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Cinema-Going Habits and Strategy of The Successful Film Campaigns
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The research presented in the thesis examined how generational differences manifest in movie-going habits and analyzed the strategies of modern film campaigns. The aim of the research was to understand how movie-going habits have changed across different generations and how a production can still be successful despite the negative trends in movie attendance. To this end, an analysis of the marketing campaigns for the two most-watched films in Hungary in 2023, Barbie and Oppenheimer, was conducted, along with a primary research survey. The online questionnaire surveyed members of different generations.
The first part of the thesis begins with an overview of generational theories and generational marketing. To gain a deeper understanding of the differences between these groups, the thesis focuses on consumption habits, purchasing behaviors, and the impact of digital technologies, with a particular emphasis on the media consumption patterns of Generation Z.
The second part of the research examines the marketing strategies behind the success of two iconic films, Barbie and Oppenheimer. The analysis reveals that the success of both films was driven by complex and effective marketing campaigns. However, the two films differ significantly in their marketing strategies due to their completely different themes. For instance, the Barbie campaign built on nostalgia and elements of pop culture, with a particular focus on Generation Y and Z. In contrast, Oppenheimer targeted an older audience interested in historical dramas, relying on the reputation of the world-renowned director. A common factor between the two films was the timing of their premieres and the resulting "Barbenheimer" phenomenon, which acted as a spontaneous social media campaign that significantly increased interest in both productions.
The research provides insights into the evolving situation of movie theaters, which can be understood based on the defined characteristics and habits of each generation. The study of movie-going disparities and successful film campaigns can help in developing future marketing strategies and expanding the target audience of movie theaters.
 
 



