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Summary 

The aim of this paper was to explore how two audiences value external and internal factors 

concerning their own consumption. The paper is guided by one main research question, followed 

by three additional research questions. These are as follows: How do a younger and an older 

Swedish audience value external and internal factors concerning their own consumption of 

movies? Which external factors have most value to these audiences?  Which internal factors have 

most value to these audiences? Do these factors differ between distribution platforms? 

  
The research uses a qualitative method that was conducted with the help of focus group 

interviews. For the purpose of the focus groups interviews, an interview guide was designed 

where the questions related to our three main themes: external factors, internal factors and 

differences in distribution platforms. The questions were also guided by theories within the field 

of research. We chose to do a strategic selection. The sample of participants consisted of two 

groups, a younger where participants’ ages spanned the years of 18 to 33, and an older where 

participants’ ages spanned the years of 50 to 65.  

  
The main results found from this research where that our older participants experienced film 

critics as the most important external value, whilst younger participants stated that the most 

important external factor was the trailer and other related material. As for internal factors, both 

groups were motivated by similar needs regarding movie consumption. Younger participants 

valued cognitive needs more the older, and older participants valued affective needs more than 

younger. We also found differences in distribution platforms, where four main motivations were 

valued differently between platforms. These were: social integrative needs, tension release needs, 

the need to select your own content and relaxation.  

  

Key words: Audience experience, film consumption, uses and gratifications, opinion leaders 

  

 

  



 

Abstrakt 
Titel: Vill du kolla på en film? En kvalitativ studie om hur två tittargrupper i Sverige värderar 

externa och interna faktorer angående deras filmkonsumtion 

Författare: Alice Paues & Hampus Mörner 

Handledare: Lowe Hedman 

Syfte: Syftet med denna kandidatuppsats var att undersöka hur två tittargrupper i Sverige 

värderar externa och interna faktorer angående deras film konsumtion. Uppsatsen bygger på en 

huvudfrågeställning och tre ytterligare frågeställningar: Hur värderar en yngre och en äldre 

svensk tittargrupp externa och interna faktorer angående deras egna film konsumtion? Vilka 

externa faktorer har mest värde enligt dessa tittargrupper? Vilka interna faktorer har mest värde 

enligt dessa tittargrupper? Varierar dessa faktorer beroende på plattform?  

Metod och Material: Uppsatsen bygger på en kvalitativ metod som genomfördes med hjälp av 

fokusgruppsintervjuer. För dessa fokusgruppsintervjuer så designades en intervjuguide där 

frågorna var relaterade till våra tre genomgående teman: externa faktorer, interna faktorer och 

skillnader mellan plattformar. Frågorna var även guidade av teorier inom vårt ämne. Vi valde att 

göra ett strategiskt urval. Urvalet bestod av två tittargrupper, en yngre där åldersintervallet var 18 

till 33 och en äldre där åldersintervallet var 50 till 65. 

Huvudsakliga resultat: Det huvudsakliga resultatet från studien visade att den externa faktorn 

som äldre värderade högst var film kritiker, medan yngre värderade trailers och liknande material 

högst. Båda grupperna motiverades av samma behov när det gällde film konsumtion. Dock, så 

värderade yngre kognitiva behov högre än äldre, och äldre värderade känslomässiga behov högre 

än yngre. Vi fann även att det fanns skillnader mellan olika plattformar, där fyra huvud 

motivationer värderades olika. Dessa var: sociala behov, flyktbehov, behov att få välja sitt egna 

innehåll och avslappning.  

Antal sidor: 60 
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Universitet: Uppsala Universitet, Institutionen för Informatik och Media 
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1. Introduction 

1.1 Introduction 

For a long time, humans have come up with new ways to tell stories. From myths and legends 

from the past to the spectacles of today, we share and experience new and exciting ways of 

storytelling. Movies are one of those media, and one that quickly turned into a mass medium for 

everyone to enjoy. Cinema became affordable, everyone - lower working class and higher 

societies - could experience the magic of motion pictures. Met by an immediate high demand, 

the industry of movies experienced an immense growth and has retained a place as one of the 

most popular mass media. The cinema became the home for restless and dismayed minds 

searching for an escape into a fulfilling alternate reality (McQuail, 2010). 

  

[Film] transferred to a new means of presentation and distribution of an older tradition of 

entertainment, offering stories, spectacles, music, drama, humour, and technical tricks for 

popular consumption. 

 - (McQuail, 2010, p. 32) 

  

However, movies are no longer only experienced on the cinema screen. Currently, entertainment 

has made its way into our living rooms and even into our hands. In today's endless media culture, 

far from the early years when movies entered people's lives, the technological development has 

changed the audience's relationship to movies. In recent years, there has been a change in the 

consumption of film due to the development of digital distribution, which makes it not quite 

possible to define where the medium of movies is heading (McQuail, 2010). 

  

Even though the film industry has contributors from Africa, Asia, Europe and beyond it is still 

the US that dominates the film industry in the Western world - Sweden included. For example, 

the European film industry - with its focus on artistic integrity - could not compete with the 

attendance rates and revenues from the high budget and high-content material that transformed 

into the dominant force in the mass production of movies. The early industrial organizational 

structure of Hollywood made it the most effective industry in terms of producing and 
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distributing. This doctrine originates from the gratification the medium gives to its 

audience(Kerrigan, 2010).  

  

One of the factors that made the US dominant in the film industry is their focus on audience 

experience and expectation. The development of market research provided much insight to this 

process (Kerrigan, 2010). Today, movies are produced with an already established audience in 

mind, defining the entire production process (Hsu, 2006). As technology has changed the ways 

of distributing as well as the communication between producer and audiences, the film industry 

need to conform to the new behaviors, habits and attitudes of their audiences. This paper aims to 

explore and identify what two Swedish audiences value, and what influences their choices and 

motivations. 

  

The idea that media affects people became a popular thought in academic literature during the 

20th century, and the field of audience experience has been much discussed in such literature. 

However, in recent years, during which years the phenomenon we wish to study has taken place, 

the research only regards specific parts of audience experience such as genre-perception, means 

of production and so forth. One research paper in particular, written by Greta Hsu (2006) 

discusses how production companies targets broader markets in order to attract a wider audience. 

She also discusses how, in order to gain audience approval, material and social resources must 

correspond with audience expectations. Her research explores the motivations and behaviors of 

the producers in the film industry, whilst we wish to explore similar patterns from the 

perspective of the audience. Our research will be conducted within the field of popular culture 

research and audience experience. More specifically, our research aims to focus on exploring 

audience experience in relation to the current film market and the new technological changes that 

now define it. 

  

Many of the facts that inspired us to research this field comes from the state of the Swedish film 

market. During the past decade there has been a decline in cinema attendance in Sweden, causing 

many cinemas, screens and seats to close down (Svenska Filminstitutet, Filmåret i Siffror 2009, 

2009). Meanwhile, the number of people with access to devices such as a personal computer, 

large screen TVs and other home experience enhancement tools has increased. With a large 
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group of audiences migrating from cinema to TV and online streaming services, our research 

hopes to map out the new behaviors of these audiences, as well as to interpret the external factors 

that audiences see as important (Svenska Filminstitutet, SOM-rapporten 2007 Svenska biovanor 1988-

2007, 2007). 

  

The method used for this paper, which will be explained in greater detail under the method 

section of this paper, is focus group interviews. This type of method is the most suitable in 

researching attitudes and beliefs - which our research aims to do. 

  

1.2 Definition of Problem 

In connection with the evolution of technology there has been an increase in production and 

consumption of film. The survival of the film industry is based on the attendance of audiences. 

The film industry was created under different circumstances, but has during the years been able 

to maintain its place in society (Kerrigan, 2010). However, it now seems like technology has 

surpassed the market’s ability to retain its consumers. As the decline of the traditional film 

industry continues, with more content available and an array of new platforms to watch films on, 

it is important to note consumer behaviors, habits, and attitudes that exist today. With this paper, 

we examine the current conditions of such factors in relation to an existing film market in order 

to illustrate the importance of consumer experience for possible adaptations of the film industry. 

The questions we pose attempt to shed light on two specific Swedish audiences’ behaviors, 

habits, and attitudes. 

  

1.3 Aim and Research Question 

The aim of this paper is to explore how two audiences in Sweden value external and internal 

factors in relation to their own consumption. By examining two groups (18-33 and 50-65) we 

hope to achieve a comprehensive analysis of audience experience. For this purpose, we have 

formulated an overarching research question: 
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●      How do a younger and an older Swedish audience value external and internal factors 

concerning their own consumption of movies? 

  

In order to fully examine this topic we have formulated three additional research questions. 

  

●    Which external factors have most value to these audiences? 

●      Which internal factors have most value to these audiences? 

●      Do these factors differ between distribution platforms? 

 

1.4 Limitations 

During the process of researching this topic, we have established certain limitations. Even 

though audience experience is a global topic, we have limited our research to two specific 

audiences in Sweden, due to time constraint and scope limitations. Furthermore, when referring 

to the film industry we have limited our research to the Western film industry. This will be 

further explained under key concepts. Moreover, we will focus on only audience experience and 

not examine the process of film production. We will, however, discuss certain occurrences 

within the film industry due to its relevance to our research. As film consumption is a noticeably 

individual act, this paper intends to solely address the general behaviors, habits and attitudes of 

our participants in order to hopefully acquire an understanding of the elements at hand. Also, the 

external factors that will be brought up in this paper will be limited to the role of other people on 

the individual and material provided by production companies. Moreover, the audiences we have 

chosen have the means to access all the distribution platforms mentioned in this paper, as well as 

the financial resources to afford for example going the cinema. This, as well as other 

circumstantial factors will not be discussed in this paper - as the focus is what participants value 

the most.  

1.5 Disposition 

This paper will include an introductory chapter (1), a background chapter (2), a theory chapter 

(3), a method chapter (4), a result chapter (5), an analysis chapter (6) and a discussion chapter 

(7). In the introductory chapter we will present the main factors that will throughout each chapter 
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be discussed as well as put into a theoretical framework. The background chapter will provide 

objective and relevant information concerning the situation before we start the process of 

analyzing the results. In the method chapter we will discuss the reasoning behind the choice of 

method, methodological reflections as well as the process of operationalization and 

implementation. The theories presented in chapter 3 will be used in the analysis chapter in order 

to see patterns, highlight new perspectives, broaden and deepen our analysis. The final chapter 

will discuss ideas and concepts that can be further explored in future research, the significance of 

the results and analysis as well as try to relate this to a socio-cultural context. 

  

1.6 Key Concepts 

In this section, the main purpose is to present the key concepts used in the paper to illustrate the 

definition of the concepts from the perspective of the paper. 

  

1.6.1 Film industry 

In this paper, we are using the concept ‘film industry’ per the definition that it is “[t]he ensemble 

of film companies, studios, creative and technical personnel, producers, and others that together 

initiate and organize the processes of film production, distribution, and exhibition” (Kuhn and 

Westwell, 2012). 

