local area

 – £ Spend by your employees/volunteers outside the 
area

It is important to define your ‘local economy’ clearly. This 
may equate to the geographic catchment area for your 
cinema, or you can make use of other administrative 
boundaries (e.g. a council ward, local authority area).  

Going further, you can use methods such as LM3 (see 
inset) to calculate the economic multiplier effects of your 
cinema and its impact on the local economy.

COMMUNITY 

Local cinemas can play an important role in building 
Social Capital. By this, we refer to the social interactions, 
trust, and shared standards of behaviour and 
expectations that enables people to build communities, 
to commit themselves to each other, and to knit the 
social fabric.

GOING FURTHER: LM3

LM3 was developed by nef (the new economics 
foundation) as a simple and understandable way 
of measuring local economic impact. It is designed 
to help people to think about local money flows 
and how their organisation can practically improve 
its local economic impact. The measuring process 
starts with a source of income (e.g. the total 
income of your cinema) and follows how it is spent 
and then re-spent within your local economy. 

For further information see http://www.
neweconomics.org/publications/entry/the-money-
trail and to access an online measurement tool go 
to https://www.lm3online.com/ (fee required).

BENCHMARK YOUR CINEMA

Based on a sample of 12 local cinemas our 
impact research shows that audiences tend to 
describe their local cinema as:

• A ‘way of bringing the community  
together’ .................................................81%

• A ‘safe and trusted place to go’ ............ 95%
• A ‘focal point for the community’ .........  85%
• As being ‘important for young  

people growing up here’ ........................81%
• As ‘central to the identity of the area’ ... 74%

How does your cinema measure up?

Source: Your Cinema, Your Community, 2016
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Cinemas can build and broaden the social experience 
and play this wider community building role in many 
ways, including: 

• Creating welcoming public spaces, such as cafes, 
as a way of enabling community members to 
interact. 

• Opening cinema venues up as hubs for other forms 
of community activity. 

• Developing active outreach programmes and 
partnerships with like-minded community groups, 
to improve access for particular target populations 
(e.g. older people, disabled people, etc.). 

• Introducing themed nights, which make use of food 
and music to enhance the communal experience. 

• Ensuring productive links and joint programming 
with other community activities, venues, festivities 
and events. 

• Making programming choices that achieve 
synergies between film exhibition and the wider 
cultural and community offering in shared spaces. 

You can include a question in your regular subscriber/
audience survey to gather feedback on the perceived 
contribution of your cinema to community life and 
cohesion.

[SAMPLE QUESTION] TO WHAT EXTENT WOULD YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS 
ABOUT THE ROLE OF THIS CINEMA WITHIN THE COMMUNITY?

 Strongly agree Agree
Neither agree 
nor disagree Disagree

Strongly 
disagree

It helps bring the 
community together

It gives young people 
something to do

It provides a safe and 
trusted place to go

It offers a focal point for 
the community

It increases enjoyment of 
living in the area

It encourages a sense of 
neighbourliness 

It helps people feel less 
isolated and cut-off

It makes me feel more 
connected to the area
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ENVIRONMENT

Climate change is the greatest environmental challenge 
facing the world today. Climate change is caused by 
the release of greenhouse gases into the atmosphere. 
The activities of people and organisations release 
greenhouse gas emissions – using electricity generated 
from fossil fuel power stations, burning gas for heating 
or driving a car, etc.

Film exhibitors – particularly those that own or manage 
a cinema building – may wish to assess and actively 
manage their environmental impact. 

You can do your bit by measuring the emissions 
associated with your cinema. It’s best to start off by 
identifying the things your cinema does that release 
greenhouse gas – these should relate to aspects of the 
cinema building/activities that you have control over. The 
following sets out the sources of the information that you 
might usefully collect for the common types of emission-
releasing activity.

