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Abstract

In view of the low customers’ intention to attend cinemas due to the COVID-19 pandemic, the competitions from the over-the-top online streaming platform and electronic games, the purpose of this paper is to examine the key factors influencing the behavioural intention to attend cinemas before and during COVID-19.  The results of a survey questionnaire using the convenience quota sampling method to collect opinions from 260 respondents (120 males and 140 females) indicates that film attractiveness, cinema’s environment, service quality and convenience location were significantly correlated with the behavioural intention to attend cinemas, and that there was a behavioural intention change before and during COVID.  Therefore, the management of local cinemas are suggested to focus on persistent improvement on film attractiveness, environment, and convenience. 








Keywords:  Film attractiveness; Cinema environment; Service quality; Convenient location; Behavioural intention questionnaire; Convenience quota sampling method.
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Chapter 1
Introduction

[bookmark: _Hlk101137803] While cinemas perform a historical function as a popular leisure entertainment in Hong Kong, the investors bear high rental and labour costs for running the business. Especially in the last two years during the pandemic, with keen competitions from the over-the-top online streaming platforms and online electronic games, the cinema industry has been facing unprecedented challenges and in the fight for survival and growth.  Therefore, this research is initiated to identify the key factors affecting the sustainability of the cinema industry by looking at the changes of customers’ behavioural intention towards attending cinemas before and during COVID-19 and find solutions and suggestions for the industry owners to consider.

1.1 Industry background
 	Nowadays, there are four leading local cinema chain companies and some standalone small cinemas in Hong Kong.  The leading cinemas are namely, Broadway Circuit (“Broadway”), Multiplex Cinema Limited (“MCL”), Emperor Cinema (“Emperor”) and Golden Harvest Cinemas (“Golden Harvest”) with other small cinemas such as Newport Circuit, AMC Circuit, Cine Art House, Golden Scene Cinema and Cinema City Circuit.  Broadway has operated since 20th century, and they have got 13 cinemas in Hong Kong (Broadway, 2022).  MCL has operated since 1982 and they have got 14 cinemas in Hong Kong (MCL, 2022).  Emperor has operated its cinema business since 2017 and they have got 7 cinemas in Hong Kong (Emperor, 2022).  Golden Harvest has established its business since 1970 and it was listed on Hong Kong Stock market in 1994 (HKSE: 1132).  They operate 10 multiplexes in Hong Kong (Golden Harvest, 2022).  Due to the COVID-19 and the social distancing restrictions, cinemas were forced to close temporarily three times for each wave of COVID-19 keeping them shut for a total of 116 days in 2020 and they could not reopen until after Chinese New Year in 2021.  In 2022, with the fifth wave of the Delta and Omicron coronavirus, the social distancing measures and cinemas suspension were reinforced in January 2022 until 20 April 2022.  The cinemas could only be reopened on 21 April 2022 after the easing of the social distancing restriction.  The cinema industry was in pain, and they suffered severely in the past two years due to the pandemic.  This tough situation led to cinema’s shut down and ran out of business.
	In view of the closures of the big cinema chains (for example UA Cinema) in Hong Kong, this study aims to analyse how the cinema industry of Hong Kong can overcome the COVID-19 pandemic situation and sustain its business.  UA Cinema was one of the leading cinemas in Hong Kong which was founded by a US businessman Ira Kaye in 1985.  It announced on 8 March 2021 that it would cease operations including both theatres and on-line service due to the inevitable pressure due to the outbreak of the epidemic virus.  Cinemas were opened with only 50% capacity due to the social restrictions.  Government had provided some subsidies, but the amount was small.  The local landlords were not generous enough to offer rental reduction to tenants (Shackleton, 2021).
	Refer to the information from “Hong Kong Box Office Limited”, there were 63 cinemas operating in Hong Kong as of October 2021.  Due to COVID-19 pandemic, cinemas were forced to close, and the film production suspended for a long period since the COVID outbreak in end 2019.  The result of the box office receipts in 2020 was down in most places namely Hong Kong (-72%), mainland China (-68%), and North America (-80%) across the world (Chan and Man, 2021).  Table 1.1 shows the number of films released and box office receipts comparison between 2019 and 2020 for reference.

Table 1.1 Number of films release and box office receipts in 2019 and 2020
	
	2019
	2020
	Difference

	Number of local films released
	46
	34
	-26%

	Number of foreign films released
	280
	184
	-34%

	Total box office receipts including foreign films     (HK$ million)
	1,923
	537
	-72%


Source:  Hong Kong Box Office Limited

	To offer support to the local cinema industry, the Hong Kong government founded the “Hong Kong Film Development Council” (HKFDC) in 2007 to collate on the strategy and policy specially to provide support in funding.  It also founded “Create Hong Kong” as an agency under the “Commerce and Economic Development Bureau” in 2009 to drive Hong Kong’s film development. The Hong Kong government offered HK$1 billion fund in 2019 which was the largest amount since the fund’s operation in 1999 to enhance the films development amid the pandemic. Also, the Hong Kong government arranged several supporting measures to help the cinema industry including two batches of subsidies under the “Cinemas Subsidy Scheme” with HK$6 million cap for each cinema circuit, and approximately HK$260 million under the “Film Development Fund” to evoke the Hong Kong Cinema industry (Chan and Man, 2021).

1.2 Research motivation and research problem

The key problem is the pandemic impact to the cinema industry and the research is to identify the key factors affecting the behavioural intention to attend cinemas and thus provide solutions for overcoming the challenges and difficulties.  According to the World Health Organization, it stated a public health emergency of the international concern over the global outbreak of the novel virus SARS-CoV-2 (COVID-19) on 30th January 2020.  As COVID-19 spread over the globe, it affected most of the countries in the world and became a global pandemic on 11th March 2020 (WHO, 2020).
According to the International Monetary Fund (IMF, 2020), the world entered a crisis equal to or worse than the 2008-2009 financial crisis, affecting both demand and supply. There was no exception to Hong Kong, the COVID-19 pandemic had been progressing rapidly and causing severe negative economic, social, and health impacts to the city.  In a few weeks, the gravity of the virus became a pandemic.  It caused severe impacts to the social, financial, and economical markets across the globe and led to a collapse of the national health environment (Koch et al., 2020).  Eventually, it affected people’s suffering and changes of behaviours due to the epidemic situation.  There were restrictions such as lockdowns of countries, social distancing measures and quarantines.  The COVID-19 has persisted over two years.  There have been precautious measures implemented such as wearing a mask, social distancing, quarantines, compulsory testing for specific group from Government and vaccinations in Hong Kong. There were bans of large events, closure of schools & universities, suspension of public service and so on since 2020 and until now.  With the fifth wave of the Delta and Omicron coronavirus, the restrictive measures were reinforced in January 2022 until 20 April 2022 which impacted significantly to the cinema industry.
	The research problem is to find out the major factors leading toa dramatic decline in the number of people attending cinemas in Hong Kong in the past two years.  According to the information from Hong Kong Box Office Limited (Chan and Man, 2021), the result of the box office receipts in 2020 was down in comparison to 2019 in most places including Hong Kong (-72%), mainland China (-68%), and North America (-80%) across the world (Chan and Man, 2021).  There was a significant decline of the cinema’s attendance, and the box office receipts that occurred after the COVID-19 in Hong Kong cinemas.  Since there are no such studies to review on the possible resolutions for Hong Kong cinema industry so far, this research is initiated to evaluate on the factors affecting the behavioural intention to attend cinemas for Hong Kong people and thus provide resolutions and recommendations to the cinema owners and management team to foster sustainable measures to overcome the challenging situation going forward.  In view of several reasons such as the COVID-19 preventive restrictions, the competitions of the over-the-top online streaming platform (OTT) and the entertainment preference of the consumers, people’s intention to attend cinemas has decreased.  The Hong Kong International Film Festival (HKIFF) has no choice but must be cancelled due to the epidemic situation in Hong Kong in 2022.  The 46th edition of the event was scheduled to launch between March 31, 2022, and 11 April 2022, but it is now cancelled due to the increased number of cases of the fifth wave of COVID since end December 2021 (Wong, 2022).  Due to the large outbreak and the severe epidemic situation in Hong Kong recently, it led to the closure of cinemas, sports centres, and restaurants after 6pm in the evening from January 2022 to 20 April 2022 (Hale 2022).
[bookmark: _Hlk101646043]Hong Kong’s Film Art organized by the Hong Kong Trade Development Council (HKTDC) had been changed to virtual presentation online for its third year due to COVID-19.  While it was not ideal, it encouraged more international participants for online participations, and the demand was strong (Wong, 2022).   

1.3.  Research aim and objectives
This research aims at identifying the key factors impacting on the behavioural intention to attend cinemas and the behavioural intention change before and during COVID-19 pandemic crisis on Hong Kong Cinema Industry.  In view of the knock-on effect of the social distancing restrictions and social gathering ban, cinemas are forced to be closed temporarily which significantly affect the behavioural intention to attend cinemas and the overall business of the cinema industry suffered.  Big cinema brand like UA Cinema had closed their business due to the low purchase intention and low attending rate from customers while the rental cost was huge.  Therefore, this study aims at proposing the recommendations for the cinemas management to overcome the challenges and sustain their business.  The research objectives are:
1. To identify the factors affecting customers’ behavioural intention to attend cinemas. 
2. To review the changes of the customers’ behavioural intention to attend cinemas before COVID-19 and during COVID-19 
3. To provide recommendations to the cinema industry for the sustainable development.

The reason to evaluate the factors affecting the behavioural intention to attend cinemas is that we want to find out the key drivers for people watching films at cinemas so that recommendations can be provided based on the relevant drivers.  The factors that are going to be reviewed in this study are film attractiveness, environment, service quality and convenience.  The film attractiveness covers different type of films including big star movies, content driven movie, new releases, and movies with special visual and sound effects.  The environment covers the cinema’s external physical environment and its interior design including the decorations, lighting, temperature, and signage.  The service quality covers the overall service quality of the cinemas, the attitude, and behaviours of the employees and if the service is adopted according to the customers’ needs.  In terms of convenience, the cinema’s location and if it is easy to access and conveniently located will be reviewed.  
Then, by doing an objective questionnaire, we can collect data from the public to understand more their preference in watching films at cinemas or at home and the reasons behind of their behaviours.  The customers’ behaviours such as frequency of visits to cinemas and their normal preference in watching new release movies at cinemas or at home will be evaluated.  
Finally, the recommendations and solutions will be articulated to resolve the problems of low intention in attending cinemas and the behavioural intention change before and amid COVID to attend cinemas based on the research findings.  These recommendations are anticipated to help the Hong Kong cinema owners and entrepreneurs to rethink the business strategy and implementation going forward to overcome the epidemic and economic challenges in Hong Kong nowadays.   
   