  

As seen in figure 1 below, there is only an eight percent market share of movies screened in 

cinemas that is distributed by other countries beyond Sweden, Europe and the US. The 

attendance and gross box office of these are only at two percent. Hence, we can state that the 

consumption in Sweden is dominated by the Western film industry. Thus, in referring to the film 

industry, the definition of the concept in this paper will also include an exclusion of film 

industries beyond the Western film industry. 
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Figure 1: table showing the market share by origin from 2013 

Source: Svenska Filminstitutet, Filmåret i Siffror 2013 

  
Furthermore, the use of the concept film industry includes the assumption that the process of film 

production is that of an industry. Whilst there are arguments for film’s artistic value and a 

revolution against the industrial manner of production, this paper will refer to film and film 

production as a film industry (Kerrigan, 2010). This is an: 

  

… approach to understanding cinema that stresses the importance of industrial organization as 

a determining factor of a film's finished form, and of the film industry as setting the constraints 

within which all other production decisions (aesthetic, creative, technical) are taken. 

-       (Kuhn and Westwell, 2012) 

  

1.6.2 External and internal factors? 

In researching movie consumption, and formulating the research questions we required a way to 

categorize external and internal factors. First, the definition of external and internal factors stems 

from the assumption that an individual’s movie consumption can be influenced by needs, 
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attitudes and motivations that are distinctly personal as well as influenced by factors that stem 

from the field itself. The former are the internal factors, and the latter external. 

 

As for what is categorized as external factors that can affect movie consumption we choose to be 

guided by Finola Kerrigan. Kerrigan mentions three prevalent external factors: the material that 

the production company releases such as trailers, the role of the critic and word of mouth (more 

specifically the interpersonal communication between individuals). As discussed in the limitation 

section of this introduction we will not include other external factors such as money, access or 

specific circumstances as this do not apply to the two audiences we have chosen. Instead we will 

focus on the material provided by the production companies, role of the critic, interpersonal 

communication (Kerrigan, 2010). 

 

The internal factors has been guided by the theories within audience experience which we deem 

most suitable for this research which is the uses and gratifications approach and Bourdieu’s 

theories within sociology. These will be further discussed in the theory and method part of this 

paper.  

  

1.6.3 Movie versus film 

For the purposes of this paper, we will refer to movies as movies and not the more common word 

film. This is due to the debate concerning the differences between films and movies - often 

stating that film is only a format and that a film is turned into a movie after it has been released 

to the public. The word movie also excludes formats such as short films, where a movie is 

usually longer than 45 minutes. Movies also do not include TV-films that are released by a 

television network, nor TV-shows (Holmberg, 2007). This has been made clear to the 

participants during the interview. The reason we investigate movies instead of the broader format 

of film is because, as stated, film includes many other formats and the use of that many different 

variables would be at the expense of other valuable parts of this paper. 
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2. Background 

This chapter will contain information concerning both the field our research will be conducted in 

as well as previous research in audience experience. The subject background will address the 

movie market and the changes that has occurred and formed the existing market. By explaining 

the changes in technology, content, production and distribution we hope to illustrate the current 

state of the movie market from a historical and critical perspective. We also want to present the 

previous research within the field, as to both show the importance of the field as well as mark the 

gap in knowledge we wish to fill. 

2.1 Short history of movies as a storytelling device 

Technology, like never before, provides a vast ocean of content available through one of your 

selected platforms. With new platforms for watching movies it is possible to view essentially 

anything if equipped with the necessary devices. However, in order to fully understand the 

current movie market, it is important to view the historical aspects that have created the movie 

consumption of today. 

  
From the Greek literature, to the plays and operas of the 17th century, until the birth of cinema, 

humans have developed different ways to tell stories.  During the 1890’s, the two brothers 

Lumiere invented the cinema degraff, which in French means writing in movement. This was the 

first developed camera that could record and playback the material, which was something that 

had never been done before. During this time, movies where short, difficult to create and 

expensive. Movies were an activity in itself, since one had to leave his or her home to go to the 

designated movie theatres to watch these short clips of moving images. With the rise of demand 

of moving images the technological inventors strived for more entrenching formats. 

Consequently, during the 1920’s and 1930’s both sound and color made its way into the cinemas 

that created even greater interest for the media. (Manley, 2011) 

 

Of the many formative elements mentioned above, it was not the technological advances that 

contributed to the movie industries phenomenal growth over the early decades (and which has 

continued despite many setbacks discussed below); it was the immediate high demand for the 
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new medium. Since the invention of motion pictures, the movie industry has been anything but 

stagnant.  

  

However, on the horizon was the television. Eventually, when the economy prioritizations 

shifted after the Second World War, the television became a product that was mass-produced and 

sold to the public as an accessible and relatively cheap apparatus for entertainment purposes in 

the home. (Manley, 2011) 

  

2.2 Transitions in the movie industry 

With the introduction of the television in people’s homes many aspects of the movie industry, in 

both the US and other countries such as Sweden, changed. 

 

2.2.1 New types of entertainment experiences 

When the television became a common entity in Swedish (and the rest of the Western world) 

homes during the 1950s, audiences noticed that the content available on television was similar to 

the formulaic patterned motion pictures that screened in cinemas. Audiences stopped regarding 

cinema as the only medium from which to experience movies and motion pictures. As a result, to 

contend with television, movie production studios and moviemakers started to explore what they 

could do different to attract audiences to go back to the cinemas. Thus, during the 1950’s 

moviemakers started to develop a new type of entertainment experience. Some aspects that tried 

to lure audiences to leave their homes and go back to the cinema theatres where: widescreen 

aspect ratios, larger screens, sound and color improvements, and even the first introduction of 

three-dimensional movies. Furthermore, with television, movie studios found a market for their 

old outdated movies that filled the airtime of television. This was another major change towards 

today’s current market, a social shift where the audience now more often stayed at home and 

watched movies then going to the cinema. (Williams and Hammond, 2006) 
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2.2.2 New average age of cinema-goer 

As a consequence of television’s ability to provide the audience with seemingly the same 

material as cinema, audience attendance at cinemas dropped roughly 75 percent in twenty years. 

The largest group of viewers that remained was youths, and the average cinemagoer became 

much younger than before. This also launched a wave of movies targeted to the youth. 

2.3 New technology, new platforms and higher demands 

The business of watching movies has never before seen such an immense scale, however, it is no 

longer the activity of going to the cinema that dominates movie watching. In connection to 

technological development and the increasing use of the medium of movies, the media entities 

that viewers use have changed to meet viewer requirements. Large screens and home theater 

systems have developed the living room into a personal movie theater where viewers can 

experience the wonder of watching movies at home. 

  

To fully understand our research, it is important to mention the new entities that currently offer 

movies to consumers. Today, there are two leading digital platforms that offer movies through 

digital entities. The first of these two are streaming, also known as video on demand services, a 

platform, which in recent years have become increasingly popular. Streaming is a type of 

playback of a movie at the same time its transmitted over the Internet to the recipient's computer. 

Furthermore, there are various streaming services in Sweden, payment services and advertising 

funded, which represent a legal alternative for watching movies via Internet(NE).  

 

The second of these digital entities is illegal downloading or bit torrent. Bit torrent is an action in 

which a computer file is divided into several smaller parts and then shared and made available to 

many computers to download. Following this, when the computers have downloaded the file 

they spread the files to receiving computers until all users have a complete file. Illegal 

downloading is today a well-used platform, which younger people often utilize, where the 

Swedish torrent site The Pirate Bay is one of the largest of its kind. Bit torrent is today most 

commonly known for the spread of music and movies, where increased attention has arisen from 

the growth of the partition of copyrighted material (NE). 
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The current market of movies is no longer only what is broadcasted on TV or imported and 

screened on cinema screens, but the entire web since viewers can seek out movies or encounter 

them in other ways. The Swedish film market is not only controlled by Swedish regulations but 

other international directives (Svenska Filminstitutet, Filmhistorien i Fickformat, 2008). 

2.4 Material, critics and word of mouth 

What has yet to be mentioned, and is important to this paper, are the external factors that affect 

audiences. Kerrigan in her book Film Marketing discusses the three factors that besides the de 

facto marketing have effect on audience selection. These are the material provided by the 

production company, the role of the critic and word-of-mouth.  

 

Trailers, which is the most important element in the material, is an clip used for advertisement 

that usually consists of intriguing sequences of the movie that is being released. Two to three 

minute long, they are made to promote the movie. It is typically released months before the 

movie. Related material could consist of the release of production budgets, cast and crew, length, 

plot summary, etc. A film critic is an individual whose job is to write reviews on movies that are 

to be released. Film critics used to appear only through traditional media but as the Internet has 

developed, blogs, forums and online rating sites present similar functions. Word of mouth is the 

act of transmitting information from one individual to another. As a promotional tool, it helps 

attract attention to one movie. As for the audience, this is another way to discover a movie or 

promote a movie to another individual (Kerrigan, 2010). 

2.5 Consumption in the 21st century 

Every year the Swedish Film Institute (Svenska Filminstitutet, henceforth abbreviated as SFI) 

publishes multiple reports concerning movie consumption and the movie market in Sweden. The 

facts presented below are the most relevant to this paper, and attempts to shed light on how 

movie consumption looks like today after decades of transitions and new inventions.  

  
In surveys done by SFI we can show examples of Swedish audiences’ consumption. Whilst 

many answer that cinema is the best movie experience, many deem watching movie in the home 

as the most comfortable and accessible way of consumption. 
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Figure 2: table showing respondents opinions concerning cinema and television 

Source: SFI (Svenska Filminstitutet), Publikens förändrade beteende, 2014 

Comment: English translation of title: The best medium for movies 

English translation of variables above from left: Cinema – TV. 

English translation of variables from left: Best movie experience – Best image/sound quality – 

Watch with others – Best relaxation – Most comfortable – Most accessible 

  
With the increasing popularity of technology in Swedish households, Swedish audiences has 

turned to watching movies in the home or digitally, which is shown in figure 3. However, the 

chart below does not include illegal downloading, which is also one popular platform for movie 

consumption.  
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Figure 3: chart showing respondents movie consumption through different platforms 

Source: Svenska Filminstitutet, Publikens förändrade beteende, 2014 

Comment: English translation of title: Movie-watching on different platforms 

English translation of variables from left: Common TV – Film channels – DVD/Video/Blu-Ray 

– VOD (Video on demand) - Cinema 

  

As audiences have migrated towards other distribution platforms for movie consumption there 

has been a decrease in cinemas, screens and seats in Sweden. This occurred during 20th century 

as well, but the digital options available have kept the decline in progress. The decrease of 

cinemas, screens and seats is depicted in the tables below (figures 4-6).  
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.  