MEASURING ENVIRONMENTAL EMISSIONS:  
KEY INDICATORS

Electricity use

 – Kilowatt hours (KWh) used from electricity bills

Natural gas use

 – Total kilowatt hours (KWh) used from gas bills

Water supply

 – Total water supplied in cubic metres (m3) from 
water bill

Employee and volunteer travel

 – Total travel miles from travel receipts and distance 
calculation

Waste disposal and recycling

 – Tonnes of waste disposed/recycled from waste 
collection provider

It’s best to monitor and accurately record your data 
at regular intervals (monthly or quarterly) in a simple 
spreadsheet. It is normal practice to measure emissions 
over a 12-month timeframe aligned to your accounting 
period. To calculate the greenhouse gas emissions 
associated with each activity, you will need to convert the 
data you have collected using emission factors (Data x 
Emission Factor = Greenhouse gas emissions). You can 
do this by either using the annually updated emission 
factors available for free on the Defra website15 or use 
online calculators widely available from the Carbon 
Trust16 and others.

You can get advice from a range of sources, including 
Creative Carbon Scotland17.

There are also a variety of approaches and tools that 
you can use to actively manage and mitigate your 
environmental impact.

15.  https://www.gov.uk/government/collections/government-conversion-factors-
for-company-reporting
16. https://www.carbontrust.com/conversionfactors
17. http://www.creativecarbonscotland.com

GOING FURTHER: ECO MAPPING

Ecomapping is a free, visual, simple and practical 
tool to analyse and manage their environmental 
behaviour. It involves making a map of your 
cinema venue, to create an understanding of 
the current environmental situation. Ecomapping 
is not a goal in itself, but a process framework 
that helps to define and prioritise environmental 
problems and issues to act on. Once completed, 
Ecomapping can serve as the basis for a wider 
environmental management system, ISO 14001 
and EMAS. 

For further information see:
http://www.ecomapping.com/en/tools-methodes/
ecomapping.html.

https://www.gov.uk/government/collections/government-conversion-factors-for-company-reporting
https://www.gov.uk/government/collections/government-conversion-factors-for-company-reporting
https://www.carbontrust.com/conversionfactors
http://www.creativecarbonscotland.com
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HERITAGE 

For your audiences and wider community, the notion 
of ‘cinema’ is often closely associated with the physical 
venue in which films are exhibited. This is often a 
dedicated building but increasingly a multi-functional 
space.  

Such buildings can bring a strong sense of history and 
association with the past, and there is often a strong 
nostalgia associated with attendance at cinema. The 
cinema building can also provide an important source 

of symbolic and aesthetic value for the communities in 
which they are based, as well as an economic value 
achieved through ensuring the continuing commercial 
viability of local buildings. In some cases the restoration 
and reuse of historic buildings as a home for cinema has 
acted as a wider catalyst for area regeneration.

A single question in your survey can help to tease out 
some of the main aspects of this heritage value to local 
audiences or residents.

[SAMPLE QUESTION] TO WHAT EXTENT WOULD YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS 
ABOUT THE CINEMA BUILDING?

 Strongly agree Agree
Neither agree 
nor disagree Disagree

Strongly 
disagree

It is central to the identity 
of the area

It makes this a more 
attractive place to live

It is a source of pride for 
the community

It commands a strong 
sense of affection 

It contributes positively to 
the built environment

It is a venue of historic 
significance and value

It has helped to turn this 
place around
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CASE STUDY:
THE HIPPODROME, BO’NESS
The Hippodrome, built in 1912, is the earliest surviving 
purpose-built cinema in Scotland. After many years in 
decline, the Hippodrome has now been restored and 
returned to the use for which it was originally built, a 
small picture house cinema, which is operated by Falkirk 
Community Trust. 

The Hippodrome is an A-listed building, in recognition of 
its importance in the history of cinema and 20th Century 
architecture. The impact survey evidence gathered from 
audiences at the Hippodrome point to its importance 
to the heritage, regeneration and local economy of the 
area: 

• 80% describe it as ‘venue of local heritage and 
significance’ 

• 76% recognise it as ‘central to the identity of the 
area’

• 74% say it ‘commands a strong sense of affection 
locally’

• 79% acknowledge it as ‘a source of pride for the 
community’

• 78% describe its impact in providing ‘jobs for the 
area’

• 89% point to its importance as a ‘way of attracting 
visitors’ 

• 87% describe its impact on ‘boosting spending 
locally’ 

The positive findings generated have been valuable in 
demonstrating the Hippodrome’s contribution to the 
local area and supporting the cinema’s nomination to 
the Scottish Urban Regeneration Forum (SURF) annual 
awards.