1.4 The value of this study
The value of this research is to evaluate how the COVID-19 pandemic has changed Hong Kong people’s intention to attend cinemas.  With the research findings, recommendations are put forward to the cinemas industry for formulating strategies for ensuring the sustainable development. Due to the social distancing, quarantines, lockdowns of borders, travel restrictions and suspension of public services, the closure of cinemas, party rooms, KTV and other entertainment facilities came into force as a result in 2020/22, Hong Kong people had no choice but must stayed at home.  They could not attend cinemas during COVID-19 especially the start of the period in 2020 when there were no vaccinations yet at that time.  The vaccinations of Sinovac and BioNTech have been available for injections since first quarter of 2021.  In view of the severe spread of virus Omicron in Hong Kong since January 2022, there were more than a million cases infected Omicron COVID-19 through contract reported up to April 2022.   Attending cinemas was one of the popular entertaining activities before pandemic crisis.  However, with the pandemic crisis and the social distancing restrictions, the tendency of people attending cinemas has dropped unavoidably.  
To achieve the research’s aim of capturing the key factors affecting behavioural intention to attend cinemas and the current situation of the behavioural intention changes in attending cinemas before and during COVID, the dissertation is organized as follows. Chapter 2 provides a comprehensive literature review of authoritative academic sources related to research topic. It helps the author to clarify concepts and definitions used in this study and formulate research methodology. Chapter 3 is methodology, it looks at the research framework by identifying the research questions and hypotheses to be tested, and explains what, why, and how the research method and statistical techniques are chosen to facilitate the study.  Chapter 4 is data analysis and discussion which is designed to analyse and interpret the collected survey dataset. Finally, the conclusions and recommendations chapter suggest constructive actions and resolutions to the cinema industry to react to the COVID-19 crisis for sustainable development.


Chapter 2
Literature Review

This chapter gives an overview of literature related to the research problem presented in the previous chapter. It provides a comprehensive review of the concepts, definitions, research methods, and research findings related to the dissertation title.  
[bookmark: _Hlk99309254]
2.1 Concepts and definitions
To get the well-defined variables to conduct this empirical research, this section reviews the concepts and definitions relevant to the behavioural intention to attend cinemas.

2.1.1 Concepts
It is recognized that theatres are becoming popular locations for viewing media content, especially sports, escalating the potential to serve as an important part of the sports broadcasting rights-holders’ cash flow. For example, Federation Internationale de Football Association (“FIFA”) has started to charge a special fee for 3D exhibitions and for public.  In theatres since 2010, FIFA World Cup South Africa has been viewing exhibitions (Kim, Cheong and Kim, 2016).  In this study, it is to investigate how the experience of viewing movies in a cinema would differ from the typical viewing condition at home. In the U.K., more movies were seen on videotape at home than at cinemas in 2000 (Dinsmore, 2000).
The COVID-19 pandemic has brought enormous changes to our daily lives. Due to the social distancing restrictions, when preschools were closed, many young children, especially those living in urban areas, were limited to home-based indoor activities amid enforced social distancing measures (Ng et al., 2021). 
Amid the COVID-19 pandemic situation, there was increase in consumption of streaming services like Netflix, Amazon, Prime, Apple TV and Disney+.  The pandemic cultivated all these streaming services.  Most countries shut down film productions and cinemas.  Universities where new generation of filmmakers were trained. These developments exist after the remarkable future promised in academic studies (Akser, 2020). 

2.1.2 Definitions
		This research aims at evaluating key factors affecting the behavioural intention in Hong Kong cinema industry.  Namely, six constructs are formulated to evaluate on the dissertation title of the impact of the Hong Kong cinema industry amid COVID-19 pandemic.  The definitions are appended as below:
		Film types and attractiveness refer to the quality and satisfaction of the film products.  Big star movies, content driven movies, special visual and sound effect, and new release movies are selected to seek opinions from respondents.  Screen size and sound effect are the key reason for viewers to watch a movie at cinemas (Varghese and Chinnaiah, 2021).   
		The environment is the atmosphere stimulation which impacts on people’s perception (Grayson and McNeill, 2009).  It involves temperature (Reimer and Kuehn, 2005; Ward, Davies and Kooijman, 2007), visual including lights, colours, and shapes (Dijkstra, Pieterse and Pruyn, 2008) and audio like sound (Morin, Dube and Chebat, 2007; Oakes and North, 2008).  Besides, space is a parameter of environment such as interior design consisting of internal organization, facilities, and furniture (Bitner, 1992).  The feelings of whether the environment is comfortable and easy to access (Rosenbaum and Massian, 2011) and if it is operational are being measured (Bitner, 1992).
		Service quality is classified as customer’s satisfaction and feedback of a product or service.  It implies perfection of the service performance (Zeithaml, 1988).  Service quality is assessed by customer’s own view from their individual experience (Rao and Ruekert, 1995).  It becomes vital as customer’s future action for purchasing, for example the buying intention (Bloemer and de Ruyter, 1998).  The customers are more willing to have repeat purchase when they experienced high service quality and thus will encourage positive behavioural intention (Pandowo, 2019). In short, service quality is the consequence of the consumer’s judgement of the extraordinary performance of service provided by a company (Parasuraman et al., 1985).   
		Convenience has been widely used in customer’s’ behaviour studies (Berry et al., 2002; Yale and Venkatesh, 1986).  Yale and Venkatesh (1986) gave convenience with six meanings covering time spent, accessibility, portability, appropriateness, handiness, and avoidance of unpleasantness.  Convenience has been broadly classified as a positive factor in affecting purchase intention (Heung, 2003; Jensen, 2009, Kim and Kim, 2004; Kim, Ma and Kim, 2006, Kolsaker, Lee-Kelley and Choy 2004).  Convenience is an important parameter for Hong Kong customers’ purchase intention (Kolsaker et al., 2004).  
		Behavioural intention before COVID-19 and during COVID-19 according to Zeithaml, Berry and Parasuraman (1996), behavioural intention means repurchase intention, words of mouth and loyalty.  Good service quality always leads to higher behavioural intention.  Burton, Sheather and Roberts (2003) stated that customers’ experience had a significant relationship with behavioural intention.  The higher satisfaction of the customer’s experience, the higher willingness of repurchase and revisit.  Fishbein and Ajzen (1975) suggested that intention was used to foresee people’s behaviour and it might affect by a personal or social factor.  Lee and Lin (2005) proposed that purchase intention offered a positive behaviour in shopping intention.  According to Blackwell et al. (2001), purchase intention referred to our thinking and intention to purchase. Pura (2005) evaluated the impact of customer’s behavioural intention in service context induced that customer’s feeling on quality will significantly affects behavioural intention. In this research, the behavioural intention to attend cinemas before and during COVID is being reviewed.   
 
2.2.  Research findings 
	To help formulation of the research framework by looking at the research findings of other researchers regarding the factors influencing consumers’ intention to attend cinemas., this section brings more supplementary information to understand the characteristics of cinemas in Hong Kong

2.2.1 The characteristics of cinemas in Hong Kong
Kerlan (2021) stated that the history of the China cinema industry was that Chinese cinemas intended to contribute to the establishment of a strong nation of China while the government was focusing on the business growth of a national culture in 1930s.  Besides, Moses (2001) argued that theatres or cinemas going was a common entertainment in the country and that it must compete with other formats of entertainment, for instance, multimedia, video games and sports functions.
	The film watching and cinemas going had become the most vital and internationally observed culture (Urry and Larsen, 2011).  Young et al. (2010) observed that customers spent approximately $50 billion in 2008 to watch US movies in multiple formats. It had been a challenge to the cinema industry.  Cinemas were closed, new launch of movies was suspended in view of the national lock down.  Cinemas owners were frightened that the international experience in watching movies at cinemas would be affected by the digital channels in film streaming (Varghese and Chinnaiah, 2021).
	The Cinema of Hong Kong consists of History, Arts, and Identity.  After the 1997 handover, Hong Kong ceased the control of British colony and connected closely with mainland China.  The movies bear both Chines and Western culture.  Our movies were first famous for martial art movie.  “The Kung Fu Craze” was Hong Kong Cinema’s First American reception (Fu, 2001).  Zinnatullina and Davletbaeva (2019) indicated that Cinema and Literature were complementing with each other.  Although some people thought that cinema was bad to literature as it deteriorated reading., cinema and literature connected with each other.  Cinema could support in drawing attention to the literature.  For a long time, it considered that cinema played a secondary role in comparison with literature.  Readers understood that both cinema and literature supported each other.  For example, Harry Potter.  As a result, the film version, with the special visual and audio effects, brings more readers to read the books.  First in the book and then in cinema but also in conjunction which makes both cinema and literature work well.  The impact of the cinema can catch the attention and allow more people to enjoy the literature reading (Sabitova et al., 2018; Frolova et al., 2019).
Watching movies could be used as a relaxing method for clients to release pressure and complaints.  Movies might be an effective method in working with some clients who were difficult to reach emotionally.  Movies also provided a powerful tool of observational learning with opportunities to select regarding different attitude and behaviours. Usmani (2018) commented that the film revenue was projected to rise in 2020 including both cinemas and online streaming platforms.  Bhattacharya (2019) said that India was fewer cinemas country.  China had about 60,000 cinemas while India did not have 10,000 cinemas.  It was about 8 cinemas shared by every million people.  Especially, Sharma (2020) stated that the video streaming platform would increase from US$0.5 billion to $5 billion in 2023.
Keh et al. (2015) stated that the more positive ratings and words of mouth, the lower the risk perception and the higher purchase intention watching movies at cinemas.  Prior research showed that customers searched for information online and words of mouth to lower their perceived risk of making a wrong purchase intention (Riegner, 2007).  There were results showing the cultural difference had significant impact on customers’ responses to purchase intention.  Like Hong Kong and Macau who were used to be colonized by western countries, they tended to bear both local and western culture in decision making (Fong and Burton, 2008; Keh and Sun, 2008; Money et al., 1998; Schwartz 1992, 1999; Schwartz and Boehnke, 2004).
Chu (2020) pointed out that Hong Kong was impacted greatly by the China culture in view of the signing of Closer Economic Partnership Agreement (CEPA) in 2003 which enabled more opportunities and investment for Hong Kong China film co-production.  The greater Bay integration and maximization would provide more funding and opportunities for Hong Kong movies.  Yeh and Chao (2020) suggested that the aims for signing the CEPA was to create more China and Hong Kong co-production.  Hong Kong cinema did not need to compete with other foreign films to enter China market.  CEPA offered Hong Kong film companies a platform of new opportunities.  Besides, for the history of SARS in 2003, Box Office Hong Kong made films dropped from an average of 40% between 1997 and 2004 to 27%.  On the contrary, Hong Kong cinema in recent years is too reliant to China and by growing a heavy extension of the China co-production especially after the CEPA agreement in 2003 which has impacted to the cultural identity of Hong Kong.  Hence, a team of independent film directors who was born in 1970s and 1980s were trying to redefine the issue of Hong Kong identity by keeping both Chinese and Western cultures influenced by the colonial history and the new exposure with China (Veg, 2014).
Lee and Taylor (2010) conducted research about the time of Hong Kong cinema in 1970s.  1970s for Hong Kong was a period of recovery from the economic influence and the social stability and identity preestablishing.  It was also a time for opportunities as Hong Kong was to move into the manufacturing and trading development.  The Hong Kong cinema rebuilt its own identity. In 2000s, Hong Kong remained a reputation for the liveliness of the cinema and the number of films produced yearly (about 50 films in Hong Kong).  In addition, Hong Kong was famous for its cinema goers.  People were in great interest in visiting cinemas and continued their cinema going habits.  The films content was mainly about searching for Hong Kong identity like crossing border, immigrations, and cultural difference appreciation in 1980s to 1990s (Deprez, 2009). 
Shackleton (2020) reported that the Hong Kong film industry suffered a lot as all production was shut down during the severe impact of COVID since early February 2020 and cinemas was closed on and off since February 2020 consequently.  Film companies and cinema companies in Hong Kong worked together to offer big budget and investment for the industry workers to secure their jobs and put the cinema business back to normal. 
In summary, according to the information from “Hong Kong Box Office Limited”, Hong Kong has been one of the biggest and most energised movie industry in the world.  It is a major centre to produce movies and televisions episodes.  Hong Kong with its convenient location has captured experience from the international markets and mainland China.  Hong Kong remains its fundamental co-production partner position in the world while China market has opened film co-production and their agreement collaborating with global stakeholders, Hong Kong is regarded as an extraordinary platform for co-production.  Hong Kong is also an international hub for buying and selling Asian movies and TV shows.  During COVID, there were over 7,000 international buyers from 81 countries attended the event of the Hong Kong International Films and TV Market (Film Art Exhibition) in March 2021.  About 2,200 film and television production were released and highlighted.  With the positive influence after the signing of the Closer Economic Partnership Arrangement (CEPA) in 2003, Hong Kong’s film and cinema industry have gained extensive connections with China’s comprehensive entertainment market.  Furthermore, after the implementation of the CEPA agreement concerning the Mainland’s Specific Commitments on Liberalization of Trade Services for Hong Kong in 2016, an Amendment Agreement was then introduced with new liberalization methods for motion pictures movies effective 1 June 2020 (Chan and Man, 2021).