Figure 4: table showing number of cinemas in Sweden 2000-2009 

Source: Svenska Filminstitutet, Film i siffror 2009 

 

 
 

Figure 5: table showing number of screens in Sweden 2000-2009 

Source: Svenska Filminstitutet, Film i siffror 2009 

  

 

 
Figure 6: table showing number of seats in Sweden 2000-2009 

Source: Svenska Filminstitutet, Film i siffror 2009 
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The shift in average-target age that occurred during the 1950-1970’s has stayed the same, where 

the younger audience, namely between the age of 16 to 30 are the largest consumer of movies in 

all platforms - cinema, home and digital. Concerning illegal downloading, as many as 91 per cent 

of audiences aged 16 to 29 downloads movies illegally (Svenska Filminstitutet, Publikens 

förändrade beteende, 2014). 

 

2.6 Research background 

There has been previous research of the new motivations that the Internet has spurred. While our 

research will explore the subject of how online services for movie consumption differ from other 

platforms in motivations, previous researchers have discussed the significance of the Internet in 

changing habits in usage of other media. Whilst there have been more modern research into the 

uses and gratifications of the Internet, the two studies explained here will be discussed since both 

studies discuss the similarities between the Internet and other media from which you can 

consume movies.  

 

Ferguson and Perse (2000) conducted a study among college students in the US to try to find to 

what extent the World Wide Web (WWW) functioned as a substitute for television. He found 

that most motivations for television were experienced in the usage of the WWW as well. The 

three major and two minor motivations for usage of the WWW that was seen in television as 

well were: Entertainment, Pass Time, Relaxation, Social Information and Information. They 

found that they were similar, especially in its use of diversion (Ferguson & Perse, 2000). 

Furthermore, Kaye (1998) also did research in the WWW and television, and found that since the 

development of the WWW many have decreased their usage of other media such as television, 

newspapers and radio and us the WWW as a substitute (Kaye, 1998). There is a lack of research 

that explores movie consumption on different platforms, a gap we hope to fill.  

 

An abundance of previous research on the critic's role has been conducted, however, the focus of 

such studies have been on the critic's effects on the financial aspects of the movie. Such research 

have evaluated critics and their value and found that critics have a significant impact in many 

markets. (Boatwright, Bazuroy & Kamakura, 2007). 
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The role of the critic is not only applicable to the film industry, however notably prominent, but 

other cultural industries as well such as literature. A reason to why film critics are so preeminent 

in the movie industry is since there are multiple expert assessments concerning each movie 

creating commercial value, which is also used in the marketing of movies (Kerrigan, 2010). 
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3. Theories 

In this chapter we will, as opposed to the chapter on previous research, present theories, models 

and information that will be used in the interpretation of the results from the study. We also wish 

to illustrate why our theories are relevant to the research we are conducting. Our theoretical 

framework consists of: the uses and gratifications approach, Lazarsfeld’s two-step flow of 

communication and Bourdieu’s theories of habitus and different forms of capital. The former will 

highlight the motivations behind movie consumption, as well as consumption through different 

platforms, Lazarsfeld’s theory will explore external factors and Bourdieu will be used to 

complement the previously mentioned theories. The three theories, as well as the information in 

the background will hopefully provide tools for interpreting the material collected from the 

study. 

3.1 External factors 

This paper aims to explore the external factors that can be influential in the process of movie 

consumption, as explained by the participants. While not all external factors will be brought forth 

by this research, those that are will be interpreted and seen through the theory explained in this 

section. 

3.1.1 Lazarsfeld’s two-step flow of communication 

As for a discussion concerning how media messages are disseminated to an audience, which this 

paper will discuss, it is important to understand the flow of such media.  

 

In 1940, Lazarsfeld conducted research into the US presidential election campaign where he 

found that messages through media most often flow not directly to individuals, but rather 

through opinion leaders who then mediate the message to the rest of the population (McQuail, 

2010). The researched showed that most voters got their information concerning the campaign 

through other people who had read about the campaign in newspapers and other media - rather 

than directly from media. These informed parts of the population became the opinion leaders. 

This research formed the basis for the Lazarsfeld’s theory of the two-step flow of communication 

(Kaid & Holtz-Bacha, 2008).  
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There are two important assumptions involved in this research. First, a population is divided by 

engagement, interest and activity in relation to the topics dealt with by mass media. The part of 

the population who are engaged, interested and active can be seen as the opinion leaders and the 

rest as ‘others’. Second, that there is a ‘two-step flow’ of communication, rather than a direct 

link between media and receiver (Strömbäck, 2000). 

 

Before the work of Lazarsfeld was published the working paradigm of media audience reception 

was that of the hypodermic model. Academics in the field had theorized that media, and its 

messages, had a direct connection with its audience, who were isolated individuals. However, it 

was the work of Lazarsfeld that changed this, stating both that media did not influence people 

directly and that individuals are rarely isolated and part of societal groups. After the study, 

Lazarsfeld in collaboration with Elihu Katz published the book Personal Influence (1955) that 

further explained how media messages are mediated by interpersonal communication. The 

members within the social environment that will mediate the messages can consist of different 

social groups such as family, friends, professional or other associations, and these have more 

influence over that person than the information from mass media (Kaid & Holtz-Bacha, 2008). 

 

The opinion leader has a central role in the flow of communication. Yet, in the process of 

mediating the message from media the opinion leader also filters the information - relaying its 

own interpretations of the message. There are multiple reasons to why the opinion leader is 

effective in forming opinion and communicating messages. Strömbäck stresses three in 

particular. First, that the communication is face-to-face. Second, the opinion leader is familiar to 

the less informed individuals and is thus seen as more trustworthy. Third, the less informed 

individuals do not perceive any promotional purposes behind the information received by the 

opinion leaders (Strömbäck, 2000). 

3.1.2 This theory’s relation to movie audiences 

The work of Lazarsfeld and his collaborators is used in fields of mass communication. Many 

have applied his theories as to explain political communication, and other communication 

through news, radio etc. For the purposes of this paper, the theory will be used to highlight the 
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role film critics and members of one’s social environment have in influencing choices in movie 

consumption.  

3.1.3 Criticism of two-step flow of communication 

It is also to be noted that the theory has been criticized since it was published. Some researchers 

argue that the flow of information from mass media to receivers have more than two steps, e.g. 

additional research have shown that sharing information is more common between opinion 

leaders themselves, rather than from opinion leader to other individuals. Another criticism is that 

the theory was formed in a time when the television did not have the same prevalence in people’s 

homes. The original study in 1940 concluded that voters relied on information received by 

opinions leaders, rather than the news or radio. Surveys and research done since the common 

adoption of the television show that people tend not to discuss media content as much, and also 

that the average media consumption has increased, possible altering the need for opinion leaders 

(political encyclopedia).  

Strömbäck adds to the conversation that it is very hard to distinguish between opinion leaders 

and others - the differences seem to be small and dependent on circumstances. Individuals can be 

opinion leaders in some topics, yet followers in others. He also notes that researchers have found 

that modern people are not as bound to authorities anymore, which should lead to less 

willingness to trust opinion leaders (Strömbäck, 2000).  

3.2 Internal needs 

This paper aims to explore the internal factors that can influence movie consumption, as well as 

movie consumption through different platforms. For this purpose, the uses and gratifications 

approach will be applied, and thus, explained in this section.  

3.2.1 The uses and gratifications approach 

The traditional uses and gratifications approach (henceforth abbreviated as U&G approach) 

concerns audience selection and experience and why a certain type of media is used, and what 

influences such individual choices. The approach poses the question to; why we use media, and 

what do we use media for (McQuail, 2010).  
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An audience often occurs when the similarities of individual needs, such as interest or taste, are 

at the center of selection. Thus, the U&G approach involves how audiences actively seek out 

specific content and channels to satisfy social and psychological needs. Academia within media 

studies suggest that media serves the diverse needs of society, for example social control or 

public information. Consequently, if this is true, media must also be sought for more personal 

purposes, such as personal navigation, alteration, enjoyment, as well as information and 

identification forming. Audiences could typically be drawn to aspects such as information, 

relaxation, friendship, amusement or escapism, where particular media audiences often can be 

classified accordingly to such broad motivational themes (McQuail, 2010). 

 

Some of the needs that people try to meet through media, as described by Strömbäck, are: 

Cognitive needs: These include the need for information, knowledge and understanding. 

Affective needs: These include experiencing emotions (negative and positive), as well as 

experiences environments and other factors that satiate emotional needs and gives emotional 

rewards. 

Personal integrative needs: These include needs such as boosting one’s confidence, gain trust and 

status among other personal needs. 

Social integrative needs: These include needs such as strengthening the bond between family and 

friends, developing conversational topics among others. These can happen both through the 

individual media consumer through media create perceptions about other’s social relationships as 

well as media providing content for contact with other people.  

Tension release needs: These include, for example, the need to escape reality, escape every-day 

troubles through using media as a way to not take responsibility and be affected personally. 

(Strömbäck, 2000) 

 

In using this approach not all researchers apply the before-mentioned concepts and divisions. 

Some researchers emphasizes the concrete purposes behind media use, which include factors 

such as using media for: informative and advisory purposes, lessening personal insecurities, learn 

about society and culture, receiving support for individual values, receive insights, feeling 

empathy with others, passing time and more (Strömbäck, 2000).  

 



21 

According to Ruggeiro, the U&G approach began in the early 1940s when researchers started 

explored why audiences engaged in different media behavior. However, much of this was 

primarily descriptive, aspiring to classify audience members’ responses into categories and most 

scholars agree that these early categories had little theoretical relevance. Since then, developed 

much after critique of its simplification, the U&G approach has been widely researched in many 

fields (Ruggeiro, 2009). 

 

3.2.2 The uses and gratifications approach’s relation to movie audiences 

The U&G approach, and the concepts (needs) listed above are needs that can apply to all media. 

However, the research that is conducted in this field tries to identify appliances of this approach 

to more specific topics; such as soap operas, different styles of music, news broadcasts through 

radio among others (Strömbäck, 2000). The purpose of this approach in relation to our study is 

both to broadly explore the motivations for movie consumption and, more specifically, compare 

and elucidate the needs and motivations behind using different platforms for movie consumption.  

 

3.2.3 Criticism of the uses and gratifications approach 

This theory, despite its merits and contribution to research within the field of media, has received 

criticism. Strömbäck states that the concepts used within the uses and gratifications approach are 

imprecise and unclear. The questions posed are: what is a need? What requirements do media 

have to comply with to fill those needs? To what extent can you trust people to tell the truth 

concerning their own usage of media? Can people’s statements not also be a way of justifying 

themselves? (Strömbäck, 2000) 

 

Other researchers have also criticized the modernity of the U&G approach. With the evolution of 

the Internet and the many different purposes it serves, researchers believe that this approach need 

to modernize in order to fully map the needs and motivations behind media use (Ruggiero, 

2009).  
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3.3 Complementary theory: Bourdieu 

Whilst these two theories will help explore the factors that we treat in this paper, we chose to 

include a complementary theory to develop certain claims.  

3.3.1 Bourdieu’s habitus and different forms of capital 

The next scholar that will help guide this paper is Bourdieu and his theories of habitus and 

different capital. He has been named one of the leading sociologists and culture anthropologist, 

and his theories has been used as tools to understand people’s choices and living conditions. 