Source: Your Cinema, Your Community, 2016
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MAKING USE OF THE EVIDENCE
This section explores the things you can and do with your evidence once it is collected. At regular 
intervals, it can be helpful to look back and judge how well you have done. And critically, you to use 
the evidence you gather to assist your own learning and that of others. 

 MAKE SENSE OF THE INFORMATION

At points throughout the year it’s best to review how you 
are progressing and what has been achieved. 

This will require you to analyse and interpret the 
evidence you have gathered. The way you make sense 
of this will depend on the kind of information you have 
collected (facts, figures, feelings, and so on). 

Whatever the method of analysis, it’s best to set aside 
sufficient time to collate the information gathered and 
turn it into useful evidence. Then look for patterns and 
messages from the evidence. 

When carrying out the analysis it can be important to 
ensure that the quality of the information will stand up 
to outside scrutiny. Also, try to ensure that your methods 
of collecting or monitoring information give you what 
you need. With the benefit of hindsight, there are always 
changes that you would make, so it can be helpful to 
make any necessary adjustments along the way. 

 MAKE SENSE OF THE INFORMATION

It can prove useful to check things are on track and that 
you are achieving what you hoped you would at regular 
points in the year. 

It’s best to review your progress in relation to target levels 
of activity, participation and satisfaction. Also look hard 
for indications that that your work is making a difference 
to the people and community most affected by the 
cinema.

You may wish to develop a simple Performance 
Dashboard to help regularly review progress. This 
includes a focused selection of indicators to enable 
period snapshots of your overall progress in relation to 
past results and future targets. Keep in mind that some 
performance and outcome indicators might only be 
capable of being reviewed once a year (e.g. when linked 
to an annual subscriber/audience survey).
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PERFORMANCE DASHBOARD: TEMPLATE 

Indicator Baseline: 
Previous year

Q1 Q2 Q3 Q4 Total year to 
date

Target: Current 
year

Difference 
from target

Activity Indicators

A1

A2

A3

Participation Indicators (outputs)

P1

P2

P3

Satisfaction Indicators (outputs)

S1

S2

S3

Outcome Indicators

O1

O2

O3

The evidence that you have gathered and collated in your performance dashboard will give you a solid basis on which to 
make informed judgements about your cinema’s progress and impact.
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 TAKE STOCK AS A GROUP

You may find it helpful as a group to make sense of 
information you have gathered and the implications for 
the cinema and its ongoing development.

Think about what the evidence is telling you regarding 
the level of activity you had planned (screenings, 
admissions, etc.), the level of satisfaction arising (with 
film choices, admission prices, etc.), and the benefits 
arising (on cultural appreciation, wellbeing, etc.). 

As a group, ask yourself a series of reflective questions:  

• Did the activities occur as planned? 
• Have you reached your target audience?
• Which activities worked well and why? 
• Where did things not go as well as expected and 

why? 
• Has the cinema achieved its main targets? 
• What difference have you made so far? 
• Did the activities lead to any unexpected 

outcomes? 
• What lessons have been learned? 
• Where do you need to go from here?

Where possible compare your findings with other 
cinemas. There may be ways that Regional Screen 
Scotland can facilitate benchmarking across cinemas 
that use similar methods and survey question sets, 
or support clusters of cinemas that are committed to 
collective learning and improvement activity. 

Make sure that your project is on track and assess 
whether you need to rethink the targets or alter your 
approach in any way. Occasionally, in light of experience, 
you may want to fundamentally revisit long-held 
assumptions (the extent of your catchment area, the 
diversity of your audience, the attractiveness of your film 
programme, and so on). 

 REPORTING ON ACHIEVEMENTS AND 
LEARNING

It is often valuable to take time to report on what you 
have achieved and what you have learned. 

You may want to decide early on what methods 
of reporting are helpful in satisfying the various 
stakeholders with an active interest or influence on your 
work. Who else do you need to tell about your cinema’s 
achievements? What do you need to tell them? What 
is the best way of telling them? Think about how you 
will feed back the findings to the people that you have 
collected information from (your audience in particular) 
and to others that might be interested in or benefit from 
the evidence. 