2.2.2 Factors influencing intention to attend cinemas 
[bookmark: _Hlk99325699]Chen (2020) commented that Hong Kong cinemas in the recent 20 years had two powers of film production. Hong Kong and China co-production and the successful local productions. With the younger generation film makers who entered the movie industry after 2000, they were seeking a contingency route to devote themselves for the production of local films (Szeto and Chen, 2012).  Undoubtedly, it has become a challenge to the cinema industry that consumers are using various channels to watch movies such as Netflix, Hotstar and Amazon Prime.  They provide movies through digital streaming platform.  Due to the pandemic, the national lockdown, cinemas shut down and film releases are suspended, cinema owners share a concern that the change of experience in watching movies will end up switching to the on-line platforms.  Over-the-top (“OTT”) video streaming platform, therefore, regards as one of the threatening rivals to cinema visits.  OTT refers to something like internet platform by passing cables and radios, adding as direct distributors to those contents (Varghese and Chinnaiah, 2021).  Kohli et al. (2021) conducted a study to evaluate the film as a brand to achieve the reinforcing behaviours for example repetitive reviewing, positive words of mouth and purchase intention of concerned merchandises.  Obviously, if a film is popular and has franchise or merchandise goods available, the film tends to be recognized as a brand and be more attractive to consumers, thus increase the purchase intention to attend cinemas (Preece et al., 2018).
Pandowo (2019) conducted research showing that environment served as a significant factor to engage customers’ positive experience to attend cinemas.  The environment included internal and external appearance, furniture, lighting, smell, colours, space and renovations of the reception area, lobby, theatres, cafeteria, and walkways.  The result suggested that quality was not an intervening variable.  Dedeoğlu (2015) also conducted research showing that environment had a positive influence on perceived value, image, and pleasure for hotel industry.  When the hotel management controls the physical environment accurately, they can contribute to the hotel’s image remarkably.  
On the other hand, the study conducted by Londono et al. (2017) suggested that both perceived central service quality and perceived surrounding service quality affected the user’s perceived value of the overall experience.  However, neither central service quality nor that of surrounding service impacted users’ intention to purchase.  Although the users perceived the service quality was good, they did not show the intention to purchase.  Some scholars focused on the subtleties as criterion of service to engage user experience and lead to positive satisfaction (Johnson, 1999; Pine and Gilmore, 1999).  Once the customers were satisfied with their service experience, they would repeat the purchase or recommend it to others (Zeithaml et al., 1996). 
Furthermore, the result of the study conducted by Xu et al. (2019) showed that convenience as a kind of perceived benefit was found to make a significant effect on consumer behaviour.  Hence, convenience seemed to be the most dominating factor leading to customers’ use (Kim and Kim, 2004; Monsuwe et al. 2004; Wu and Wang, 2005).  For some tourism studies, they found timesaving as a significant factor affecting online travel consumption (Kolsaker et al., 2004; Wong and Law, 2005).
Therefore, based on the previous research findings, this research is established to review on the current situation in Hong Kong’s cinemas industry in view of the pandemic.  Thus, a questionnaire is formulated to capture the responses on the key factors including film attractiveness, environment, service quality and convenience affecting the behavioural intention to attend cinemas and the behavioural change before and during the pandemic.  Then, to identify the resolutions and recommendations to cinema industry to react and sustain their business. 
 
2.3.  Review of methodologies used by researchers in related studies
	To learn from experienced researchers, the way to construct a research paradigm, this section reviews the methodologies about the study of purchase intention especially for cinemas customers purchase intention.  

2.3.1 The formation of questionnaire
This paper draws upon the findings of a small-scale qualitative research project to address the questions.  The constructs of the questionnaire are designed based on the academic references and research from scholars.  There are six constructs of the questionnaire are to be formulated.  The first construct of Film Attractiveness consists of 4 questions regarding consumers’ preference of big star movies, content driven movies, special visual and sound effect movies, and new releases movies.  Question such as “Watching special visual and sound effect movies at cinemas is better than watching these movies at home” (Varghese and Chinnaiah, 2021). 
The second construct of Environment, it consists of five questions including the overall environment, external appearance, interior design, screen and sound effect, and space to capture the feedback of the environment factor.  Question such as “The environment of the cinemas pleases me” (Pandowo, 2019). 
For the third construct of Service Quality, it consists of three questions including overall service level, staff’s attitude, and employee’s service according to customers’ needs.  Question such as “The behaviour and attitude of the staff in the cinemas make me feel comfortable and trusting” (Londoño et al., 2017) and “The employees adapt services to our needs” (Olorunniwo et al., 2006).  
For the fourth construct of Convenience, it includes four questions regarding the accessibility, if the cinemas are easy to visit any time, conveniently located and the time spent respectively. For instance, “Cinemas are easy to access.” (Humbani and Wiese, 2019) and “Cinemas are conveniently located.” (Olorunniwo, Hsu and Udo, 2006). 
For the fifth construct of Behavioural Intention before COVID-19, it forms five items such as “I intended to attend cinemas before COVID-19” and” I would recommend attending cinemas to my friends before COVID-19” (Koch et al., 2020; Shin et al., 2013; Vijayadurai, 2008; Faizan st al., 2013; Varghese and Chinnaiah, 2021). 
For the sixth construct of Behavioural Intention during COVID-19, it includes five questions.  For example: “I intend to attend cinemas during COVID-19" and “I consider attending cinemas as my first choice during COVID-19” (Koch et al., 2020; Shin et al., 2013; Vijayadurai et al., 2013; Varghese and Chinnaiah, 2021). Then, questionnaire respondents who will take part in this research all identified themselves as people who were 'passionate’ about cinema' and who enjoyed collecting and watching movies at home on videotape (Dinsmore, 2000).

2.3.2 The sampling and the data analysis methods	
[bookmark: _Hlk101629218]The author used a convenience quota sampling method (Moser, 1952; Ochoa and Porcar, 2018).  Sampling from the population is often more practical and allows data to be collected faster (Turner, 2019; Barnes and Holman, 2020).  A snowball procedure to get the target number of respondents via internet and social media.  The questionnaire was conducted via a Google Form and then it was circulated and distributed via WhatsApp, Face Book, and Instagram groups to invite more numbers of responses.  They include the respondents, their family members, friends, relatives and the referral of family members, friends and relatives via internet and social media 
The survey was conducted in a completely voluntary, strictly confidential manner and on anonymous basis (Harding and Hartzell, 2018; Machin and Jeffries, 2016).  The questionnaire was developed to understand the relationship of the variables including film attractiveness, environment, service quality, convenience, and behavioural intention to attend cinemas before and during COVID-19.
According to Merriam (2009), research is to be conducted in an interpretive way which includes to describe the research problem and question, and then to understand the reason behind the problem, further, to evaluate on the phenomenon observed and finally to interpret the situation and provide recommendations to resolve the problem.  The statistics of means, variance, crosstabulation, reliability, correlation analysis and hypotheses testing are selected by the author for data analysis of the survey (Dorofeev and Grant, 2006; Elliott and Valliant, 2017).  

2.4.  Summary 
	In view of the literature items reviewed and to fill the literature gap, this research is formulated to answer the questions of the key factors influencing the customers’ behavioural intention to attend cinemas.  Since attending cinemas is used to be one of the most favourable activities in people’s spare time in Hong Kong, cinemas had played a vital role in the past. This research aims at evaluating the key factors affecting the behavioural intention to attend cinemas and the behavioural intention change before and during the pandemic. It also attempts to answer the question of how cinemas can react and perform by sustainable measures to overcome the challenges ahead and regain their market.




Chapter 3
Research Methodology

This chapter develops a blueprint for the research process.  It first elaborates the research objectives, research questions and hypotheses.  Then, it illustrates the design of the research and the methodology used to collect the data to answer the research questions.  

