Entertainment Market Research and Outlets
Targeting Entertainment Markets
The Importance of Market Research
· Market research can help determine how to best approach the consumer.

· Market researchers gather, record, and analyze data about an industry, a product, or market in which specific businesses sell products.

· Marketers want to know who is in the market for their product, what these consumers want, and how best to give it to them.

· Entertainment products are based on creative ideas, such as a melody, an image, a story, or a character.

· Discovering what works for a particular entertainment market is a complicated job.

· It’s essential to know your product, know to whom it appeals, and understand what that market wants and needs.

The Market Research Process

· Market research helps business leaders understand their markets.

· Conducting market research can involve five steps:
1. Identify information needs: Decide what you want to know.

2. Create research objectives: Create questions you want answered.

3. Create a plan to meet your objectives: Outline research methods.

4. Design a method for collecting and interpreting data: Compile results.

5. Summarize and apply findings: Adjust marketing strategy based on data.

Consumer Demographics

· Consumer groups can be divided into market segments that are categorized by demographic characteristics such as age, income, occupation, gender, ethnicity, education, marital status, geographic location, and lifestyle choices.
· Television networks rely on a rating system (Nielsen ratings) that determines which demographic groups are watching particular shows.
· Marketers get a complete picture of what shows viewers choose to watch out of the other choices airing at the same time.

· Nielsen survey information can help businesses direct their advertising to a specific target demographic group.

· If a prime-time network show earns high Nielsen ratings, it means more viewers are watching that show.
· Popular programs result in more advertising dollars for networks.

· Special-interest cable channels (BET, W Network, Raptors Television) appeal directly to the specific demographic group.

· Psychographics are studies of consumers based on their attitudes, interests, and opinions.

· These differences are important to think about when developing a brand, slogan, logo, or the packaging for a product.

Primary Research

· By using primary research, marketers can solve problems or answer questions about the product before it is released to consumers.

· Product testing is the assessment of a product to see if it works, meets industry standards for safety, and is user friendly.

· Market researchers are more interested in finding out how customers will react to the product and if it will sell.

· Primary data is the information collected from primary or original research used specifically for an issue under study.

· Secondary research is research that already exists and is used to understand trends in a market.

· A trend is a pattern, habit, or tendency following a general course.

· Secondary data is information collected from secondary or preexisting research for a purpose other than the current study.

· This data can provide information on a number of trends in a market, including consumer buying trends, information on sales and products of other businesses in an industry, and general demographic information about consumers.
Research Methods

Qualitative and Quantitative Research

· Qualitative research is data that measures qualities, such as people’s reactions or perceptions.

· Quantitative research is data expressed as amount in numbers, such as the number of people visiting a stadium.

Research Methods in Entertainment Marketing
· In entertainment marketing, qualitative research provides information about consumer perceptions, opinions, or feelings about a product or service.
· Methods of qualitative research are:

· Personal and interactive interviews – a respondent is a consumer who participates in personal interactive interviews.
· Focus groups – is made up of consumers brought together in a controlled environment to discuss or try products or services.
· Online focus groups – functions the same as face-to-face, except that the participants exchange their views and opinions in an online chat room.
· Mall intercepts – is a market research interview conducted in a public place, such as a mall.
· Surveys – a questionnaire or series of questions designed to collect specific information.

· Methods of quantitative research are:

· Surveys – results are tallied, or added up and converted into statistics, a collection of numerical data that can be compared, analyzed, and interpreted.

· Observational Research – a method of collecting data by observing respondents in contrived or natural settings. Traffic count is a measure of how many people stop or do not stop to look at an ad or store display.
· Contrived and Natural Settings – settings that are set up and prearranged, created in a research facility. Researchers observe the respondents through a one-way mirror or on camera.
· Mystery Shoppers and Ethnography – a mystery shopper is a market researcher who poses as a shopper to observe how consumers and retailers behave. Ethnography is the study of social and cultural behavior and habits.

Media Entertainment Research

· Media entertainment marketing firms use a variety of qualitative and quantitative methods to test their products on consumers and observe their reactions.

· Screening rooms are used to show consumers previews, TV shows, movies, commercials, and movie trailers.

· The screening rooms are designed to simulate the experience of seeing a film on a big screen with theater quality sound.

· Some facilities provide real-time behaviour-response panels, which are small remote control devices that respondents hold as they watch a screening.

· The panels have buttons that can indicate whether the respondent likes or dislikes the product.

Entertainment Outlets and Venues

Outlets and Venues

· An outlet is a place where a marketed product is released and made available, or where it is placed.

· A venue is also an outlet, but it is a place where live events are presented.

· Types of entertainment outlets and venues include:
· Movie theaters

· Live performance theaters

· Concert halls, amphitheaters, and stadiums

· Nightclubs, restaurants, and dancehalls

· Video game arcades

· Arenas and stadiums for sports and non-sports events

· Galleries and museums

· Amusement parks

· Marketers consider factors such as the venues size, location, and population.

· Capacity is the maximum number of people that a venue or outlet can accommodate.

· The type of event and the target demographic group it will attract dictates where an event can take place.

· Considerations when choosing the right venue:

	Size
	Location
	Population

	Seating capacity
	Geographic location (is it near a large city)
	Populations interests (what events do they want)

	Standing room capacity
	Size of the surrounding town or city
	Population support for the venue (will people attend the events)

	Ticketing and merchandising outlets capacity
	Available amenities (hotels, shopping, restaurants)
	Population size and income level (can the target audience afford the tickets)

	Parking capacity
	Accessibility of location (near hwy, public transportation, trains)
	Population size (can community provide venue employees)

	Restroom and food facilities
	Safety of the location (well lit and built up)
	Local businesses and merchants (will venue contribute or compete with)

	Number of emergency exits and safety precautions for house capacity
	
	


·  Marketers have to consider the venue risks and considerations:

· The local population must be willing and able to support a venue.

· The venue must be safe and functional.

· The venue promoters must be able to book shows and fill seats.

· The most difficult part of making a venue profitable is keeping events booked and selling the venue to capacity.