There is the opportunity to share your evidence widely. 
As well as a written report, think creatively about 
other ways of reporting information – using narrative, 
numbers, infographic, quotations, photographs and 
video. Think also about the channels through which you 
can circulate the information, for example, via:

• Community meetings and events
• Your website and that of others
• Social media (e.g. Facebook, Twitter) 
• Local newspapers and newsletters

Whatever the methods you use, it is important that 
you report fully and honestly. Of course, in doing so, 
you will want to ensure that you safeguard anonymity, 
confidentiality and take account of ethical issues on how 
you report your findings.
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 CELEBRATING ACHIEVEMENTS

Developing a successful and wide-reaching cinema is an 
ongoing process and progress may take some time. Not 
everything can be achieved at once or as quickly as you 
might wish.

Recognising and celebrating accomplishments can 
prove valuable in the ongoing cycle of improvement. The 
process of celebrating your achievements may help to:

• Showcase your work, thereby achieving widening 
interest and growing audience engagement.

• Increase the motivation of staff and volunteers who 
will see evidence of change and receive credit for 
their role.

• Confirm and reinforce your thinking and your 
direction of travel with the cinema.

• Raise awareness of film exhibition more generally 
to economic, social and cultural life in Scotland.

There may be opportunities to engage with the media, 
share your evidence and good news stories as they 
arise.

Why not also share your achievements with Regional 
Screen Scotland, who may be able to help communicate 
any good news and good practice to a much wider 
audience.
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CASE STUDY:
THE PAVILION CINEMA, GALASHIELS
The Pavilion is an independent, family operated 
cinema located in Galashiels. Its four screens offer a 
combined seating capacity of 695, show more than 
3,500 screenings each year, and host around 100,000 
cinemagoers annually from across the Scottish Borders. 

The Pavilion strives to provide all customers with a first 
class cinema-going experience and takes pride in its 
important role within the local area. The impact survey 
data produced by the Pavilion has confirmed this and 
more. For example, of the audience members that 
contributed: 

• 94% described it as a ‘safe and trusted place to go’
• 85% recognised it as ‘important for young people in 

the area’
• 95% identified its impact as a ‘source of night-time 

entertainment’
• 95% valued the ‘overall experience’ at the cinema
• 94% were satisfied with both the quality of ‘service’ 

and ‘screen and sound’

The customer satisfaction and impact evidence 
produced has enabled the Pavilion to take credit for its 
achievements but also respond positively to constructive 
criticism. 

The detailed findings have already been used to guide 
a number of aspects of business development. For 
example, the learning has now been built into the 
cinema’s staff training programme, it has helped shape 
the Pavilion’s £90,000 programme of refurbishment, and 
has informed the design of its new membership scheme.

Source: Your Cinema, Your Community, 2016
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 ACTING ON THE EVIDENCE

Last, but certainly not least, consider ways that you can 
act on the evidence. 

Producing a report and sharing learning is not the end of 
the process. You may want to take time to consider the 
changes and improvements required, and set out a plan 
of action to carry these forward.

In light of what you have learned you can then make any 
necessary decisions. This might mean changing your 
approach, making minor corrections, or stopping some 
things completely. 

Also, remember that this is best thought of as an 
ongoing process – keep up the momentum of planning, 
measuring success, agreeing changes and ensuring 
continued improvement.
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ANNEXE 1: Equality, Diversity and Inclusion Questions

AGE

Individuals should be judged by ability and not age. You should not define ‘older age’ as it can be dependent on 
circumstances including health and socio-economic status.  

[SAMPLE QUESTION] HOW OLD ARE YOU?

16-24 years 

25-44 years 

45-65 years 

65+ years

Prefer not to say 

GENDER

Some people find they do not feel comfortable thinking of themselves simply as either male or female. By including 
‘Other’ as an option for gender, you allow respondents who would describe themselves as Non-Binary (e.g. intersex, 
gender queer) to answer the question. 

[SAMPLE QUESTION] WHAT IS YOUR GENDER?

Male

Female

Other

Prefer not to say
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DISABILITY 

Section 6(1) of the Equality Act 2010 states that a person has a disability if, “That person has a physical or mental 
impairment, and “The impairment has a substantial and long-term adverse effect on that person’s ability to carry out 
normal day-to-day activities.”