[bookmark: _Hlk86827074]3.1 	Research objectives, research questions and hypotheses
This research objectives are to support the local cinema management to find the solutions to sustain their business amid and post COVID-19 epidemic crisis.  As mentioned in section 1.3, it first identifies the key variables affecting the Hong Kong cinema industry.  Then, it evaluates the changes of the customers’ behavioural intention to attend cinemas before and during COVID-19.  Finally, it contributes in the recommendations to the Hong Kong cinema industry to react and overcome the epidemic situation. 
To achieve the above-mentioned research objectives, there are three questions to be investigated and answered.  They are:
Q1: What are the factors affecting the cinema industry of Hong Kong?
To answer this question, the results of the hypotheses testing illustrated in section 4.5 are to be used to justify the answer to this question.  
Q2: What have been changed in customers’ behavioural intention to attend cinemas before and amid COVID-19?
To answer this question, the survey results regarding characteristics of the behavioural intention before COVID-19 and the behavioural intention during COVID-19, and their component variables are to be used.
Q3: How can the cinema industry of Hong Kong overcome the COVID-19 pandemic situation and survive?
 To answer this question, the survey results of Part II and Part III, and their correlation analysis with the four factors affecting customers’ intention including film attractiveness, environment, service quality and convenience are to be used to support the discussion.  These questions are very important for us to understand the future of the cinema industry in Hong Kong.  While cinemas bear core function in offering fun and entertainment to members of the public historically, it is important to ensure the sustainability of its function during and post COVID-19.  Therefore, by understanding the factors affecting the behavioural intention, it supports the analysis of the improvement plan for the cinemas to overcome the challenges and maintain their functions to the customers.  There is no similar research to answer these questions especially for the Hong Kong cinemas’ industry yet.  Thus, it is vital for us to investigate on the factors impacting on the Hong Kong’s cinema’s industry, the changes of customers’ behavioural intention to attend cinemas before and amid COVID-19 and then provide the recommendations to overcome the challenges and ensure the sustainability for the owners of the cinemas to implement the policy accordingly.
There are factors affecting the consumers’ behavioural intention to attend cinemas.  In this study, several factors are being reviewed and investigated, they are film attractiveness, environment, service quality, convenience, behavioural intention before COVID-19 and behavioural intention during COVID-19. These factors and nine hypotheses have been tested to verify if the hypotheses are correct.  They have been tested statistically under the SPSS program. 
	Based on the previous reference in Section 2.2 Research Findings, four independent variables of film attractiveness, environment, service quality and convenience are selected for this study to understand their impact to the dependent variables of the behavioural intention to attend cinemas before COVID-19 and the behavioural intention to attend cinemas during COVID-19.  The research framework is shown in Figure 3.1. 













Figure 3.1 Theoretical Framework: four independent variables of film attractiveness, environment, service quality and convenience, and how they affect the two dependent variables of behavioural intention before COVID-19 and behavioural intention during COVID-19. 
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According to the research objectives, the research hypotheses are appended below and shown in Figure 3.2:
H1 [bookmark: _Hlk98773317][bookmark: _Hlk98797169]There is a significant positive relationship between the film attractiveness and the behavioural intention to attend cinemas before COVID-19. 
H2 [bookmark: _Hlk98773345]There is a significant positive relationship between the cinema’s environment and the behavioural intention to attend cinemas before COVID-19. 
H3 There is a significant positive relationship between the service quality and the behavioural intention to attend cinemas before COVID-19.
H4 There is a significant positive relationship between the convenience and the behavioural intention to attend cinemas before COVID-19.
H5 There is a significant positive relationship between the film attractiveness and the behavioural intention to attend cinemas during COVID-19.
H6 There is a significant positive relationship between the cinema’s environment and the behavioural intention to attend cinemas during COVID-19.
H7 There is a significant positive relationship between the service quality and the behavioural intention to attend cinemas during COVID-19.
H8 There is a significant positive relationship between the convenience and behavioural intention to attend cinemas during COVID-19.
H9 There are behavioural intention changes to attend cinemas before and amid COVID-19





Figure 3.2 Research Hypotheses Setting:  each of the hypothesis is set as below diagram for the four independent variables of film attractiveness, environment, service quality and convenience, and the two dependent variables of behavioural intention before COVID-19 and behavioural intention during COVID-19. 
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The expected answers would be that the hypotheses are correct and show the positive relationship between the independent variable and the dependent variable.  At the same time, there may be occasion that there is no positive relationship between some variables so that the resources can be focused on the variables that have correlations for better prioritization.  While there is no correlation of a particular variable, that variable can be deprioritized for resource management.  For example, if there is any independent variable that does not have a correlation with the dependent variable, such independent variable should be discarded, and no further action should be taken.
In the hypotheses testing regarding the relationship between two variables, the Null Hypotheses (H0 ) means there is no relationship between these two variables, that is (H0 : ρ =0 ).  Since we want to conclude that there is significant relationship between these two variables (no matter they are positively or negatively correlated), we must reject the Null Hypotheses.  

Example:
Suppose the calculated Pearson product moment correlation coefficients of two variables from the dataset is 0.954 (r-0.954, and the hypothesized ρ=0)
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We have x = 50.12, df =248, and tails =2; the P-value can be found by using the Excel command: =TDIST (50.12,248,2).  
The result is 9.195E-132 which is almost 0. Thus, we can conclude that, since α/2 =2.5% (α is the significant value) is greater than the P-value (which is approach to zero), that means that the computed t-value falls in the rejection region, and thus we reject the Null Hypothesis that there is no relationship between the dependent and independent variables. Such that, there is a significant relationship between these two variables.

3.2 	Research design
	This section illustrates the sampling method, the design process of the questionnaire and the execution process of the survey.
3.2.1 Sampling method 
  The author used a convenience quota sampling method (Moser, 1952; Ochoa and Porcar, 2018).  A convenience quota sampling method from nonprobability sampling
technique was used because of the limitation in cost and accessibility to the list of the population.  Although this method applies arbitrarily selected (rather than randomly selected) survey respondents, a quota sampling was used to draw 45.6% of male and 54.4% of female respondents (which conformed with Hong Kong’s sex ratio of 84.78 males per 100 females) can reduce the sampling bias substantially. Sampling from the population is often more practical and allows data to be collected faster (Turner, 2019; Barnes and Holman, 2020). A snowball procedure to get the target number of respondents via internet and social media.  Consequently, the questionnaire was conducted via a Google Form and then it was circulated and distributed via WhatsApp, Face Book, and Instagram groups to invite more numbers of responses.  They include the respondents, their family members, friends, relatives and the referral of family members, friends and relatives via internet and social media 
The survey was conducted in a completely voluntary, strictly confidential manner and on anonymous basis (Harding and Hartzell, 2018; Machin and Jeffries, 2016).  The respondents might withdraw at any time during the questionnaire as they wish.  It stated clearly before the start of the questionnaire that by responding to this questionnaire, it implied that we have got the consent from the respondents for participation.  It stated clearly to the end of the questionnaire that the responses provided were used solely for the purpose of data collection for this research and the data collected would then be destroyed and deleted fully in half year after the research has been completed.
	Stratton (2021) suggested that convenience quota sampling is cost effective, efficient, and simpler than other types of sampling.  It is applicable to develop hypotheses and objectives.  However, convenience quota sampling has its limitation which can only be applied to the study participant group and cannot be generalized to a target population.  Therefore, convenience quota sampling is chosen for this study based on its advantages of less costly, quicker and simpler, and the author will be cautious on its disadvantages. A quota sampling of male and female ratio is set as the participants’ criteria to capture feedback proportionally reference to the target population according to Hong Kong’s sex ratio of 84.78 males per 100 females of the mid-year 2021 Population Statistics (Census and Statistics Department, 2021).  The survey was distributed online detailing the aim of the research and the target group for investigation.  The link of the questionnaire was sent to the author’s family, friends and colleagues.  Then, it was further referred to their family, friends and colleagues to roll out the questionnaire as wide as possible.  The participants were self-selected if they wish to respond.  At last, the data was trimmed based on the sex ratio of Hong Kong’s Population Statistics representing the potential cinema’s goers in Hong Kong. 

3.2.2 Questionnaire design
A questionnaire was designed to capture the respondents’ comments.  The survey aims to evaluate the factors impacting on customers behavioural intention to attend cinemas before and during COVID-19.  The target survey respondents are Hong Kong people aged 18 or above. 
The questionnaire was designed to understand the relationship of the variables including film attractiveness, environment, service quality, convenience, and behavioural intention to attend cinemas.  Data was collected of consumer’s own views and opinions against their behavioural intention to attend cinemas.  
It consisted of twenty-six questions enquiring the five-point Likert scale to capture their opinions of the variables in 1-5 scores (from 1=strongly disagree to 5=strongly agree) covering film attractiveness, environment, service quality, convenience, and behavioural intention to attend cinemas. Seven questions of selective choices of the respondents’ behaviours before and during COVID-19, and the over-the-top (OTT) platform competition and four questions on demographic variables.  
	Two rounds of pilot tests with 35 participants each were conducted.  First pilot test was conducted in December 2021 to ensure the content of survey items were literate and the answers were reliable.  Then, the first pilot test was improved to achieve the constructs’ internal reliability of Cronbach’s alphas at or above 0.70 level (Nunnally, 1978).   After a cautious review, the second pilot test was conducted with both the comprehensibility and reliability were acceptable.  The survey was then rolled out based on the second pilot test items.
This research purpose is to illustrate on the variables affecting customers’ behavioural intention to attend cinemas, the evaluation of the change of customers’ behavioural intention to attend cinemas, and how the cinema industry react to overcome the COVID 19 pandemic situation to strive for survival.  
In terms of the questionnaire design, it is based on the academic journals and previous questionnaires regarding behavioural intention analysis as foundation for modifications.  There are three parts of the survey covering a five-point Likert score questions for getting respondents opinions in six constructs, questions for asking respondents’ preference and the demographic data.  
The data analysis is based on the captured results of the tailor-made questionnaire. The questionnaire consists of four constructs of independent variables including Film Attractiveness, Environment, Service Quality and Convenience and two constructs of dependent variables which includes Behavioural Intention before COVID-19 and Behavioural Intention during COVID-19.  There are total of twenty-six items of the six constructs using five-point Likert scale to measure respondents’ preference from 1 represents strongly disagree to 5 represents strongly agree.  
The Film Attractiveness construct, it consists of 4 questions to capture feedback of the respondents of their preference of big star movies, content driven movies, special visual and sound effect movies, and new releases movies.  Question such as “Watching special visual and sound effect movies at cinemas is better than watching these movies at home” (Varghese and Chinnaiah, 2021). 
For the Environment construct, it consists of five questions including the overall environment, external appearance, interior design, screen and sound effect, and space to capture the feedback of the environment factor.  Question such as “The environment of the cinemas pleases me” (Pandowo, 2019). 
For the Service Quality construct, it consists of three questions including overall service level, staff’s attitude, and employee’s service according to customers’ needs. Question such as “The behaviour and attitude of the staff in the cinemas make me feel comfortable and trusting” (Londoño et al., 2017) and “The employees adapt services to our needs” (Olorunniwo et al., 2006).  
For the Convenience construct, it includes four questions asking about the accessibility, if the cinemas were easy to visit any time, conveniently located and the time spent respectively. For example: “Cinemas are easy to access.” (Humbani and Wiese, 2019) and “Cinemas are conveniently located.” (Olorunniwo, Hsu and Udo, 2006).
For the construct of Behavioural Intention before COVID-19, it forms five items such as “I intended to attend cinemas before COVID-19” and” I would recommend attending cinemas to my friends before COVID-19” (Koch et al., 2020; Shin et al., 2013; Vijayadurai, 2008; Faizan st al., 2013; Varghese and Chinnaiah, 2021). 
For the construct of Behavioural Intention during COVID-19, it captures five items.  For example: “I intend to attend cinemas during COVID-19" and “I consider attending cinemas as my first choice during COVID-19” (Koch et al., 2020; Shin et al., 2013; Vijayadurai et al., 2013; Varghese and Chinnaiah, 2021).