Media is a field that spans over many other scientific fields and Bourdieu’s work, most prevalent 

in sociology, has been used in connection to mass media. Thus, we feel that this theory can help 

provide insights to audience’s behaviors that we wish to explore. Bourdieu has developed several 

theories, many of which are interconnected; however, for the purposes of this paper we will only 

discuss habitus and the different forms of capital (Broady, 1988). 

 

In short, Sturken and Cartwright defines Bourdieu’s habitus as “a set of dispositions and 

preferences we share as social subjects that are related to our class position, education, and social 

standing” (Sturken & Cartwright, 2009:60). Another definition is discussed by sociologist 

Donald Broady who defines habitus as a system of dispositions that allow people to act, think 

and orient themselves in the social world (Broady, 1988). An individual habitus is based on 

situations from the individual’s early life and will affect the choices, thoughts, perceptions and 

expressions the individual makes in adulthood. Habitus can also be seen as a tool to interpret 

new situations in life, despite not having experienced them before. Habitus is both structured and 

structuring as it is the result of one individual’s background and has the ability to frame how one 

individual perceive and value other people or things. Habitus is not static but changes over the 

course of the individual’s life. As there are not two individuals with the same identical 

background, two individuals cannot have the same habitus (Yang, 2014). 

 

Bourdieu also speaks of different forms of capital; social capital, economic capital, cultural 

capital and symbolic capital. The two former are of little relevance to the themes this paper 

explores, and as such will only be explained in short. The two latter are of more importance to 

this paper and will thus have more comprehensive explanations.  
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Social capital concerns assets in form of family relationships and personal contacts. Social 

capital consists of the connection one individual has with others. This capital is something that 

all individuals in a group gains access to through for example family, friends, and working 

environment among others. Moreover, economic capital concerns ones economic assets, such as 

income, stocks among others (Yang, 2014).  

 

Cultural capital concerns the knowledge and the experiences of the individual. This can be seen 

through an individual’s perceptions, thoughts, speaking and movement patterns. Knowledge 

within certain topics means that an individual can move in more social environments. An 

individual can have knowledge and experience in for example history, culture and societal 

issues, but cultural capital is also the concrete assets in form of a valuable degree, education from 

a prestigious university, knowledge of art, classical music or literature. Cultural capital is also 

about the relationships of dominance that tend to concern society. Perceptions of certain 

institutions and cultivated people's use of language represents this form of capital (Yang, 2014).  

 

Symbolic capital concerns the assets that are used by one group as to advance ahead of another 

group. This is the form of capital that is valued by and has value to social groups. Bourdieu uses 

symbolic capital to attempt to explain why certain institutions, universities, titles, professions 

among others are valued differently and have more prestige than others. These perceptions of 

symbolic capital are not something the individual makes up but seems to arise within groups. 

Symbolic capital only exists when it has a market to exist within. The symbolic capital is 

collected during the course of an individual’s life and can be used as social markers for relevant 

circumstances. For example in the light of this study, two individuals can be interested in reading 

reviews before watching movies but have different symbolic capital within film reviews. One 

individual sees the symbolical value of reading reviews from traditional media and another 

prefer the symbolical value in reviews from online rating sites (Yang, 2014). 

 

Capital and habitus are interconnected. Habitus is acquired through a process of internalizing 

social structure, which includes his or her position in that field, the latter is determined by 

defining the individual's capital (Yang, 2014).  
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3.3.2 The theory’s relation to movie audiences 

For us in this research, this theory is a useful analytical tool to see how personal preferences are 

constructed and reflected in various selection and consumption patterns. It will be used as an 

illustrative apparatus where preferences as an entity are formed by and forming lifestyle choices 

and thus, consumption choices. We will extend this theory to why individuals are motivated by 

certain factors. 

 

3.3.3 Criticism of Bourdieu 

Bourdieu is a renowned sociologist whose theories have been adopted by the research 

community. However, his theories have been met with criticism. Some researchers state that his 

theory does not acknowledge the achievement of change and conscious deliberation. Yang, in 

her paper on Bourdieu's theories also states that the problem of assessing Bourdieu as a scholar is 

of deciding whether his theory can explain or society, by this she means that the simplification of 

Bourdieu's thoughts rarely accounts for his true intentions. She writes: “the reviews and criticism 

developed in this article are indeed my own simplification of Bourdieu's grand social theory. Yet 

even though the simplifications are not simple.”(Yang, 2014) 
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4. Method and Material 

This chapter will start by introducing the choice of method, the implementation of the method, 

the selection process for the sample as well as ethical reflections for our choice of method. We 

have attempted to operationalize our research by categorizing themes that we will explore. 

Through explaining the method and the implementation of it we attempt to achieve legitimacy, 

validity and reliability - concepts that will also be discussed individually in this chapter. 

4.1 Choice of method – Focus group interviews 

For this research we have chosen a qualitative method where the type of study is focus group 

interviews. Focus group interviews are based on group discussions, with specifically selected 

group participants. The theme of the discussion has a central and important role in this type of 

data collection. Thus, this type of interview provides the researchers a chance to observe how 

people reflect on a particular theme or phenomena in discussion with other participants (Wibeck, 

2010). Since our research will focus on audiences’ behaviors, habits and attitudes towards movie 

consumption focus group interviews can provide a deeper discussion concerning these themes.  

  

The literature mentions three important aspects that focus group interviews must bear in mind 

and be structured around: (1) the group is composed for a particular purpose (2) the conversation 

is focused around a given theme and (3) there is a designated moderator who plays a guiding role 

(Wibeck, 2010). Furthermore, it is important that the structure is formulated with a strategic 

methodology in mind and that it constantly relates back to the original purpose of the study. 

  

What distinguishes focus group and discussion interviews is how they allow for a greater 

dialogue and freedom for participants, where the moderator only has a thematically leading role. 

The result that is presented with focus group interviews illustrates the participants’ thoughts and 

ideas concerning a particular theme or phenomenon. This makes it possible to identify what the 

participants' thoughts are and what values they consider important, which then becomes part of 

further conversation and provide material for the analysis (Wibeck, 2010). 
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The strength of focus group interviews could arguably include two different aspects. Firstly, 

focus group interviews supersedes in its ability to address otherwise sensitive subjects, because it 

is easier to discuss such themes in groups where others can relate to the same subject rather than 

a personal interview between two individuals. Secondly, focus group interviews are a great tool 

for developing and generating ideas as group participants bring up their own reflections, thoughts 

and experiences (Wibeck, 2010). Hence, one can say that focus group interviews has the ability 

to create a general discussion on a topic or phenomena; however, there is a possibility that more 

specific discussions emerge from the participants’ thoughts and ideas. 

  
There are reasons to why we do not use a method that include statistical data. In our opinion, 

such methods of study do not provide enough contemplation and discussion with a deeper 

understanding of Swedish audiences’ experience of their own film consumption. Other 

qualitative methods could have been applied to the research. However, a survey could have 

provided valuable data, although, it would also limit the deeper discussion of attitudes that we 

wish to achieve since it is limited to a predetermined selection of answers. Whilst personal 

interviews, a discussion with one individual, could highlight the influences of that particular 

individual, a discussion in a group could deepen the conversation, emphasize points of 

importance and explore subjects not brought forth by us, the interviewers. 

  

It would be optimal to use both a qualitative method and a quantitative method as to support 

claims made by participants with data, however due to time constraints this will be impossible. 

Nevertheless, we have attempted to compliment the focus group interview with statistical data 

from secondary sources - specifically from the SFI that gather data concerning movie 

consumption in Sweden.  

  

Using focus group interviews as a method, we hope to find answers to our previously posed 

research questions and that the answers provides suitable material for us to analyze and draw 

conclusions from. 
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4.2 Implementation: from selection to analysis 

This section will explain the process of conducting the research, the selection of our sample, as 

well as the method of interpretation and analysis. 

  

4.2.1 The focus group interviews 

In preparing for the focus group interviews an interview guide was designed. The interview 

guide was structured with a reflective approach with the aim to identify information concerning 

the three themes (Esiasson et al, 2014). Our interview guide was structured around different 

types of central questions to streamline the time with the participants as much as possible. The 

research question was in the center of the planning process, and the interview guide formed the 

basis of the research and the knowledge that we wanted to receive relevant information about. 

The questions were of a semi-structured form as to not limit the answers provided by the 

participants. Thus, all the questions in the interview guide were not asked. The theories and 

perspectives laid the basis for the questions we asked, as to have clear points of comparison 

throughout the interview guide and the subsequent material. However, in mind there were also 

moral implications of the method, which will be discussed throughout this section, as well as in 

the following section. (See appendix for full interview guide) 

  

In preparing for the interviews, the interview guide was tested. The test interviews showed if the 

right questions were being asked, if the questions were formulated in a manner in which the 

participants could understand the questions as well as if the questions would provide intended or 

otherwise interesting answers. The test interviews also provided an estimated timeframe for the 

interviews that was helpful as information for both the participants and us. 

  

The focus group interviews themselves were conducted in a comfortable setting. They were 

located in a living room, where there was coffee and snacks available contributing to a relaxed 

and safe environment. Us as researchers and interviewers considered the effect of our behavior 

and appearance on the participants. Further reflections of the role of the researcher were 

considered and will be presented in the following section. 
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The focus group interviews were conducted in Swedish. This was to enable the participants to 

speak without the hindrance of a language barrier since the participants were all Swedish-natives. 

The quotes referred to in the result section of this paper will have been translated to English for 

full comprehension, and will be marked with “[own translation]” as to inform the reader of the 

possibility of mistranslations.  

  
The focus group interviews were recorded with the help of a sound recording device. Thus, we 

were able to transcribe the material. The transcriptions of the material gave us the opportunity to 

refer to exact quotes and look back at the material. Before recording, every participant was 

informed about the recording device and all agreed to be recorded. We also presented them their 

right to withdraw from the interview at any point. (Esiasson et al., 2014) Furthermore, the 

current research problem did not put participants under threat or endorsement by a superior since 

the discussion of movies is part of everyday-conversation. Also, the questions that were asked 

only concerned their own opinions concerning their own film consumption, a topic that is not 

related to any other entity other than the individuals themselves. Participants were given very 

limited information about the purpose of the research as to not influence their answers. 

  

This research has aimed to be beneficent, by limiting risks and consequences. The topic the 

participants has discussed was not emotional, however, if the conversation had turned emotional 

the consequences of the research would have been reevaluated. The risk of attachment, from both 

participants and researcher, was one that was considered during the process of the research.  