[SAMPLE QUESTION] DO YOU HAVE ANY OF THE FOLLOWING CONDITIONS WHICH HAVE LASTED, OR ARE 
EXPECTED TO LAST, AT LEAST 12 MONTHS? (TICK ALL THAT APPLY)

Non-disabled 

Visual Impairment 

Hearing impairment/Deaf 

Physical disabilities

Cognitive or learning disabilities (e.g. Autistic spectrum disorder, dyslexia, dyspraxia)

Mental health condition (e.g. Depression, schizophrenia)

Other long term/chronic conditions (e.g. Cancer, diabetes, HIV, epilepsy, heart disease)

Other type of disability 

Prefer not to say

SEXUAL ORIENTATION 

Monitoring sexual orientation is a significant step towards acknowledging gay, lesbian and bi-sexual people and 
checking for sexual orientation issues.

[SAMPLE QUESTION] WHICH OF THE FOLLOWING OPTIONS BEST DESCRIBES HOW YOU THINK OF YOURSELF? 

Heterosexual / Straight 

Gay / Lesbian 

Bisexual 

Other 

Prefer not to say 
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ETHNICITY

Ethnicity (or ethnic group) has been defined as “shared origins or social background; shared culture and traditions that 
are distinctive, maintained between generations, and lead to a sense of identity and group; and a common language or 
religious tradition”. Ethnicity is self-defined and may change over time. Monitoring information on ethnicity helps ensure 
that policies and practices do not inadvertently discriminate against an individual because of their ethnic group. 

[SAMPLE QUESTION] WHAT IS YOUR ETHNIC GROUP? (PLEASE INDICATE WHICH BEST DESCRIBES YOUR ETHNIC 
GROUP OR BACKGROUND) 

White Scottish/White British African/African Scottish/African British

Irish 
Caribbean/Caribbean Scottish/Caribbean 
British

Gypsy/Traveller Black/Black Scottish/Black British

Polish Arab/Arab Scottish/Arab British

White Other, please specify: Mixed or Multiple Ethnic Groups, please 
specify:    

              

Asian/Asian Scottish/Asian British
Other, please specify:

Chinese/Chinese Scottish/Chinese British Prefer not to say

GAELIC LANGUAGE 

The Scottish Government recognises that Gaelic is an integral part of Scotland’s heritage, national identity and current 
cultural life. Just over 1% of the Scottish population are Gaelic speakers.

[SAMPLE QUESTION] DO YOU SPEAK GAELIC?

Yes

No
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ANNEXE 2: Film Reaction Index

The Film Reaction Index18 is a subjective measure of how much an audience likes a film.

Every member of the audience at a screening is asked to rate the film or films they have seen on a score of A, B, C, D or 
E. This is purely their own assessment of how good each film was. Give out feedback slips using a simple rating scale:

When the votes are collected each A gets multiplied by 100, each B by 75, each C by 50, each D by 25 and each E by 
zero. These totals are added together and divided by the total number of slips (A + B + C + D + E). The result is the Film 
Reaction Index. An example, a film may achieve the following scores from 65 audience members that expressed an 
opinion providing an index score of 70.

Rating Votes Calculation Score

A 18 18 x 100 1,800

B 27 27 x 75 2,025

C 12 12 x 50 600

D 6 6 x 25 150

E 2 2 x 0 0

Total Score 4,575

Reaction Index Score  
(4,575 / 65 audience members)

70

Study the index scores after a screening to get an idea of 
how the film was received by your audience. The scores 
show which films were liked better than others. It is also 
worth looking at all the votes to see if it is a movie which 
split the audience. 

You can use the index scores to help understand how 
films have been received, the preferences of different 
audiences, and what how you can improve your overall 
film selection.

18. Source: Based on the Reaction Index of the British Federation of Film Societies 
(Now Cinema for All)

A
Excellent

B
Good

C
Average

D
Poor

E
Dreadful
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ANNEXE 3: Net Promoter Score

The Net Promoter® Score technique is very simple. It gives you a quick way to get feedback by 
asking one powerful question “How likely is it that you would recommend this cinema to a friend 
or colleague?”

Participants are asked to grade their responses on a 
scale from 0 to 10, with low scores indicating a complete 
lack of willingness to work as an advocate, and 10 as a 
very high likelihood of working as an advocate. Those 
grades allow you to segment your costumers into three 
groups:

• Promoters. Scores of 9 to 10 mean that your 
audience members are promoters, who tend to be 
loyal, active and willing to share. 

• Passives. Rankings in the 7 to 8 mean that 
audience members might attend your cinema on a 
regular basis, but they might also be willing to go 
elsewhere given the choice.