3.2.3 Survey Execution Process
	The questionnaire was distributed on-line via Google forms and was distributed via WhatsApp, Face Book, and Instagram groups. The survey period was from 1 January 2022 to 31 January 2022 to allow more respondents in different period of time to respond within the month.
[bookmark: _Hlk101138932]	A total of 334 completed questionnaires were collected (120 male and 214 female respondents) at the end of the survey period.  To conform with the Sex ratio of the Hong Kong population sex ratio of 45.6% males to 54.4% females (Census and Statistics Department, 2021), the number of females was reduced from 214 to 140.  Therefore, the survey data used was based on 260 respondents with 120 males and 160 females (46.2% of male and 53.8% of female).
	By using the convenience quota sampling, the data collected from the survey was deployed according to the cost-saving and time-saving method reference to Hong Kong’s sex ratio of 84.78 males per 100 females of the mid-year 2021 Population Statistics (Census and Statistics Department, 2021).  Due to the limited time and resources constraints, the author believes that the current data collected reference to the sex ratio of Hong Kong’s population using the convenience quota sampling method is sufficient to represent the potential cinema’s customers in Hong Kong for empirical study.

3.3 Data analysis methods

This section is to explain why and how to apply the statistical methods to analyse the collected survey dataset in the hope to achieve the research objectives. These methods include the calculated coefficients of variation, cross tabulation, summary statistics, variable transformation, Pearson correlations coefficients and hypotheses testing to achieve your research objectives.

3.3.1 The reliability and validity of the collected survey data.
Regarding the data analysis methods, the method applied in Chapter 4 to review the outcomes is the statistical analysis including the use of the calculated coefficients of variation (CVs), cross tabulation, summary statistics (mean, standard deviation, maximum and minimum), variable transformation, Pearson correlation coefficients and hypotheses testing.  For the statistics of mean and standard deviation, they are used to measure central tendency and variability.  Besides, the reliability test of Cronbach’s alpha coefficient is used to test the internal consistency of the questions related to their constructs and whether the constructs' items are reliable to induce the findings.  Cronbach’s alpha is the indicator of the reliability of the measuring items.  It ranges from 0 to 1.  To show an acceptable internal consistency, the Cronbach’s alpha should be at least 0.7 (Nunnally,.1978).  Then, factor analysis and Pearson correlation analysis are used to determine if there is evidence of a linear relationship between two variables and prove whether the hypotheses are in the positive relationship as anticipated in the research.  Also, the cross tabulation and CVs are deployed to capture the special characteristics of the variables and if there is any variance which requires special attention in result interpretation.  

3.3.2 Descriptive statistics 
The interesting findings of the descriptive statistics captured by cross tabulation analysis will be discussed in chapter 4 covering gender, age group, marital status, and monthly household income.   
To better interpret the result of the survey questions, the arithmetic means for the variables in the construct are calculated to get a new variable to represent the characteristics of the construct. These transformed variables are mean value of film attractiveness (MFA), mean value of environment (MEN), mean value of service quality (MSQ), mean value of convenience (MCV), mean value of behavioural Intention before COVID-19 (MBIB), and mean value of behavioural Intention during COVID-19 (MBID).  The maximum and minimum values and the standard deviation are also calculated to understand the range of responses (extreme ends) and if there is big deviation gap of each construct.
Cross tabulation analysis is used to evaluate the characteristics of the variables in Parts I five-point Likert scale questions of the six constructs, Part II behaviours before COVID and amid COVID, and Part III demographic characteristics.  Some interesting findings are shared in chapter 4. 
It shows the demographic characteristics of all the respondents, and it helps understand how the demographic information affect the five-point Likert scale result and respondents’ behaviours in attending cinemas before and during the pandemic 

3.3.3 Calculation of the transformed variables 

Since we need to transform a group of variables in each of the six constructs to a transformed variable to represent the variables included the construct. For the sake of simplicity, we assume the relative importance of the variables are identical, and thus the arithmetic mean values of these variables is the transformed variable.

First, for Part I of the six constructs including film attractiveness (MFA), environment (MEN), service quality (MSQ), convenience (MCV), behavioural intention before COVID-19 (MBIB) and behavioural intention during COVID-19 (MBID).  
MFA: four items in this construct asking the respondents the preference in watching four kinds of special films in cinemas than watching them at home such as big star movies, content driven movies, special visual and sound effect movies, and new releases (Varghese and Chinnaiah, 2021).
MEN: five questions of this construct are designed for asking the respondents opinions on cinemas overall environment including external appearance, interior design, screen and sound effect, and the cinemas space whether they are comfortable and appealing to them (Pandowo,2019).
	MSQ: three questions are reference to Pandowo (2019) who asked the respondents in his research about if the overall quality of the cinemas is high. The behaviour and attitude of the staff in the cinemas make them feel comfortable and trusting (Londoño, Prado and Salazar, 2017) and the employees adapt services to their needs (Olorunniwo, Hsu and Udo, 2006).
	MCV: four questions including cinemas if they are easy to access and convenient to visit (Humbani and Wiese, 2019), if cinemas are conveniently located (Olorunniwo, Hsu and Udo, 2006) and if attending cinemas is a good choice for the time spent in travelling (Pandowo, 2019).
	MBIB:  5 items of this construct are designed to capture the behavioural intention to attend cinemas before COVID.  The intention to attend cinemas, the intention to attend cinemas continuously, attending cinemas as first choice, recommendation to friends and adjusting one’s personal program to fit the cinema’s movie schedule before COVID (Koch, Frommeyer and Schewe, 2020; Shin et al., 2013; Vijayadurai, 2008; Faizan, Rosmini and Muslim. 2013; Varghese and Chinnaiah, 2021).
	MBID: like MBIB, 5 items of this construct are designed to capture the behavioural intention to attend cinemas during COVID.  The intention to attend cinemas, the intention to attend cinemas continuously, attending cinemas as first choice, recommendation to friends and adjusting one’s personal program to fit the cinema’s movie schedule during COVID (Koch, Frommeyer and Schewe, 2020; Shin et al., 2013; Vijayadurai, 2008; Faizan, Rosmini and Muslim. 2013; Varghese and Chinnaiah, 2021).
	Then, for Part II of the descriptive questions, questions relating to the respondents’ choices and preference are collated.  Questions such as the favourite entertainment before and during COVID, frequency in attending cinemas before and during COVID, reason for attending cinemas and preference in watching new movies in cinemas or waiting to watch in any of the Over-the-top (OTT) streaming platforms (Varghese and Chinnaiah, 2021).
	After that, for Part III of the demographic data including gender, age group, marital status and monthly household income are captured for evaluation.  Reference to the Census and Statistics Department (2021) for the median household income in Hong Kong. 

3.3.4 Correlation analysis

The correlation analysis is deployed to testify the correlation between each of the four independent variables including film attractiveness, environment, service quality and convenience (MFA, MEN, MSQ and MCV) and the two dependent variables of behavioural intention before COVID-19 and behavioural intention during COVID-19 (MBIB and MBID) respectively.
	Pearson correlation analysis was applied to evaluate whether the variables are correlated as anticipated in the research.  The result will be discussed in chapter 4.




Chapter 4
Data Analysis and Discussion 

	To identify the impacts of the COVID-19 on the sustainability of Hong Kong’s Cinema Industry and to propose strategies for overcoming the challenges encountered, this chapter states with an overview of the preliminary survey results and analysis on the reliability of each of the constructs, then transforms the variables under each of these constructs into latent variables to represent their characteristics; and then, based on these transformed variables to conduct correlation and partial correlation analysis to test for the research hypotheses listed in Section 3.  Besides, the author has also performed hypotheses testing regarding demographic factors in the hope to have a systematically grasp of the feature of the industry.  These findings are used to articulate the discussion and conclusion section to the cinemas’ investors for business strategy consideration.

4.1 The preliminary survey results
[bookmark: _Hlk98776743][bookmark: _Hlk98003620][bookmark: _Hlk96778825][bookmark: _Hlk98252647][bookmark: _Hlk96778527]Before conducting the survey, two rounds of pilot tests were conducted.  Some survey items in the first pilot test conducted in December 2021 were amended to improve the internal reliability of those constructs with Cronbach’s alphas below 0.70 in accordance with Nunnally (1978). After a careful revision, the second pilot test was undertaken and found that both the comprehensibility and reliability were acceptable; and therefore, the final survey was conducted from 1 January 2022 to 31 January 2022 based on second pilot test with some minor changes in questionnaire wording. The URL of the survey questionnaire in Google Form was sent to potential respondents via WhatsApp, Face Book, and Instagram.  There were 334 completed questionnaires received (120 males and 214 females).  To conform to the Hong Kong’s Sex ratio of 84.78 males per 100 females according to the mid-year 2021 Population Statistics (Census and Statistics Department, 2021), the number of females was trimmed from 214 to 140 deliberately by making the female respondents by age approximate to that of the males.  Therefore, the survey data used was based on 260 respondents with 120 males and 140 females (46.2% of male and 53.8% of female).  It is because the sample observations were drawn by using a convenience quota sampling[footnoteRef:1] (Moser, 1952; Ochoa and Porcar, 2018), the required sample size is determined by the desired number of levels in the cross-tabulation analysis instead of using the confidence interval formula to determine the optimal sample size, and because the sample can represent the sex ratio of the target population on the one hand, and on the other hand the acceptable relative validity of the data collected based on their calculated coefficients of variation (CVs)[footnoteRef:2], the author believes the sample can represent the target population.  That is, the collected dataset can be used to conduct analysis and the results can be used to support the author’s arguments towards the achievement of the research objectives. The detailed preliminary survey results have been attached at Appendix I for easy reference. [1:  The convenience quota sampling method (Moser, 1952; Ochoa and Porcar, 2018) is a non-probability sampling method. It is a sampling method of gathering representative data from the target population. Application of quota sampling ensures that sample group represents certain characteristics of the population chosen by the researcher (Turner, 2019; Barnes and Holman, 2020).
]  [2: . In addition to measuring the concentration of the values of a variable, the coefficient of variation (CV) is used to index the relative internal variability of survey questions. The CV is obtained by expressing the standard deviation as a percentage of the mean of the variable to which it refers. The theoretical limits of the CV values are 0 and . Although there is no specific value for a coefficient of variation that is considered as a “good”value (it depends on the situation), basically a survey question with CV<10 is considered very good, 10-20 is good, 20-30 is acceptable, and CV>30 should be interpreted with care due to large sampling error.