 

4.2.2 Sample selection 

The recruitment for the participants was with the assistance of contact recruitment and 

subsequent snowball recruitment. Contact recruitment refers to the recruiting of participants from 

contacts. In most cases, contact recruitment is combined with subsequent snowball recruitment, 

which is the process where the individuals selected for the interview continue recruitment and 

provide other potential participants (Esiasson et al, 2014). Because of the particular way of 

recruitment it is important to note that the relationships between the participants might have an 

affect on the results. 
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Attempting to find causal relationships in a qualitative research is difficult. Using frequency on 

the basis of focus group or personal interviews is virtually impossible since the results are not 

extensive enough to be made relative. When the aim is to analyze a phenomenon, rather than to 

quantify it, an extensive statistically representative sample is not necessary and it may be better 

to make a strategic selection where the investigation is limited to a specific group of the general 

population (Esiasson et al., 2014).  

 

Consequently, our goal is not to identify all existing approaches but instead see the results in the 

study that appears interesting to reality. Therefore, while making a strategic selection the aim is 

to remain as wide as possible in the investigation and to discover more qualities and gain 

understanding of events and issues at hand. Within strategic selection our goal is to select both; 

thoughts and opinions from our participants with strong similarities to bring out those who are 

"typical" and extract those that differ to achieve a greater range of the study. The fact that 

qualitative research can be generalized in the context of strategic selection is often based on 

documented similarities between different situations. The researchers make the assumption that 

similarity means that the results are transferable (Esiasson et al, 2014). 

 

In our case, we have chosen to interview a younger group where all participants have or are in 

the process of receiving higher education, as well as an older group in which the participants are 

all university educated and can be classified as high income earners. All participants also reside 

in metropolitan areas.  

 

The ages of the two groups were established for two reasons. Firstly, we felt it necessary to look 

at younger audiences’ experiences as they are statistically the most avid film consumer. 

Secondly, the older group was of interest as they were the most aid film consumer during the 

1970s and 1980s when film consumption was very different to that of today. This can provide an 

interesting perspective, as they would have had to adjust to new distribution platforms and an 

increasing quantity of content, whilst a younger audience has been raised in the current film 

climate.  
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More specifically, we have used four groups with four to six participants in each. Two groups 

consisted of our younger participants, aged 18 to 33, and two groups consisted of our older 

participants, aged 50 to 65. The younger group had a total of nine participants, and the older 

group had a total of ten participants. These, for the purpose of clarity, will be called the ‘younger 

groups’ and the ‘older groups’. 

  

4.2.3 Method of interpretation and analysis 

To limit problems concerning interpretation we have throughout the research: (1) focused and 

tested our questions to receive the desired answer, (2) looked at the intended meaning - since we 

have attempted to interpret the material critically and (3) attempted to put the research through 

perspectives other than our own.  

 

After the interview had taken place, it was time to prepare the material gathered from the 

interview for analysis. While conducting this, it was important to have certain aspects in mind. 

Here it was important to be clear how the analysis of the job ahead would be implemented, 

where the ideal interview was already parsed when the tape recorder was turned off (Esiasson et 

al., 2014). It was important to conduct the interviews so that they created a meaningful base for 

analysis with a cohesive and creative approach. Before the interview, we asked ourselves what 

we wanted to know and what we wanted to identify from the interviews. (Esiasson et al., 2014). 

  

When the time for the actual analysis arrived, it was important to create an understanding of 

what the discussion had been mirrored around. A categorization of the material was carried out 

in order to achieve a clear structure of the concepts presented in the material. As the discussions 

jumped back and forth during the interviews, it was important to organize the material to create a 

descriptive narrative based on the information contained in the interviews (Esiasson et al., 2014). 

  

It is possible that our study is more applicable to a latent interpretation, where we as researchers 

try to read between the lines in the analysis. Hence, the interpretation of the material may have a 

more speculative approach. Precisely because of this aspect it was important that we, in our 

analysis, used quotes as a basis for our arguments. Also, discussed further as a methodological 
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reflection, we used an interpretation method where we look critically at participant’s own 

perceptions of the phenomena. 

  

4.2.4 Categorization of results 

The focus in the process of categorizing the result has been the research questions, the statements 

of the participants as brought up by themselves as well as our theoretical framework. 

 

The research questions, as brought up in the introduction, are:  

 

How do a younger and an older Swedish audience value external and internal factors concerning 

their own consumption of movies? 

- Which external factors have most value to these audiences? 

- Which internal factors have most value to these audiences? 

- Do these factors differ between distribution platforms? 

 

For the purpose of answering these questions, we have constructed a categorization of our results 

based on our theoretical framework as well as the points brought up by the participants in the 

study. The two parts of our theoretical framework, external and internal, will be investigated 

within the categories. There are three categories, one for each sub-question and they are as 

follows.  

1. External factors 

The external factors include the film critics and other personal contacts that can influence movie 

consumption. These will be explored through the external part of the theoretical framework that 

consists of Lazarsfeld’s two-step flow of communication and, in part, Bourdieu’s theories of 

habitus and different forms of capital. This theory poses the questions: How do different opinion 

leaders influence audiences? How do different opinion leaders appeal to different audiences? 

2. Internal factors 

The internal factors include attitudes and needs that can influence overall movie consumption. 

These will be explored through the internal part of the theoretical framework that consist of the 
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uses and gratifications approach and Bourdieu’s theories of habitus and different forms of 

capital. The theories and approaches pose the questions: What needs motivates movie 

consumption? What factors motivate choices within movie consumption? 

3. Differences in distribution platforms 

The differences in distribution platforms include the three distribution platforms used by people: 

cinema, home and digital means of consumption. These will be explored through the uses and 

gratifications approach. The approach poses the questions: Do the needs experienced from movie 

consumption differ between platforms? Which needs are filled by which platform?  

4.3 Validity and Reliability 

As for validity, the research relies on the correspondence of theories and points of measurement, 

discussed in research design. In Kvale’s discussion of validity, he describes how validity 

concerns the seven steps of an interview study. During the construction of the method we have 

discussed and attempted to create the right circumstances for this through; (1) structuring our 

study and research problem based on theoretical assumptions,  (2) chosen a method for the 

research conducted in this paper based on beneficence, and its ability to show true and real 

results for our research problem, (3) planned a relevant and trustworthy interview guide, (4) 

creating awareness for how the transcription process can be affected by methodological 

problems, (5) planned how the interpretation of the results will be made logical and valid, (6) 

evaluating the validity of the research after these steps and (7) creating awareness of the 

importance of validity and relevance in the reporting and analysis of the research (Kvale, 2009). 

 

In order to make the research reliable yet respectful, giving participants confidentiality, the 

research will not provide any personal details of the participants and participants were made 

aware of their right to withdraw and be confidential. However, the purpose and the structure of 

the research will be thoroughly discussed throughout the paper in order to show transparency and 

give other researchers an opportunity to repeat the research. 
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4.4 Methodological limitations 

The study we conducted, and the results we collected from it, could have been supported by a 

quantitative study of our own. This could have been beneficial as to create a more 

comprehensive description of the phenomena. Due to time and space constraints, we could not 

conduct such a study, but attempted to support our results from the qualitative study with 

secondary statistical data. This study also lacks specific individual opinions. In an attempt to 

identify behaviors, habits and attitudes there is a possibility that individual conclusions have 

been overlooked in the search for general conclusions.  

  

The demographics of our sample of participants could also have affected the results of the 

research. For the purpose of the research we conducted, our sample consisted of one younger age 

group spanning ages of 18 to 33 and a mature age group spanning the ages of 50 to 65. This 

meant an exclusion of ages under 18, ages between 33 and 50, and ages over 65. An inclusion of 

these age groups could have produced different results. The specific socio-economic and socio-

cultural background of our sample could also have produced different results. The ability to 

purchase a movie ticket, access to digital distribution platforms, a limitation on leisure time 

available as well as other factors could have produced other attitudes towards the given subjects. 

  

The limitations set up in the beginning of the research, and discussed in this paper’s introductory 

section, could have contributed to additional and interesting results. The research could also have 

benefitted from a contrasting study in another demographic, region or age group. 
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 5. Results 

In this chapter we will introduce the results of the research we have conducted. The results will 

be divided in the three themes we have presented in the method chapter which are: external 

factors, internal factors and how these differ between platforms.  The results of both groups will 

be compared and key patterns will be presented. The quotes included in this section are only 

examples of statements we base the results on.  

  

5.1 External 

5.1.1 Critics 

The most distinct pattern concerning older participants’ external values were the influence of 

film critics. The role of the critic had much influence on what movie the participants chose to 

consume. The film critics the older participants referred to were from traditional media - mostly 

newspapers, but also radio and television. The older groups expressed a stronger relationship to 

critics compared to the younger group, stating that if a movie did not receive good feedback from 

respected critics they would probably not watch it. Furthermore, the older groups also mentioned 

the importance of the individual critic, stating that after reading newspapers, watching television 

or listening to radio shows for a longer time they can recognize which critic they agreed with.  

 

“I think my decisions are very influenced by reviews and it’s the way I find out about which 

movies I may find interesting.” [own translation]  

- participant from older focus group 

 

“I'm very careful with who wrote the review,  you learn pretty fast, who has the most similar 

taste to yourself.” [own translation]  

- participant from older focus group 

 

“[I read them in] the daily press, like DN and Svenska Dagbladet, I read the culture-review part 

before all other parts and its particularly cinema that I am highly interested in.” [own 

translation]  
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- participant from older focus group 

 

The film critic, who was the older participants primary reason for watching a movie, would also 

influence the way they evaluated the content of the movie. They stated that they were aware of 

the film critics’ interpretations of the movie, and did not want to be affected by these 

interpretations.  

 

“When you read a review you gain a notion that the content will or will not have an impact, it 

puts me behind a kind of filter.” [own translation]  

- participant from older focus group 

 

“I don’t really like being controlled by reviews, one can create pretty high expectations.” [own 

translation]  

- participant from older focus group 

 

The younger age groups, while discussing the role of film critics, only referred to online rating 

websites such as IMDb and Rotten Tomatoes. They would look to the ratings posted on the 

websites as well as rankings. They would also look to the recently uploaded files at torrent 

websites to see if new available content had been released illegally.  

 

“If you’re on a website or something and see a movie that seems cool, you turn to the internet 

and see if you can  access or obtain  it somehow,  I also check  the newest uploaded on the Pirate 

Bay and if it seems interesting you can easily check by just googling or checking imdb to see if I 

find it appealing.” [own translation] 

 - participant from younger focus group 

5.1.2 Trailers 

The factor that was most valued by younger participants was the trailer. These would provide the 

first impression of a movie, and provide material on which they would base their opinions. The 

younger participants admitted seeking more information concerning the movie (trailers and 

related material). Older participants stated that they were aware of trailers and the information 
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released regarding movies, but were not influenced much by such information nor did they 

actively seek this form of information compared to the younger participants.  

 

Younger participants also mentioned that if a trailer had constructed high expectations they said 

the movie would be judged more harshly than if it had not.  