• Detractors. These audience members give rankings 
in the 0 to 6 range, generally aren’t willing to speak 
up for your cinema and, in fact, might be hostile to 
your cinema.

Then, perform just one calculation and you’ll get an 
industry standard score of customer satisfaction and 
loyalty, ranging from -100 to +100.

(Number of Promoters - Number of Detractors) / 
(Number of Respondents) x 100

This simple calculation allows you to see how many 
cinemagoers are loyal fans, and willing to encourage 
others to attend. This is essential given the importance of 
word of mouth to local cinemas.

19. For further information see https://www.netpromoter.com

0 42 6 91 5 83 7 10

0 = Not at all likely

NPS®  =  Promoters (%)  -  Detractors (%)

5 = Neutral 10 = Extremely likely

(Net Promoter Score) (9s and 10s) (0 through 6s)

https://www.netpromoter.com
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ANNEXE 4: Audience Satisfaction and Impact Question Set

The following Question Set has been developed for use by local cinemas. It has been developed and 
tested as part of the Your Cinema, Your Community research and subsequently refined.

The questions are set out in a number of categories, 
around which a survey questionnaire could easily be 
structured. 

The questions are tagged, for example [CUSTOMER 
SATISFACTION], to indicate the type and use of 
information that you will get from asking the question.

Be aware of the trade off in any survey between the 
length of the survey and the likely response rates. 

The level of response tends to tail off the longer your 
questionnaire.  

You can use some or all of the questions depending on 
your interests and needs.

Seek advice from Regional Screen Scotland, who may 
be able to provide access to an online survey facility and 
advise on ways to benchmark and use your findings. 

 WATCHING FILMS

[AUDIENCE DEVELOPMENT] HOW LONG HAVE YOU 
BEEN ATTENDING FILMS AT THIS CINEMA?

Less than a year

1-3 years

4-10 years

More than 10 years

[GEOGRAPHIC REACH] HOW FAR DO YOU HAVE TO 
TRAVEL TO ATTEND THIS VENUE?

1-3 miles

4-10 miles

11-20 miles

20+ miles

[GEOGRAPHIC REACH] HOW LONG DOES IT 
NORMALLY TAKE YOU TO TRAVEL TO THIS CINEMA?

Less than 15 minutes 

15 to 30 minutes 

More than 30 minutes
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[AUDIENCE DEVELOPMENT] WHO DO YOU USUALLY 
ATTEND CINEMA WITH? (TICK ALL THAT APPLY)

On my own

Spouse or partner

Children or grandchildren

Friends or colleagues

Parents

Other

[AUDIENCE DEVELOPMENT] HOW OFTEN DO YOU 
USUALLY GO TO THIS CINEMA?

Several times a year

Once a month

More than once a month

Once a week

More than once a week

[AUDIENCE DEVELOPMENT] PLEASE INDICATE THE EXTENT TO WHICH THE FOLLOWING ASPECTS HAVE CHANGED 
OVER THE LAST FIVE YEARS, POTENTIALLY AFFECTING YOUR CURRENT FREQUENCY OF CINEMA-GOING:

 Much reduced Reduced The same Increased Much increased

Available free time

Available income

Quality and number of new 
titles on release

Variety of films at cinemas

Availability of on-site services 
(bar, car-parking, etc.)

Role of cinema as social 
meeting place

Promotional activities for the 
cinema

Availability and quality of 
films on video/to stream

Quality of television 
programmes
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[AUDIENCE DEVELOPMENT] FOR A TYPICAL TRIP TO THIS VENUE, HOW MUCH DO YOU AND YOUR PARTY SPEND IN 
TOTAL AT THE VENUE AND IN THE VICINITY (E.G. EATING, DRINKING, TRAVEL, AND THE COST OF THE TICKETS)?