C&S. (2014). Quarterly Report on General Household Survey January-March 2014.C&S, 2014, pp. 114-115, available at 
https://www.censtatd.gov.hk/en/data/stat_report/product/B1050001/att/B10500012021QQ03B0100.pdf 

Bedeian, A. G., & Mossholder, K. W. (2000). On the use of the coefficient of variation as a measure of diversity. Organizational Research Methods, 3(3), 285-297.
] 


4.1.1 Demographic characteristics

[bookmark: _Hlk96782139][bookmark: _Hlk96779543][bookmark: _Hlk96780098]From the demographic factors of the survey (Part III) as presented in Appendix I, it shows that 46% of the respondents were male and 54% were female.  The proportion of the gender is reference to the Hong Kong’s Sex ratio of 84.78 males per 100 females according to the mid-year 2021 Population Statistics (Census and Statistics Department, 2021).  The age group of 25 and below 45 was 35%, 45 and below 65 was 59% which represents a total of 94% respondents were aged 25 and under 65. It shows that most of the age group of the respondents is mainly aged 25 and under 65 who are in the age of labour force with income before retirement age of 65 and non-students.  The percentage of respondents with children was at 54% compared to those without children at 46%.  It implies that most respondents are parents with children who may pay more attention in the entertainment for children and themselves such as movies.   For the monthly household income, for the income group above HK$30,000 was 76% and below HK$30,000 was 24%.  The result shows that the income of 76% of the respondents are above the median of Hong Kong’s monthly household income from October 2021 to December 2021 at the amount of HK$27,700 (Census and Statistics Department, 2021).  
[bookmark: _Hlk99237959]There are some interesting results of cross tabulation analysis. Table 4.1 demonstrates 58.8% respondents were in the 45 and under 65 age group and 62.4% of married with children are belong to this group.  The result shows that out of all the respondents, over half of the respondents are aged 45 and under 65 who are the core age group of the labour force and contributes to the household income.  Also, in the age group of 45 and under 65, there are 62.4% of respondents are parents with children who cares for children’s needs. 

Table 4.1 Age and Marital Status Crosstabulation
	Age Group
	Marital Status (%)
	Total (%)

	
	Single
	Married without children
	Married with children
	

	18 and under 25
	8.8
	2.0
	0
	2.7

	25 and under 45
	45.6
	29.4
	32.6
	35.4

	45 and under 65
	45.6
	66.7
	62.4
	58.8

	65 or above
	0
	2.0
	5.0
	3.1

	Total
	100
	100.
	100
	100



[bookmark: _Hlk99238038]Table 4.2 shows that about 54.2% of the respondents were married with children and they represent 70.1% respondents with monthly household income at or above HK$50,000.  This result explains that over half of the respondents are married with children and within that group 70.1% respondents represent the highest household income group of HK$50,000 or above.  It helps understand the tendency in attending cinemas of the high-income group and who are with children. 



Table 4.2: Marital Status and Monthly Household Income Crosstabulation
	

Marital Status
	Monthly Household Income
	

Total

	
	Below HK$10,000
	HK$10,000 and under HK$30,000
	HK$30,000 
and under HK$50,000
	HK$50,000 or above
	

	Single (%)
	46.7
	47.9
	26.3
	14.5
	26.2

	Single with Children (%)
	0
	0
	0
	0
	0

	Married without Children (%)
	26.7
	20.8
	23.8
	15.4
	19.6

	Married with Children (%)
	26.7
	31.3
	50.0
	70.1
	54.2

	Total (%)
	100
	100
	100
	100
	100



4.1.2 Customers’ behaviours characteristics 
Part II of the survey was designed to capture the customers’ behaviours of attending cinemas. The purpose of this part is to provide empirical information to investigate the customer behaviours before and during the COVID-19. There are seven questions: Q27 Which of the following was your most favourite entertainment before COVID-19? Q28 Which of the following was your most favourite entertainment during COVID-19? Q29 How often did you visit a cinema before COVID-19? Q30 How often do you visit a cinema during COVID-19? Q31 What leads you to watch a movie in a cinema? Q32 Do you generally prefer to watch new movies in cinemas or wait to watch in any of the Over-the-top (OTT) streaming platforms (e.g., Netflix & Disney+)? Q33 Why do you want to watch a movie in cinemas?
For the favourite entertainment from the respondents, the results showed that 43% rated for going to a cinema while 27% watching movies at the over-the-top platform (OTT) before COVID.  On the contrary, they rated 13% going to cinemas while 72% watching films at OTT during the COVID.  For the frequency, 55% of the response was that they visited a cinema every one to three months while 30% visited a cinema occasionally.  In the opposite, 27.7% of the response was rated for visiting a cinema every one to three months while 60% of the response was visiting a cinema occasionally. It makes sense that the intention attending cinemas before COVID and amid COVID has changed due to the social distancing restriction and cinemas suspension during COVID.           
When talking about what led to their visit to cinemas, the results were quite evenly distributed between big star movies at 25%, review and ratings at 22%, words of mouth at 20%, new release at 16.9% and friends gathering at 16.5%.  
For the question of watching new release films at cinemas were at 47.7% and OTT 30% respectively which meant that customers preferred watching new release films at cinemas to OTT.  Regarding the reason of attending cinemas, the results were 52% due to screen size and effect, 33% film attractiveness, 8% environment, 4% convenience and 3% service quality.  
Interestingly, these customers behaviours measured in this survey matches to similar customers’ behaviours in India.  Varghese and Chinnaiah (2021) conducted a study regarding the impact of OTT industry to cinema industry.  The results showed that about 58% of respondents visited a cinema every one to three months while 28% attended a cinema occasionally which is like our result with 55% visited a cinema every one to three months and 30% occasionally before COVID.  Furthermore, screen size and sound effect, and environment were fundamental factors on watching a film in a cinema.  Besides, they preferred watching big star movies and content driven movies in cinemas.  
However, for new release, they majority viewed it mostly in OTT and occasionally in a cinema at about 37.1%.  The Indian respondents prefer watching new movies in OTT mostly due to the convenience and mobility which is different to the Hong Kong respondents who prefer watching new release at cinemas in this survey (47.7%). 

4.1.3 Characteristics of the six constructs affecting intention 
The data was collected for the six constructs of film attractiveness, environment, service quality, convenience, behavioural intention before COVID and behavioural intention during COVID which consists of four, five, three, four, five, and five variables respectively. Reliability analysis is used to evaluate the internal consistency. Notably, the Cronbach’s alpha values of the research constructs ranged from 0.731 to 0.954 which were all above the widely recognized 0.70 coefficient suggested by Nunnally (1978), and Nunnally & Bernstein’s (1994) recommendation. Therefore, it demonstrated a good internal consistency among items within each construct.  The Cronbach’s alpha was 0.731 for MFA, 0.799 for MEN, 0.86 for MSQ, 0.821 for MCV, 0.878 for MBIB, and 0.954 for MBID respectively. Thus, the reliability of the constructs is all acceptable.  Table 4.3 shows the result of the reliability of the six constructs.



Table 4.3 The reliability of the six constructs
	Name of Construct
	No. of variables listed under the construct
	Cronbach’s Alpha

	MFA (Film Attractiveness)
	4
	0.731

	MEN (Environment)
	5
	0.799

	MSQ (Service Quality)
	3
	0.86

	MCV (Convenience)
	4
	0.821

	MBIB (Behavioural Intention before COVID)
	5
	0.878

	MBID (Behavioural Intention during COVID)
	5
	0.954

	Total
	26
	0.917.



According to the five-point Likert scale survey result of Part I, it showed the preference of the respondents when they rated 4 to 5 scores (agree or strongly agree).  Regarding film attractiveness factor, the respondents rated 96.1% agree or strongly agree to special visual and sound effect movies, followed by big star movies at 75%, content driven movies at 66.2% and new release at 63.9% respectively.  It demonstrated that the feedback from the respondents was that they agreed watching movies with special visual and sound effect, and with big stars at cinemas are better than watching them at home.  It is evident that customers like watching movies at cinemas for movies that require special visual and sound effect as it is not easy to obtain special visual and sound effect hardware and facilities at home in Hong Kong.  
Interestingly, regarding the environment factor, it showed that the respondents rated agree or strongly agree to screen size and sound effect at 92%, followed by overall environment at 75%, space and seats at 73.5%, interior design at 61.9% and external appearance at 58.5%.  It suggested that the respondents agreed that screen size and sound effect, the overall environment, and space and seat were good, and they were key factors in terms of the environment.  Comparatively, the external appearance and interior designs were at lower attention.  It matches with the film attractiveness result that screen and sound effect is the key factor for customers watching movies at cinemas. 
Unexpectedly, there was more neutral responses on the service quality construct.  The respondents scored 4 or 5 (agree or strongly agree) at 51.5% and scored 3 (neutral) at 38.8% for overall service quality.  They scored 4 or 5 (agree or strongly agree) approximately at 46% and scored 3 (neutral) at 44% for staff behaviours and staff’s service according to customers’ needs.  The neutral scores were at a higher ratio which demonstrated that the respondents did not have an either agree or disagree opinion of the service quality as the neutral score was from 38% to 44%.  The result indicate that service quality is not a core criterion from the customers when they consider attending to cinemas.  
Regarding convenience, the respondents rated agree or strongly agree for the cinemas were easy to access at 82.3%, followed by the cinemas were conveniently located at 76.1%, they could visit any time at 70% and the time they spent in travelling at 51.2%.  It showed that the respondents agreed that the cinemas were overall easy to access and conveniently located from the experience.  The result show that convenience is one of the key factors for attending cinemas.  
Regarding the behavioural intention, the respondents rated a higher percentage to agree or strongly agree in attending cinemas before COVID and a higher percentage to disagree or strongly disagree in attending cinemas during COVID.  For examples, they rated agree or strongly agree in going to the cinemas at 72.3%, followed by attending cinemas continuously at 67.6%, recommending attending cinemas to friends at 65.4%, adjusting their program to fit the cinemas’ schedule at 60% and attending cinemas at their first choice at 56.5% before the pandemic.  On the contrary, for the results amid the COVID, the respondents rated disagree or strongly disagree in going to the cinemas at 41.2%, attending cinemas continuously at 48.5%, recommending attending cinemas to friends at 58%, adjusting their program to fit the cinemas’ schedule at 47% and attending cinemas at their first choice at 57% as an opposite phenomenon.  Due to the safety reason and the social distancing measures, it is sensible and understandable that the intention of the customers has changed from willing to attend cinemas before COVID to unwilling to attend cinemas during the COVID.  
In short, film attractiveness, environment and convenience are key focus to customers when considering attending cinemas while service quality was not a key factor for customers visiting a cinema.
It is worth noting that the coefficient of variation (CV) in the research.  It is the ratio of the standard deviation to the mean and shows the extent of variability in relation to the mean of the population.  The higher the CV, the greater the dispersion.  Since the Cronbach alpha measures how well a set of variables to represent a latent aspect of a group of variables, it is not applicable to assess the reliability of a single variable or a group of negatively related variables.  We use the coefficient of variation (CV) for comparing the reliability and precision of the results of the survey which are subject to sampling error and non-sampling error (Bedeian and Mossholder, 2000; C&S, 2014).  In this survey, except for the demographic variables, a survey question with the relatively higher CV value among all questions would be interpreted with care due to relatively large sampling error.  For the CV of the behavioural intention during COVID, MBID, (Q22-Q26), it showed over 40% of CV of these questions which meant the questions would need to be reviewed in a cautious manner due to large sampling error.  While the reliability of this construct MBID was relatively high at Cronbach’s alpha coefficient 0.954 which meant the items of the construct of MBID were internally consistent.  The high CV of MBID may be due to the compulsory social distancing restriction, and the closure and suspension of the cinema during COVID, respondents were passively withdrawn to attend cinemas which was out of their control.  Even though some respondents would want to attend cinemas during COVID, they were not allowed to do so due to the cinema’s closure.  Therefore, the result showed a 20% or above of neutral response to the questions of MBID.  For example, Q22 I have attended cinemas during COVID-19, it showed CV of 45.17%, 41.1% of score 1 and 2 (strongly disagree and disagree), 24.6% of score 3 (neutral) and 34.3% of score 4 and 5 (agree and strongly agree).  It implies similar percentage of agreeing (34.3%) and disagreeing (41.1%), and with a neutral response of 24.6%.  It does not show a dominating reply in MBID.