 

“Before a movie starts at the cinema there is always a bunch of trailers where you may find 

some very intriguing ones, and when these movies are then later on discussed by friends and you 

see it accessible you feel like this is the movie we should see.” [own translation]  

- participant from younger focus group 

 

“Movies are marketed much more, you see a trailer a year before its release date and then  

trailers 2, 3 and 4 are released, then you build opinions about the movie itself.” [own 

translation]  

- participant from younger focus group 

 

“I think it’s usually trailers that create expectations on a movie.” [own translation]  

- participant from younger focus group 

 

5.1.3 Word of mouth 

Another factor that both groups mentioned was that of the influence of interpersonal contacts. 

This however, was not as highly valued as film critics (for older participants) and trailers (for 

younger participants). Older participants valued film critics opinions more than interpersonal 

contact’s opinions, and younger participants would prefer creating their own opinions through 

ratings, trailers and similar material, however word of mouth was a minor part of the 

construction of opinion.  

 

“I am always attentive when others talk about the film because then I might go in and look and 

read for myself.” [own translation]  

- participant from younger focus group 
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Older participants stated that one of the influencing interpersonal contacts were their family.  

 

“Some movie for example in my opinion is just because I want socialize with my children, then I 

can be pleasantly surprised. Their opinions matter” [own translation]  

- participant from older focus group 

5.2 Internal 

5.2.1 Motivations for movie consumption 

Movies are made for different purposes, such as to criticize or informative purposes, but both 

groups mentioned entertainment as the most valuable internal factor and motivation for movie 

consumption. However, entertainment could include many different purposes.  

 

The younger groups stated that being entertained could include watching a movie that criticized 

society, illustrated societal problems and more. They stated that they would also actively seek 

out movies for the purpose of learning about a given subject. The younger age groups also 

mentioned that movies, because of their entertainment purposes, should be used in education for 

informative purposes. Many younger participants stated that it was through movies they had 

learned about many other subjects such as history, societal problems as well as learning English 

through repeated exposure. Also that the alternate realities portrayed on the screen related or 

showed them the differences in their own. Younger participants were also motivated by the 

format or content of movies – how they would use this media in order to escape. 

 

“It becomes sort of a journey in some movies, there's so much going on and it really makes you 

drift away into another world.” [own translation]  

- participant from younger focus group 

 

“I would say that I see a certain type of film because of curiosity and  to get an idea of events 

that have occurred, I like to tie things together and gain a deeper understanding about the things 

that have happened and things that may happen later in time, as well as to see alternate realities, 

which differ from your own and which distinct your own”[own translation]  

- participant from younger focus group 
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“I definitely think movies have an educational purpose, to provide information and such.” [own 

translation]  

- participant from younger focus group 

 

“It’s like one of the best tools for teaching English to children, it’s the way I learned English.” 

[own translation]  

- participant from younger focus group 

 

“I think you want to be entertained, if you're tired you watch a really brain-dead movie while 

sometimes, depending on mood, you watch a movie to question or criticize, depending on what 

type of movie you want to watch.” [own translation]  

- participant from younger focus group 

 

However, the older group did not include many of these motivations in why they consumed 

movies. A few of the participants in the older group stated that one of the motivations of 

watching movies could be learning about history or specific events. Although,  most participants 

stated that movies should entertain emotionally and provide an escape. What many of the older 

participants discussed, which younger participants did not, was how one motivation for 

consuming movies was watching a good performance by an actor.  

 

“I would say [that movies purpose is] primarily to entertain in my opinion, however movies can 

move you to different extents, but I rarely see movies to learn something.” [own translation]  

- participant from older focus group 

 

“It should reflect something, a drama documentary or historical significance, or something 

similar.” [own translation]  

- participant from older focus group 

 

“In my world, movies are more about escaping reality since you don't have to create your own 

images in movies.” [own translation]  

- participant from older focus group 
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“There is something more to how the portrayal of a character looks, I can be completely 

mesmerized by the acting, so the purpose could also be how they manage to portray something. “ 

[own translation]  

- participant from older focus group. 
 

5.2.2 Attitudes 

In a discussion of what content could attract audiences, very few apparent patterns could be 

distinguished. What the participants wanted to see, in terms of content, would differ between all 

participants. One pattern that could be seen was that horror was not an attractive genre to 

younger participants. Another pattern was that older participants would avidly avoid 

‘psychologically destructive’ movies or a movies containing death scenes - “that makes me feel 

uneasy. I choose not to watch those” [own translation] (participant from older focus group).  

 

When the participants were asked why they watched a particular movie they also often 

responded that it had to do with their personal preferences. Both the younger and the older 

groups stated the same. When they had the opportunity to watch a movie many stated that it was 

the mood, their attitude or the situational circumstances that decided what type of movie to 

watch. 

 

“Depending on what mood you’re in you watch different sorts of movies, there are a large 

variety of movies out there.” [own translation]  

- participant from younger focus group 

 

5.3 Differences in distribution platforms 

In discussion of the distribution platforms that offered movies there were many differences 

between such platforms. Younger participants discussed how they had been raised with new 

technology outlets and thus have knowledge of how to access movies through these. Despite the 
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fact that older participants stated that they did not possess the same knowledge, they have grown 

accustomed to the new ways of consuming and approve of them as a possible alternative.  

 

5.3.1 Cinema 

Most participants, from both groups, stated that there were two prevalent motivations behind 

consuming movies through cinema. Firstly, the social aspect. Secondly, the degree of 

engagement that cinema enforces.  

 

Both younger and older participants stated that watching a movie in the cinema was a social 

experience - an act that required the presence of friends, family or other contacts. Participants 

did not believe watching a movie at home or digitally required other people in order to enjoy the 

movie. It was more important for them to share the experience of a movie in the cinema than at 

home. Furthermore, both younger and older participants also discussed that movies watched in 

the cinema required a high degree of engagement because of the large screen and loud sound. 

“A: Firstly, everything is not available at home, and secondly its a fun way to socialize. B: I 

understand that it becomes an important criterion. C: Yes, I think its an important way to get 

together.” [own translation]  

- three participants from younger focus group. 
 

“I guess it[cinema]’s more of a social occurrence, you go with friends and watch something 

together, but I also think it concerns the way cinema engage its audience, something you can't 

really get from watching a movie with your friends at home.” [own translation] 

- participant from younger focus group. 
 

“I have the feeling that even though you can have an almost-cinema experience at home with 

home-theater systems, you still distance yourself from the movie more at home in the sofa 

compared to when you're at the cinema where you can't really do anything else but watch the 

movie, where you’re completely consumed by the movie.” [own translation] 

-       participants from younger focus group 
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Both groups also stated that it was because of the advances in technology, and the access to 

movies from home and digitally, that watching a movie in the cinema has been transformed into 

a shared, social experience rather than its original purpose of being the only medium for movies. 

 

The younger age groups put greater emphasis on the type of movie that they watched in the 

cinema, expressing that movies of the genre action, science fiction or other similar thematic 

content would motivate them to go to the cinema as it would result in a superior experience in 

the cinema compared to the home. They also put more emphasis on the special effects and their 

appearance on the screen.  

 

“A: If you want a real cinema experience you watch an action film or some kind of thriller. B: 

Something with cool effects. B: Yes, exactly. To get more from the movie.” [own translation] 

-       participants from younger focus group 

 

“A: Everything becomes more intense when you go to the movies, the sound and the big screens. 

B: It’s like now, like dumb and dumber is one of my favorite movies but I don't feel like paying to 

see dumb and dumber 2 in the cinema. [Laughter]C: No. I: Why not? B: Because I don't 

consider it a cinema film. C: You don't need a large screen to appreciate that type of humor. “ 

[own translation] 

-       two participants from younger focus group 

 

 

The older group did not refer to any specific content of a movie that could make a movie more 

suitable for the cinema. However, older participants was motivated by film critics also in their 

choice of distribution platforms.  

 

“When I go the movies it’s one hundred per cent based on the reviews, which I read 

thoroughly.” [own translation]  

- participant from older focus group 

 

Movies that were watched in the cinema were more often held to a higher degree of scrutiny, 

accompanied by more expectations - more so in the younger groups. Both age groups also agreed 
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that watching a movie in the cinema could sometimes be more satisfying - hearing 250 people 

gasp at the same time, truly escaping into the cinematic world helped them all to experience the 

movie more fully. 

 

“Movies are a better experience in a real cinema where you can share the experience with 250 

other people. I think you’re affected by everyone else.” [own translation]  

- participant from younger focus group 

 

“It’s cooler to watch movies in the cinema. Definitely much more fun and you become one with 

the movie, through the screen and the sound.” [own translation]  

- participant from older focus group 

 

5.3.2 Home 

For watching movies through home devices such as TV and home-theatres, opinions differed 

between groups, and to some degree within the groups. However, both groups agreed that 

viewing a movie on a television-broadcasting channel was an act they avoided. 

 

Younger participants stated that they would not watch a movie airing on television due to 

reasons such as: commercial breaks, set times and already set content. They would rather chose 

the movie themselves and watch it on their own terms.  

 

“ A: I would never sit and watch a movie on the television, will all those commercial breaks and 

such. B: And get the time right. A: Exactly” [own translation]  

- two participants from younger focus group 

 

 Older participants agreed with the annoyance over commercial breaks, set times and content as 

it would interrupt the process of watching a movie. However, they preferred watching a movie 

on television rather than a computer.  

 

“Computers is too small, it’s cooler to watch a movie in the cinema, but I can accept it on the TV 

because the computer doesn’t provide the same type of experience.” [own translation]  
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- participant from older focus group 

 

5.3.3 Digital 

When it came to using digital means of accessing a movie, only one participant from the older 

age group mentioned that they preferred digital means to other platforms. However, many older 

participants stated that they would use streaming services for watching television series and 

movies because of recommendations from others to do so. Some older participants stated that 

since they had access to streaming services they would use them for searching material.  

 

“I like the computer, especially if you have a good screen and headphones when you’re sitting 

by yourself. It can get sort of asocial, but with the computer I really watch the movie.” [own 

translation]  

- participant from older focus group 

 

Using digital means of consuming movies was much more prevalent in the younger groups. Most 

participants stated that using digital means was motivated by comfort, since both streaming 

services and downloading websites contained more available content. Streaming services and 

downloading sites both provide opportunities to select your own content. Content through these 

online sites could also be accessed faster.  

 

“It’s nice to be able to access movies so fast today, and to be able to scroll through and decide 

what you want to see and what you don’t want to see, as opposed to cinema and TV where other 

people decide what’s available. You know, right before I go to bed I put on a movie on my 

computer through like Netflix or something I downloaded and I can relax. Sometimes that’s nicer 

than going to the cinema or sit by the TV, especially when I’m alone.” [own translation]  

- participant from younger focus group 

 

The older groups stated that online streaming sites had influenced their consumption of movies 

because they had been granted access to a wider range of movies and could now filter undesired 

content. The younger groups stated that torrent sites allowed them to search content they had 

already selected content that had not yet been made available to preferred platforms. 
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“You can access everything so much faster through the Internet.” [own translation]  

- participant from younger focus group 
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6. Analysis 

The analysis will focus on each theme and its relation to the theories presented in the theory 

chapter. By highlighting different perspectives of the results we can compare each group's 

responses, and reach informed conclusions. 
  