Less than £6 £21-30

£6-8 £31-40

£9-11 £41-50

£12-15 More than £50

£16-20

[AUDIENCE DEVELOPMENT] WHICH OF THE FOLLOWING, IF ANY, LIMIT YOUR ABILITY TO ATTEND THIS AND OTHER 
CINEMAS? (TICK ALL RELEVANT OBSTACLES FOR THIS AND OTHER VENUES)

 
Barrier to attending 

this cinema

Barrier to 
attending other 

cinemas

The cost of attending

No one to go with

Accessibility by transport

A lack of independence or mobility

Fears about safety

Doesn’t offer what I want

No barriers
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[AUDIENCE DEVELOPMENT] WHERE HAVE YOU WATCHED FILMS IN THE LAST 12 MONTHS? (TICK ALL THAT APPLY)

At this cinema

At another multiplex (multiscreen venue, part of a chain)

At another independent cinema (four or fewer screens)

At another multi-arts venue/theatre

At another community cinema (open access community screening)

At another film society or club (members only)

At another film festival

At another mobile and touring cinema

In the home on DVD/Blu-ray

In the home streamed online (e.g. BBC iPlayer, Netflix or similar service)

[AUDIENCE DEVELOPMENT] HOW DO YOU PREFER TO WATCH FILMS?

At home

In a venue with other people

It depends

Please explain your choice:
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 SATISFACTION WITH THE CINEMA

[SATISFACTION] HOW WOULD YOU RATE THE EXPERIENCE OF ATTENDING A FILM AT THIS CINEMA?

 Very satisfied
Somewhat 

satisfied
Neither satisfied 
nor dissatisfied

Somewhat 
dissatisfied Very dissatisfied

Choice of films

Time of day films are 
screened

Quality of screen and 
sound

Atmosphere in the venue

Quality and comfort of 
the surroundings

Ability to travel to the 
venue

Proximity to places to eat 
and drink

Quality of service from 
the venue

Cost of admission

The overall experience
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[SATISFACTION] HOW DOES THIS CINEMA COMPARE TO OTHERS THAT YOU HAVE ATTENDED?

Much better

Somewhat better

About the same

Somewhat worse

Much worse

Unable to compare

Please explain your choice:

[SATISFACTION] HOW LIKELY IS IT THAT YOU WOULD RECOMMEND THIS CINEMA TO A FRIEND OR COLLEAGUE?

1 2 3 4 5 6 7 8 9 10

1 = Not at all likely 10 = Extremely likely
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 BENEFITS OF THE CINEMA

[AUDIENCE DEVELOPMENT] PLEASE SELECT THE 3 MOST IMPORTANT REASONS YOU ATTEND FILMS AT THIS CINEMA:

 To check out the latest release

 To spend quality time with family or friends

 To treat or reward myself

 For pure entertainment/escapism

 To satisfy curiosity about unfamiliar films

 For something to talk about

 For a thought-provoking or moving experience

[CULTURAL OUTCOMES] AFTER WATCHING A FILM AT THIS VENUE, DO YOU TEND TO DISCUSS THE CONTENT WITH 
OTHERS WHO ATTENDED?

No

Yes, casually

Yes, intensely

[CULTURAL OUTCOMES] WHICH FILM(S) IN THE LAST 12 MONTHS HAD THE BIGGEST IMPACT ON YOU?
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[CULTURAL OUTCOMES] IN THE LAST 12 MONTHS, HOW FREQUENTLY HAVE YOU EXPERIENCED THE FOLLOWING AS 
A RESULT OF ATTENDING THIS CINEMA?

 Never Seldom Sometimes Often

A strong emotional response to the film

A sense of connection to others in the audience

New insights into other cultures or types of people

Exposed to a new issue, idea or point of view

Encouraged to find out more about a subject raised

Offered a role model to follow

Proud of who you are and where you come from

[WELLBEING OUTCOMES] IN THE LAST 12 MONTHS, HOW FREQUENTLY HAVE YOU EXPERIENCED THE FOLLOWING 
AS A RESULT OF ATTENDING THIS CINEMA?

 Never Seldom Sometimes Often

Feeling more relaxed

Feeling more optimistic about the future

Feeling closer to other people

Feeling better able to deal with problems well

Feeling more interested in new things

Feeling more cheerful

Feeling inspired to make life changes
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[COMMUNITY OUTCOMES] TO WHAT EXTENT WOULD YOU AGREE OR DISAGREE WITH THE FOLLOWING 
STATEMENTS ABOUT THE ROLE OF THIS CINEMA WITHIN THE COMMUNITY?