4.1.4 Cross tabulation characteristics of the variables in Parts I, II, and III.
	Cross tabulation analysis has been done to better understand the characteristics of the variables in Parts I, II and III.  Some interesting findings are listed as below: 
	How often to visit a cinema before COVID and the preference in watching new releases at cinemas.  Results showed that respondents who attended cinemas monthly would always watch new movies at cinemas (40%) and mostly watch new movies at cinemas (37.7%).  It illustrates that customers who frequently visit cinemas will always or mostly watch new movies at cinemas.



Table 4.4 Crosstabulation of how often to visit a cinema before COVID and the preference in watching new releases at cinemas
	
How often to visit a cinema
	Preference in watching new releases

	
	Always in Cinemas
	Always in OTT
	Mostly in Cinemas
	Mostly in OTT
	NO Preference
	Total

	Weekly
	18.2%
	0%
	8.7%
	0%
	0%
	6.2%

	Monthly
	40%
	28.6%
	37.7%
	19.3%
	13.8%
	28.1%

	Once in 3 months
	23.6%
	19%
	31.9%
	31.6%
	24.1%
	27.3%

	Once in 6 months
	1.8%
	23.8%
	5.8%
	10.5%
	12.1%
	8.8%

	Occasionally
	16.4%
	28.6%
	15.9%
	38.6%
	50%
	29.6%

	Total
	100%
	100%
	100%
	100%
	100%
	100%



[bookmark: _Hlk99238533]	Also, it is interesting to note that the crosstabulation regarding the special visual and sound effect movies and the age group.  Results showed that respondents regardless of which age group would rate high watching special visual and sound effect at cinemas (score 4 or 5) at an average of 80%.
  
Table 4.5 Crosstabulation of watching special visual and sound effect movies at cinemas and age
	Watching special visual and sound effect movies at cinemas
	Age

	
	18 and under 25
	25 and under 45
	45 and under 65
	65 or above
	Total

	Strongly Disagree
	0%
	1.1%
	1.3%
	12.5%
	1.5%

	Disagree
	0%
	0%
	0.7%
	0%
	0.4%

	Neutral
	0%
	2.2%
	2%
	0%
	1.9%

	Agree
	42.9%
	15.2%
	17%
	25%
	17.3%

	Strongly Agree
	57.1%
	81.5%
	79%
	62.5%
	78.9%

	Total
	100%
	100%
	100%
	100%
	100%



Furthermore, the crosstabulation regarding the behavioural intention before COVID-19 and the age group.  Results showed that respondents of age group 25 and under 65 represented 94.2% rating scores of 4 or 5 as agree or strongly agree to going to cinemas before COVID-19.  It implies that the working labour force of age 25 to 64 before the retirement age like going to cinemas before COVID-19.
 


Table 4.6 Crosstabulation of behavioural intention before COVID-19 and age
	I like going to cinemas before COVID-19 
	Age

	
	18 and under 25
	25 and under 45
	45 and under 65
	65 or above
	Total

	Strongly Disagree
	0%
	0%
	75%
	25%
	100%

	Disagree
	0%
	18.2%
	81.8%
	0%
	100%

	Neutral
	3.5%
	14%
	79%
	3.5%
	100%

	Agree
	4%
	41.4%
	52.6%
	2%
	100%

	Strongly Agree
	1.1%
	46.1%
	49.4%
	3.4%
	100%

	Total
	2.7%
	35.4%
	58.8%
	3.1%
	100%




[bookmark: _Hlk96783261]4.2 	The analytical model
[bookmark: _Hlk99537792]	The structural paradigm for the proposed analytical model to show the relationship between the dependent and the independent variables is illustrated in Figure 4.1.  It demonstrates the relationship of the four independent variables including Film Attractiveness (MFA), Environment (MEN), Service Quality (MSQ) and Convenience (MCV), and the two dependent variables covering Behavioural Intention before COVID-19 (MBIB) and Behavioural Intention during COVID-19 (MBID) for evaluation and interpretation.




Figure 4.1 Theoretical Framework: Structural Analytical Model with Correlation Coefficients 

[image: ] 
Notes: **α < 0.01, *α < 0.05
[bookmark: _Hlk101431439]Since the P-value are compared with the significant level (α) to determine whether the hypothesis is accepted or rejected. For example, the p-value for the sample correlation coefficient between Film attractiveness and behavioral intention before COVID-19 is 0.568, the p-value is 0.0001 (the SPSS output is 0), and thus the p-value is less than the significant level (α=0.01), we reject the Null hypothesis of the population coefficient of correlation (ρ=0); that is there are some relationships between the dependent and the independent variables.

The dependent variables 
The dependent variables are MBIB and MBID, Behavioural Intention before COVID-19 and during COVID-19.  The purpose is to find out what factors are affecting the two dependent variables of the behavioural intention to attend cinemas before and during COVID-19.  The behavioural intention is the intention to watch a movie in a cinema, the intention to attend cinemas continuously and recommend to friends.

The independent variables 
The independent variables are MFA Film Attractiveness, MEN Environment, MSQ Service Quality and MCV Convenience.  These four independent variables are aimed to find out the key factors affecting the intention to attend cinemas.  For MFA, four kinds of film types (big star movies, content driven movies, special visual and sound effect movies, and new releases) are variables to testify if MFA affects the behavioural intention to attend cinemas before and during COVID.  For MEN, this variable is used to test if the overall environment, external appearance, interior design, space, and screen size & sound effect affects the behavioural intention to attend cinemas before and during COVID. Also, for MSQ, this variable is used to test if the overall service quality and the attitude of cinemas staff affects the behavioural intention to attend cinemas.  Besides, for MCV, this is used to test if the easiness to access, location’s convenience, and the travelling time a key factor affecting the behavioural intention to attend cinemas before and amid COVID.
The four independent variables are designed based on four aspects including product (MFA), hardware (MEN), software (MSQ) and logistics (MCV).  The aim of this research is to find out whether there is any relationship between the independent variables and dependent variables so that recommendations and resolution can be offered for future development.	
	
4.3 Transformation of variables
To facilitate the analysis by using a paradigm to show the inter-relationship amongst the six above-mentioned constructs, we need firstly to transform the group of variables in each of these constructs to a latent variable.  For the sake of simplicity, we assume the relative importance of the variables included in the construct are identical, and thus we can calculate the arithmetic mean for the variables in the construct to get a new variable to represent the characteristics of the construct. These transformed variables are mean value of film attractiveness (MFA), mean value of environment (MEN), mean value of service quality (MSQ), mean value of convenience (MCV), mean value of behavioural Intention before COVID-19 (MBIB), and mean value of behavioural Intention during COVID-19 (MBID).  The values of the six transformed variables of the first 5 and the last 5 respondents are listed in Table 4.7.  The whole dataset will be available for the examiners on request.


Table 4.7 Example for the mean values of the six transformed variables.
	Respondent
	MFA
	MEN
	MSQ
	MCV
	MBIB
	MBID

	1
	4.75
	4.8
	4.67
	4.75
	4.4
	1

	2
	3.75
	2.6
	2.67
	4
	1.4
	1

	3
	4.5
	4.6
	3.67
	4
	4.6
	3.8

	4
	5
	4.2
	4
	2.75
	3.6
	4

	5
	3
	2.8
	2.33
	3.5
	2.2
	1

	. . .
	. . .
	. . .
	. . .
	. . .
	. . .
	. . .

	256
	5
	3.8
	4
	3.75
	4
	1

	257
	5
	5
	4.33
	5
	5
	5

	258
	4.5
	4
	4
	4
	3.6
	1

	259
	4.5
	4.4
	4.67
	4.25
	4.8
	4.6

	260
	4
	4.6
	5
	4.5
	4.2
	1



There are some interesting points can be observed in Table 4.8 regarding the characteristics of the six constructs by using their mean values. For example, judging from the range, minimum, and maximum values, we know all the rating scales of each variable have been chosen by some respondents indicating the repressiveness of the selected sample.  For the mean value, MFA represents the highest mean value at 4.10 compared to other three independent variables MEN, MSQ and MCV.  It means that the respondents rated the film attractiveness to the highest score over 4 and with an average of 4.10 followed by MEN at 3.97, MCV at 3.89 and MSQ at 3.5 respectively.  The respondents rated environment and convenience at a score close to 4 as an average while service quality was just at 3.5 which was relatively low score.  Based on the mean score scaling, it induces those respondents shared high score of preference in watching films at cinema than at home.  Overall, the mean score of film attractiveness was high at 4.10, followed by the environment and convenience which mean score was close to 4.  However, the comments from respondents on service quality was not high at 3.5 which was just above average.  Regarding the standard deviation, it ranges from 0.63 to 0.78 for the four variables which the standard deviation is like one another for MFA, MEN, MSQ and MCV.  
For the mean value of MBIB and MBID, there is about 1 score difference between MBIB at 3.77 and MBID at 2.63.  It interprets those respondents rated higher score to attend cinemas before COVID at 3.77 while rated lower for attending cinemas during COVID at 2.63 due to all the social distancing restrictions and cinemas temporary closure. The standard deviation of MBIB is at 0.84 which is like the four independent variables but the standard deviation of MBID at 1.20 is a bigger variance between respondents.  That means the respondents’ rating was different from one another for MBID with a gap at 1.20.  

Table 4.8 Selected summary statistics of the six constructs
	　
	MFA
	MEN
	MSQ
	MCV
	MBIB
	MBID

	Mean
	4.10 
	3.97 
	3.50 
	3.89 
	3.77 
	2.63 

	Mode
	5.00 
	4.20 
	3.00 
	4.00 
	4.00 
	1.00 

	Standard Deviation
	0.74 
	0.63 
	0.78 
	0.77 
	0.84 
	1.20 

	Skewness
	-1.07 
	-0.71 
	-0.09 
	-0.74 
	-0.48 
	0.40 

	Range
	4 
	4 
	4 
	4 
	4 
	4 

	Minimum
	1 
	1 
	1 
	1 
	1 
	1 

	Maximum
	5 
	5 
	5 
	5 
	5 
	5 

	Count
	260 
	260 
	260 
	260 
	260 
	260 




4.4 Correlation analysis
	This section illustrates the correlation analysis of the six constructs of the four independent variables (MFA, MEN, MSQ and MCV) and the two dependent variables (MBIB and MBID).
[bookmark: _Hlk99236289]	Pearson correlation analysis was applied to evaluate whether the variables are correlated as anticipated in the research.  According to the result as illustrated in Table 4.9, all the factors were found to have a significant positive correlation with one another at p < 0.01.
[bookmark: _Hlk98097395]Interestingly, the level of the significant correlation between dependent variables and independent variables varied.  There was a significant correlation between MBIB and the independent variables including the Film Attractiveness “MFA” (coefficient = 0.568, t = 7.542, p < 0.01), followed by Environment “MEN” (coefficient = 0.464, t = 2.929, p < 0.01), Convenience “MCV” (coefficient = 0.403, t = 2.732, p < 0.01) and Service Quality “MSQ” (coefficient = 0.349, t = -0.348, p < 0.01).  It implies that all the dependent variables MFA, MEN, MCV and MSQ have a positive correlation with the dependent variable of intention to attend cinemas before COVID while the linkage of film attractiveness, environment, and convenient are stronger factors to affect intention to attend cinemas before COVID according to the correlation analysis.