6.1 Which external factors have most value to these audiences regarding 

movie consumption? 

6.1.1 Film critics 

The factor that had the most value to the older participants was film critics. Considering 

Lazarsfeld’s theory of the two-step flow of communication, these film critics are in the eyes of 

the older participants opinion leaders. Opinion leaders, as Lazarsfeld explains, are the people in a 

population who have an interest and are active in retrieving information from media - in our 

case, has watched the movie and knows about the circumstances during which it was made - and 

then relays their interpretation of that information to the public. Older participants stated that 

they do not actively seek information regarding a particular movie before seeing it, but rather 

listens to the opinions and information provided by film critics. This corresponds with the 

construction of two-step flow of communication, which claims that there are people who are 

informed (film critics) and people with less interest to acquire such information, and thus listens 

to the informed part of the population. Strömbäck’s stresses three aspects that make opinion 

leaders effective and influential: (1) communication happens face-to-face, (2) the opinion leaders 

are familiar and (3) opinion leaders are perceived not to have any promotional purposes 

(Strömbäck, 2000). Even though the communication between opinion leader and the less 

informed population does happen face-to-face, our participants describe the relationship to film 

critics as very influential because of the degree of trust. The trust has come from exposure to the 

same medium from which they gather film reviews, as well as the level of familiarity to the 

individual critic. As for Strömbäck’s third point, older participants avoided information straight 

from primary sources which can possible be seen as an aversion of promotional information - 

since most material is published from production companies for that exact purpose. Film critics, 
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while promoting a movie, may not have promotional purposes since they do not try convince 

anyone to watch the movie per se, but rather express an opinion that our participants would trust. 

A part of Lazarsfeld’s theory of opinion leaders is also that the opinion leader is not able to avoid 

filtering or interpreting the information received through media. As a film critic, the opinions 

they share about the movie itself is a very definite filter to be considered. However, participants 

discussed that they were aware of these and would try not to let these affect their own opinions.  

 

As a complement to the two-step flow of communication, we will also look to Bourdieu. 

Bourdieu’s theory of cultural capital can to some extent be applied. Film critics have a high 

cultural capital in the sense that they have much knowledge about this subject. Our participants 

may choose to listen to film critics simply because they are aware of the high cultural capital 

inhabited by specific critics. This can also be interpreted as giving them higher symbolic capital, 

as listening to informed film critics from traditional media may distinct them from other groups 

which listen to per example online rating sites which contains the opinions of groups with varied 

cultural capital. The groups of older participant had higher education and were high-income 

earners and may perceive cultural capital important as to distinct themselves from other groups 

because of their perceived status in the social structure.  

 

6.1.2 Trailers 

As for the younger participants, they valued trailers and primary information more than film 

critics. Knowing both that the younger participants are statistically the most avid movie 

consumer in most platforms, the frequency they watch movies and the knowledge they might 

have accumulated, there are valid arguments that the participants are themselves the informed, or 

attempts to be the informed, opinion leaders. Lazarsfeld’s theory of two step flow of 

communication has received critique for the lack of more steps in the flow of communication, 

particularly between opinion leaders - which could explain to a further extent the younger 

participants effect on each other.  

 

The online rating sites they consult in forming opinions consist of several individuals’ inputs and 

even though the sites are familiar, since they state that sometimes the opinions does not match 

their own, they do not solely trust the information provided by such sites.  
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As for Bourdieu’s thoughts on cultural capital, the younger participants displayed a rather high 

knowledge of their own movie consumption - which is only extended by the primary information 

they themselves collect and filter. Cultural capital is developed through life and where older 

participants, who have lived longer, trust other people with higher cultural capital, younger 

participants attempts to inform themselves.  

 

6.1.3 Word of mouth 

Word of mouth was not highly prioritized by neither younger nor older participants but was only 

a supportive influence in the selection of a movie. However, interesting to note was that older 

participants would consult their children, same age as the younger participants, on what to 

consume. Our interpretation is that it strengthens the theory that the younger participants are the 

opinion leaders themselves. Children fulfill all three of Strömbäck’s points. They have face-to-

face contact between the informed and the less informed, they are familiar and can be seen as 

trustworthy as well as the fact that do not express any promotional purposes.   

 

6.2 Which internal factors have most value according to these audiences? 

6.2.1 Motivations 

As for the motivations underlying movie consumption we have used the uses and gratifications 

approach in order to interpret the results. The needs that the uses and gratifications approach 

state are brought by media, are distinctly social and/or psychological - and will thus be 

considered as this.  

 

Younger participants were mostly motivated by, per the categories provided by Strömbäck, 

cognitive needs, tension release needs, personal integrative needs and affective needs. They did 

not stress any social integrative needs. The cognitive needs younger participants sought were that 

of understanding events, gaining new knowledge, and other informative needs. One important 

purpose of movies was to learn something. In discussing tension release needs younger 

participants stated that movies were a way for them to escape reality, but more specifically, to 
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experience the story fully. Their statements about learning about alternate realities and the 

connection to their own could be extended to personal integrative needs, giving them knowledge 

about elements that can change or alter perceptions about social- cultural or economic 

environments. The motivation to watch movies in order to laugh, or cry, or other aspects related 

to mood and emotions are distinctly affective needs. These needs could also be categorized as 

more concrete needs such as gaining insight into your own life and the lives of others, escaping 

reality and so forth.  

 

As for the older participants, the motivations behind their movie consumption mostly concerned 

cognitive needs, affective needs and tension release needs. Cognitive needs, like the younger 

participants, concerned learning about events. Affective needs were the motivation most valued, 

and concerned the emotional entertainment provided by movie consumption. Another motivation 

that was highly valued was the need for tension release, more explicitly escaping reality.  

 

These categorized needs do not cover all motivations behind movie consumption. Strömbäck 

mentions how researchers also categorize motivations by their concrete value. One more 

concrete need displayed by the older participants was the gratification obtained when an actor 

gave a performance or displayed a well-portrayed character. This could be an extension of 

tension release needs. By watching an actor perform well, it further engages the audience and 

allows them to really experience the movie and escape reality.  

 

6.2.2 Attitudes 

Audiences’ attitude selection is often defined by personal preferences that, according to the work 

of Bourdieu, the individual has developed from an early age. Social status, cultural background 

and other factors can all play a part in the construction of one’s habitus and consequently 

attitudes and opinions concerning personal preferences. Whilst many participants stated that their 

personal preferences was the dominant reason for selecting a movie, these personal preferences 

cannot be defined as they are constructed by individual experiences and motivations. 

 

From the perspective of uses and gratifications, these personal preferences translate into 

motivational purposes for needs being sought to gratify. The formation of such personal 
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preferences is formed through the consumption of media, and will then regulate the type of 

content one individual seeks. For example, many participants stated that they avidly avoided the 

horror-genre, or ‘psychologically destructive’ movies - this can be the representation of bad 

experiences concerning such content.  

 

6.3 Do these factors differ between distribution platforms? 

Due to technological evolution, the traditional way of consuming movies has gone through a 

drastic change. Today, one is able to access more content faster, as well as filter undesired 

content with online services such as streaming, video on demand and torrents (McQuail, 2010). 

Since many of the older participants stated that they were not very familiar with digital means of 

consuming movies, their input on digital means will of course be limited.  

 

With uses and gratification in mind, this divide can translate into different motivations and needs 

for each medium, where watching a movie in the cinema versus at home have different purposes. 

However, the older and younger participants did not fully agree on the purposes of each medium.  

 

The factors that differed the most between the platforms and the participants were the need of 

social integrative needs, tension release needs, the need to select your own content, as well as 

relaxation. 

 

6.3.1 Cinema 

The younger participants stated that the purpose of movie consumption through cinema was to 

fully experience the content. This is also seen in the statistical data provided by the SFI regarding 

how audiences look to cinema for a fuller movie experience, whilst home or digital consumption 

has other benefits such as comfort, access and so forth. The need for experiencing such content 

can be related to tension release needs. By involving senses by louder sounds and larger screens, 

it is easier to escape into the cinematic world.  
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Older participants put emphasis on the social aspects.  Using the uses and gratifications approach 

to classify these, we can see that for the older participants (and in part younger participants) 

value social integrative needs at cinema. That being able to share the experience with other 

people was one of the largest motivations as to why watching a movie in the cinema was valued 

higher than watching movies through another platform. This, they stated, have occurred through 

the development of new technology and the introduction of many new ways of watching movies.  

  

Participants - mainly from the younger group - stated that movies watched in the cinema was 

accompanied by more expectations and held to a higher degree of scrutiny. Expectations that 

were created from the trailers (and related material) and reviews, many stated, was often the 

reason to why movies could not satisfy their needs.  

 

Interesting to note was that while viewing movies in the cinema, older participants stated that 

they would not watch any movie that had not gotten a good review from film critics. Opinion 

leaders have more influence when older participants go to the cinema.  

  

6.3.2 Home 

As for consuming movies through home devices both groups agreed that watching at home was 

comfortable and allowed them easy access to movies. However, all younger and some older 

participants tried to avoid watching movies broadcasted on television due to annoyances such as 

commercial breaks and other disruptions. As for the relation to uses and gratifications, we can 

interpret the latter as an act avoided to satisfy their tension release needs. By watching a movie 

with commercial breaks and other disruptions, there is a break from the world that engages you 

and you are withdrawn from that escape. Since watching movies is a way to escape reality, 

putting yourself in a situation where you can be disrupted by reality does not satisfy this need. 

The same relates to the need for relaxation.  
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6.3.3 Digital 

Some older participants stated that they did not use digital means of consumption since they had 

little knowledge of these services. Thus, this might have affected the results and conclusions 

drawn in the analysis.  

 

Concerning digital means of consumption, the opinions of the two groups differed. Older 

participants discussed how they had changed their traditional ways of obtaining material since 

online services provide a wider range of content that they themselves could decide when and 

where to watch. The need for selecting material is highly valued since technology has allowed 

audiences to be part of the selection process.  

 

Younger participants considered online services as one of their most preferred ways to consume 

movies since it motivated aspects such as relaxation and selection. These two needs were more 

sufficiently filled through digital means of consumption, because of the function of the online 

services they utilized.  

 

None of the participants mentioned the importance of social integrative needs in watching 

movies digitally. This was the aspect of digital means of consumption that was valued the 

lowest. Watching movies through digital means was an act that did not require company.  
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7. Concluding Discussion 

In this concluding section we briefly summarize the aim, research question, method, results and 

analysis. We will also discuss our research’s relation to previous research, critique of our 

research and suggestions for further research. 
  

7.1 General Discussion 

This paper has aimed to explore how two audiences in Sweden value external and internal 

factors concerning their own movie consumption. For this purpose, focus group interviews were 

the choice of method. The groups we decided to interview were one younger group, ages 

spanning between 18 to 33 and an older group, ages spanning between 50 to 65. These groups 

were chosen as part of a strategic selection. The theories this paper has explored has been 

Lazarsfeld’s two-step flow of communication, the uses and gratifications approach and 

Bourdieu’s theories of habitus and different forms of capital. The following section will account 

for the main results of the study. 