 
Strongly 
agree Agree

Neither agree 
nor disagree Disagree

Strongly 
disagree

It helps bring the community together

It gives young people something to do

It provides a safe and trusted place to go

It offers a focal point for the community

It increases enjoyment of living in the area

It encourages a sense of neighbourliness 

It helps people feel less isolated and cut-off

It makes me feel more connected to the area

[ECONOMIC OUTCOMES] TO WHAT EXTENT WOULD YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS 
ABOUT THE ECONOMIC CONTRIBUTION OF THIS CINEMA LOCALLY?

 
Strongly 
agree Agree

Neither agree 
nor disagree Disagree

Strongly 
disagree

It helps keep people in the area for entertainment 

It attracts visitors to the area

It helps to boost leisure spending in the area

It is an important  source of jobs for the area

It is good for business in the area

It makes the area more prosperous
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[HERITAGE OUTCOMES] TO WHAT EXTENT WOULD YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS 
ABOUT THE CINEMA BUILDING?

 
Strongly 
agree Agree

Neither agree 
nor disagree Disagree

Strongly 
disagree

It is central to the identity of the area

It makes this a more attractive place to live

It is a source of pride for the community

It commands a strong sense of affection 

It contributes positively to the built environment

It is a venue of historic significance and value

It has helped to turn this place around

[OUTCOMES] OVERALL, HOW IMPORTANT IS THIS CINEMA TO THE LOCAL AREA (NEIGHBOURHOOD, VILLAGE OR 
TOWN)?

Extremely important

Somewhat important

Of limited importance

Of no importance
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[OUTCOMES] IF THIS VENUE DIDN’T EXIST, WHAT WOULD BE THE LIKELY IMPACT ON THE FOLLOWING?

 Would increase No change Would decrease

The cost of attending cinema

The accessibility of a cinema to you

The quality of the cinema experience

Your level of attendance at cinema

The sense of community locally

The desirability of the place you live

The economic prospects of the area
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 ABOUT YOU

[EQUALITY, DIVERSITY AND INCLUSION] HOW OLD ARE YOU?

16-24 years 

25-44 years

45-65 years 

65+ years

Prefer not to say 

[EQUALITY, DIVERSITY AND INCLUSION] WHAT IS YOUR GENDER?

Male

Female

Other

Prefer not to say

[EQUALITY, DIVERSITY AND INCLUSION] DO YOU HAVE ANY OF THE FOLLOWING CONDITIONS WHICH HAVE 
LASTED, OR ARE EXPECTED TO LAST, AT LEAST 12 MONTHS? (TICK ALL THAT APPLY)

Non-disabled 

Visual Impairment 

Hearing impairment/Deaf 

Physical disabilities

Cognitive or learning disabilities (e.g. Autistic spectrum disorder, dyslexia, dyspraxia)

Mental health condition (e.g. Depression, schizophrenia)

Other long term/chronic conditions (e.g. Cancer, diabetes, HIV, epilepsy, heart disease)

Other type of disability 

Prefer not to say
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[EQUALITY, DIVERSITY AND INCLUSION] WHICH OF THE FOLLOWING OPTIONS BEST DESCRIBES HOW YOU THINK 
OF YOURSELF?

Heterosexual / Straight 

Gay / Lesbian 

Bisexual 

Other 

Prefer not to say 

[SAMPLE QUESTION] WHAT IS YOUR ETHNIC GROUP? (PLEASE INDICATE WHICH BEST DESCRIBES YOUR ETHNIC 
GROUP OR BACKGROUND) 

White Scottish/White British African/African Scottish/African British

Irish 
Caribbean/Caribbean Scottish/Caribbean 
British

Gypsy/Traveller Black/Black Scottish/Black British

Polish Arab/Arab Scottish/Arab British

White Other, please specify: Mixed or Multiple Ethnic Groups, please 
specify:    

              

Asian/Asian Scottish/Asian British
Other, please specify:

Chinese/Chinese Scottish/Chinese British Prefer not to say

[EQUALITY, DIVERSITY AND INCLUSION] DO YOU SPEAK GAELIC?

Yes

No
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[EQUALITY, DIVERSITY AND INCLUSION] WHICH OF THE FOLLOWING BEST DESCRIBES YOUR ECONOMIC STATUS?

Employed

Self-employed

Unemployed

Student

Retired

Looking after home or family

Long-term sick or disabled

[GEOGRAPHIC REACH] FULL POSTCODE:
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