 

7.2 Main results 

The research questions we have aimed to answer are the following:  How does a younger and an 

older Swedish audience value external and internal factors concerning their own consumption of 

movies? Which external factors have most value to these audiences?  Which internal factors have 

most value to these audiences? Do these factors differ between distribution platforms? 

 

In evaluating the external factors, we found that older participants found most value in film 

critics. Lazarsfeld’s theory of two-step flow of communication helped interpret this result. Film 

critics can be perceived as opinion leaders, and despite not fulfilling every requirement set for 

this concept, functions the same. Younger participant stated that trailers (and related material) 

were the most important factor. This, with statistics from SFI, and other relevant information 

could be interpreted as them being the opinion leaders themselves, striving to create their own 

opinions and developing their own cultural capital.  
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As for internal factors, many motivations were the same for younger and older participants. 

Younger participants valued cognitive needs more than older participants. Older participants 

valued affective needs more than younger participants.  

 

From this study we could also see differences in motivations to use distributions platforms. 

Cinema, home and digital means of consumption would provide different levels of satisfying 

social integrative needs, tension release needs and concrete needs of selecting your own content 

and relaxation.  

 

7.3 Relation to previous research 

There have been no previous studies done from the perspective we have chosen as the focus of 

this paper. Our research has been specific to audience experience, and audience’s own perception 

of their film consumption. We have attempted to, in a descriptive study, explain and explore the 

behaviors, habits and attitudes of audiences concerning film consumption. With this in mind, 

previous research has been done in similar fields, with other focal points. 

 

Ferguson and Perse (2000), and Kaye (1998) conducted research into this field in a time when 

the Internet was relatively new and did not have the significance in society the way it has today. 

With that in mind, there are still similarities between their research and our own to be 

considered. Their research discussed the Internet as fulfilling many of the same needs that 

underlined television (and other media) consumption, and that the Internet had started signs of 

substituting other media. Today, the Internet has developed, and much due to the technological 

advances consumers can use this medium for movie consumption - which for youths especially 

have substituted television’s purpose of movie entertainment. Our younger participants do not 

consider television as a good platform for this as there are too many elements that do not fill their 

need for relaxation. Drawing conclusions from this, we see traces of the Internet starting to 

replace television all together and wonder what other media the Internet might substitute in the 

future.   
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There was a lack of research about how film critics influence consumer choices, however, there 

were many articles discussing the financial role of the critics. Critics have been found to be able 

to increase revenue for movies, showing that they do in some degree influence consumers – even 

though the why is not explored. We have tried to develop some ideas concerning the role of the 

critic, and found that film critics functions as opinion leaders, attractive because of their 

knowledge of movies. Thus, film critics can both influence consumers and box office, having an 

important part in our movie culture.  

7.4 Limitations and Critique 

In conducting this study, we were aware that there were potential flaws that could have affected 

the results. These potential flaws will be discussed in this section. 

  

Some of the statistical data gathered from the SFI were older than other data. Since the film 

industry is in constant change, which to some degree was illustrated by other statistical data from 

the SFI, the data can have provided ambiguous or obsolete illustrations of the current situation. 

However, we believe the data used from earlier years, whilst contributory to our research, do not 

disclaim our results. 

 

Another important element to discuss is the use of the theories in the paper. The uses and 

gratifications approach is based on the individual perception of media consumption. A 

qualitative study where participants themselves explore these perceptions may lead to them 

attempting to justify their own perceptions, and not discuss the true motivations underlying 

movie consumption. Under this assumption none of the results can be deemed true. This has 

been considered and as researchers, we have attempted to discuss the latent meaning of their 

statements and avoid manifest-only interpretations.  

 

The appliance of Bourdieu’s theories can also be discussed. The material that the results were 

based on were collected as part of focus group interviews, which do not put much emphasis on 

the individual. To minimize unreliable outcomes, we have tried to apply his theories as to 

highlight the individual’s needs and not draw conclusions that extend on a group scale.  
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7.5 Future Research 

Due to the problems addressed in the previous section, time constraint as well as limitations 

concerning research scope and focal point there are opportunities to extend, elaborate or in other 

capacities further the research we have conducted. These will be discussed in this paragraph. 

  

The removal of the limitations set up by us in the beginning of the research could have produced 

different results and it would have been interesting to conduct this research with a larger scope. 

By examining the film consumption from the perspective of film producers, there could have 

been a further discussion of film producers’ role in influencing the behaviors, habits and attitudes 

brought forth by the audience. How is the film industry forming the production process after 

audience expectations? How do this influence audience experience? What is the future of film 

production with audience needs in mind? 

  

As for the content of the results, many aspects can be further explored. One aspect that can be 

further developed is how online streaming services satisfy audiences in terms of content and 

quality. The result from our research was that movies are accompanied by higher expectations on 

content quality when watched in the cinema. Interesting questions to ask would be: what 

gratification purposes do online streaming services provide that can explain the migration of 

audiences from cinema to these services? With the migration of audiences in mind, this sparks a 

question we ourselves would want answered: What does this mean for the future of cinemas? 

The findings of such research could provide information about audience formation in relation to 

available media. 

  

Furthermore, it would also be interesting to further research the effect and construction of online 

rating sites. We were only able to briefly discuss the effects of online rating sites and its relation 

to external influences; however, such sites are growing in size and influence. This makes it an 

interesting aspect to explore. Who do we legitimize in the process?  

 



56 

7.6 Conclusion 

With this paper we have aimed to explore, map out and examine how two audiences value 

external and internal factors, as well as motivations behind the choice of platform as to 

emphasize the importance of an awareness of such factors in the film industry. At the forefront 

of our research is a wish to illustrate younger audiences film consumption as they are the main 

consumers, and contrasting them with the film consumption of an older audience whose 

consumption habits might have changed both with age and the technological evolution. Thus, we 

hope that this research can both result in further research into this field as well as any practical 

applications it may have in the targeting of audiences and sales. 
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9. Appendix 

9.1 Interview guide 

  
The interview guide was written in Swedish as the participants would be Swedish and thus the 

interview would be conducted in Swedish. 

  

  
Introduction 

·       Vi ska prata om film. 

·       Vi börjar med att ställa några frågor men poängen är att ni ska prata så fritt 

med varandra som möjligt och inte diskutera med oss. Vi hoppar bara in om 

det är något intressant eller om vi vill ställa en följdfråga. 

·       Vi vill lova er så mycket anonymitet som möjligt. 

·      Spelas in för transkribering? Okej eller inte okej? 

  
Opening questions 

● Hur mycket film skulle ni säga att ni tittar på?        

○ Varför tittar ni inte på film? 

● Hur tittar ni på film? (Laddar ni ner, Streaming, TV, bio) 

● Går ni ofta på bio? 

○ Om nej: Varför inte? 

  

Introduction questions 

● Vad ser ni oftast på för filmer? 

○ Genre, stora vs små produktioner, etc. 

● Ser ni mer på utländska eller inhemska filmer? 

○ Utveckla mer… 

  
Transition questions 
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● Är ni nöjda med utbudet av filmer på bio i Sverige? 

● Är ni nöjda med utbudet av filmer i allmänhet? 

  
Key questions 

● Vad får er att välja att se på en film? 

○ Är det någon skillnad på filmerna som ni bestämmer att se på hemma vs på 

bio? 

● Är trailer en viktig del av er urvalsprocess? 

● Tror ni att filmerna ni växt upp med påverkat eran nuvarande film konsumtion? 

● Vad kan påverka er syn av filmen innan ni sätt den? Negativt och positivt. 

● Vad tycker ni om de nya plattformarna som man kan titta på film på? Internet, 

Netflix, ladda ner, streaming. 

○ Är detta något bra eller dåligt? 

● Vad har film för syfte för er? (Underhålla, kritisera, ifrågasätta, informera, 

illustrera.. etc.) 

○ Är detta syfte beroende på filmen? 

○ Amerikansk ideologi - ska filmer vara informerande? Eller är det fel att 

försöka rättfärdiga något genom film? Är det mer rätt att ifrågasätta nått? 

● Varför går ni på bio? 

○ Har film ett annorlunda syfte för er på bio och hemma? 

● (Restaurang scenario): Hur mycket tror ni att era förväntningar påverkar er syn av 

filmen i efterhand? 

● (Amerikansk dominans): Ser ni någon skillnad mellan svenska filmer och 

utländska filmer (tex amerikanska)? 

○ Är detta något bra eller dåligt? 

  

Closing Questions 

·       Finns det något ni vill lägga till som ni vi inte har fått med? 
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9.2 Author’s contribution to the paper 

The entire paper was written as a collaboration between the authors. No one author can be 

credited for any section of the paper. 
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Pressrelease 

  

Kritiker värderas högst av äldre tittare i valet av film 

  

Vad värderas högst av svenska tittare i valet av film? Vilka motivationer styr ens 

filmtittande? Väljer dom att gå på bio, titta hemma eller tar dom upp datorn, och varför? 

Dessa var några av frågorna som två studenter vid Institutionen för Informatik och Media 

på Uppsala Universitet försökte ta reda på i deras kandidatuppsats i medie- och 

kommunikationsvetenskap. 
  

Kandidatuppsatsen har ämnat undersöka hur svenska tittare uppfattar sin individuella 

filmkonsumtion i relation till dagens komplexa filmklimat. Frågeställningarna bygger på ett 

antagande att det finns särskilda faktorer som definierar valet av film hos individen, faktorer som 

samhället kan påverka och faktorer som är distinkt för individen. Vad undersökningen upptäckte 

var att den externa faktorn som värderas högst av äldre tittare är film kritiker.  

  

Undersökningen bygger på en kvalitativ metod med hjälp av fokusgruppsintervjuer för att få en 

utvecklad diskussion av vad som tilltalar svenska tittare. Studiens resultat visade, när det kom till 

hur tittare väljer film, att äldre tittare gav en betydande roll till kritiker medan yngre tittare 

föredrog att skapa åsikter från material de själva samlat. Dessa två faktorer påverkade inte endast 

valet av film utan även hur filmen bedömdes i efterhand.  

  

Vidare visade undersökningen att tittare använder olika plattformar för olika syften. Tidigare 

undersökningar har visat att bio var den plattformen där man hade den bästa filmupplevelsen. 

Denna undersökning stödde detta, men visade även att film som sågs på bio medförde högra 

förväntningar än om dessa skulle ses på andra plattformar samt att det yngre tittare ansåg att det 

endast är en viss typ av innehåll som rättfärdigas på bio. 

  

Undersökningen ämnade endast kartlägga tittarbeteenden med förhoppningen om att detta arbete 

kan inspirera mer forskning inom film och populärkulturforskning och möjligtvis även användas 

i den kommersiella filmarenan. 
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