For the correlation between MBID and the independent variables was different.  The linkage between MBID and MSQ was significant (coefficient = 0.309, t = 3.297,  p < 0.01), followed by MCV (coefficient = 0.241, t = 1.484, p < 0.01), then MFA (coefficient = 0.232, t = 2.021, p < 0.01) and MEN (coefficient = 0.175, t = -1.226,     p < 0.01).  These results indicate that MFA, MEN, MSQ and MCV are significant factors of MBID.  The linkage of service quality and convenience are stronger factors to affect the intention to attend cinemas during COVID which is different to the situation of before COVID.  
In reviewing the paired variables, the correlation coefficient between MEN and MSQ is 0.601 which is the highest among other independent variables.  The result shows that the higher the satisfaction of the overall cinemas environment, the higher the perception of service quality which deploys a positive linkage.  Also, the correlation coefficient between MEN and MCV is 0.502 high.  It implies that people associate the linkage between environment and convenience is positively significant.  The higher positive comments of the overall environment, the higher the perception of easily accessible and conveniently located.  Besides, the correlation coefficient between MSQ and MCV is 0.52 which is also high.  It means the higher the service quality, the higher perception of easily and conveniently located.
Furthermore, it is interesting to note that the correlation between the four factors and MBIB are significantly higher than that of MBID.  This result shows that the linkage between the four independent variables and intention to attend cinemas before COVID is stronger.  Therefore, film attractiveness (0.568), environment (0.464), convenience (0.403), and service quality (0.349) are proved to be key factors affecting the intention to attend cinemas before COVID.  On the contrary, although the linkage between the four factors and MBID is significant, the correlation coefficient figure is smaller.  Service quality (0.309), convenience (0.241), film attractiveness (0.232). and environment (0.175) have smaller impact to the intention to attend cinemas during COVID in comparison.




Table 4.9 The correlation matrix of the six constructs
	
	MFA
	MEN
	MSQ
	MCV
	MBIB
	MBID

	MFA
	1
(p<0.01)
	
	
	
	
	

	MEN
	0.472**
(p<0.01)
	1
(p<0.01)
	
	
	
	

	MSQ
	0.399**
(p<0.01)
	0.601**
(p<0.01)
	1
(p<0.01)
	
	
	

	MCV
	0.359**
(p<0.01)
	0.502**
(p<0.01)
	0.520**
(p<0.01)
	1
(p<0.01)
	
	

	MBIB
	0.568**
p<0.01)
	0.464**
p<0.01)
	0.349**
; p<0.01)
	0.403**
p<0.01)
	1
(p<0.01)
	

	MBID
	0.232**
p<0.01)
	0.175**
p<0.01)
	0.309**
p<0.01)
	0.241**
p<0.01)
	0.399**
; p<0.01)
	1
(p<0.01)



Note: ** Denotes 2-tailed significant level at 0.01 

4.5 Hypotheses testing
The nine research hypotheses according to the research objectives are appended below. 
 H1	There is a significant positive relationship between the film attractiveness and the behavioural intention to attend cinemas before COVID-19. 
[bookmark: _Hlk98797505]H2	There is a significant positive relationship between the cinema’s environment and the behavioural intention to attend cinemas before COVID-19. 
H3	There is a significant positive relationship between the service quality and the behavioural intention to attend cinemas before COVID-19.
H4	There is a significant positive relationship between the convenience and the behavioural intention to attend cinemas before COVID-19.
H5	There is a significant positive relationship between the film attractiveness and the behavioural intention to attend cinemas during COVID-19.
H6	There is a significant positive relationship between the cinema’s environment and the behavioural intention to attend cinemas during COVID-19.
H7	There is a significant positive relationship between the service quality and the behavioural intention to attend cinemas during COVID-19.
H8	There is a significant positive relationship between the convenience and the behavioural intention to attend cinemas during COVID-19. 
H9	There are behavioural intention changes to attend cinemas before and amid COVID-19

According to the results of correlation analysis as presented in Table 4.9, since all the probability value (p-values) of the paired variables are less than 0.01 (or the computed t-values are greater than the critical t-values at 0.01 level of significance), all the hypotheses are rejected. That is the nine paired variables are significantly correlated.

Table 4.10 Results of the hypotheses testing
	The paired variables
	The p-value
	Accept or reject of
H0 : ρ=0 at α=0.01
	Conclusion

	MFA; MBIB
	<0.01
	Reject
	There is a significant relationship between these two variables statistically

	MEN; MBIB
	<0.01
	Reject
	

	MSQ; MBIB
	<0.01
	Reject
	

	MCV; MBIB
	<0.01
	Reject
	

	MFA; MBID
	<0.01
	Reject
	

	MEN; MBID
	<0.01
	Reject
	

	MSQ; MBID
	<0.01
	Reject
	

	MCV; MBID
	<0.01
	Reject
	

	MBIB; MBID
	<0.01
	Reject
	











Chapter 5

Conclusions and Recommendations

	This chapter summarize the key research findings and the connection with the research aim and objectives.  The conclusion and recommendations are discussed for cinemas practitioners’ consideration.

5.1 Summary of the findings
	The below summarizes the result findings of demographic, descriptive data, correlation analysis and the hypotheses testing.  

5.1.1 Demographic and descriptive analysis findings
Regarding the demographics highlights, the result shows that over half of the respondents are aged 45 and under 65 who are the core age group of the labour force and contributes to the household income.  Also, in the age group of 45 and under 65, there are 62.4% of respondents are parents with children who cares for children’s needs. Moreover, this result explains that over half of the respondents are married with children and within that group 70.1% respondents represent the highest household income group of HK$50,000 or above.  The core respondents are aged 45 to 64 who are married with children and with high income with higher tendency to purchase at cinemas.
For the descriptive analysis, it illustrates that customers who frequently visit cinemas will always or mostly watch new movies at cinemas.  Respondents regardless of which age group would rate high watching special visual and sound effect at cinemas.  Besides, respondents of age group 25 and under 65 attended cinemas before COVID-19 which implies that the working labour force of age 25 to 64 before the retirement age like going to cinemas before COVID-19.

5.1.2 Correlations analysis findings
Pearson correlation analysis was conducted to evaluate the variables’ correlation.  According to the result, all the factors were found to have a significant positive correlation with one another.  Therefore, all the independent variables film attractiveness, environment, service quality, and convenience have a positive correlation with the dependent variables of intention to attend cinemas before COVID while the linkage of film attractiveness, environment, and convenience are stronger factors to affect intention to attend cinemas before COVID according to the correlation analysis.
Besides, the correlation results indicate that film attractiveness, environment, service quality, and convenience are significant factors of behavioural intention during COVID.  On the contrary, the linkage of service quality and convenience are stronger factors to affect the intention to attend cinemas during COVID which is different to the situation of before COVID.  
For the correlation of the paired variables, the result shows that the higher the satisfaction of the overall cinemas environment, the higher the perception of service quality which deploys a positive linkage.  The higher positive comments of the overall environment, the higher the perception of easily accessible and conveniently located.  The higher the service quality, the higher perception of easily and conveniently located.
Likewise, it explains earlier that the correlation between the four factors and behavioural intention before COVID are significantly higher than that of the intention during COVID.  This result shows that the linkage between the four independent variables and intention to attend cinemas before COVID is stronger than that of the intention to attend cinemas during COVID comparatively based on the correlation analysis.

5.1.3 Hypotheses testing analysis findings
In short, all the nine hypotheses testing are accepted and supported.  It proves that film attractiveness, environment, service quality and convenience all have a positive significant relationship and are significant factors affecting behavioural intention to attend cinema before COVID-19 and during COVID-19.  Also, the behavioural intention before COVID has a significant correlation with that during COVID.  Out of the four independent variables, film attractiveness, environment, and convenience are stronger factors affecting behavioural intention before COVID.  Whereas the linkage between the independent variables and behavioural intention before COVID is stronger than that during COVID. 
In view of the high CVs of behavioural intention during COVID, the data of the construct of behavioural intention during COVID is suggested to be reviewed with caution and used for reference only.

5.2 Conclusion
To conclude, based on the investigation findings above, all the nine research hypotheses are cordially tested, and the significant positive relationship of each hypothesis is confirmed.  As such, the four independent variables namely, film attractiveness, environment, service quality and convenience are significant factors related to the dependent variables of behavioural intention before and during COVID.  In addition, there is a behavioural intention change before and during COVID.  The correlations of the four independent variables have a stronger linkage with the behavioural intention before COVID than that of during COVID.  Among the four independent variables, film attractiveness, environment, convenience are stronger factors to the dependent variables of behavioural intention.  Hence, such three factors are key focus to customers when considering attending cinemas while service quality is not a key factor comparatively.  Since the coefficient variance of behavioural intention during COVID was so high that the main discussion will be focused on the factors affecting behavioural intention before COVID which are film attractiveness (product), cinemas’ environment (hardware) and convenience location (logistics).  
As a result, the research objectives of finding the key factors influencing the behavioural intention attending cinemas is achieved.  Also, the behavioural intention to attend cinemas before COVID and during COVID correlated with each other is confirmed.  From these objectives achieved, it is affirmed that film attractiveness, environment, service quality and convenience are significantly correlated with behavioural intention to attend cinemas.  Among all, the correlation coefficient helps identify the stronger linkage of film attractiveness, environment, convenience to behavioural intention before COVID (except service quality).  They are the important factors affecting the intention visiting cinemas.  Also, the behavioural intention changes before and during COVID is confirmed.  Finally, the resolutions will be recommended to rectify the situation and foster the sustainability of Hong Kong cinema industry in the following discussion.  



5.3 Recommendations

	The result of this study indicate that film attractiveness, environment and convenience not only have a significant correlation with the behavioural intention to attend cinemas but also has a significant positive relationship according to the hypotheses testing.  The sequence order of the level of effect starting from film attractiveness, environment to convenience.  Hence, the recommendations are appended below with suggestions:
	Firstly, film attractiveness is proved to be the key factor affecting the behavioural intention to attend cinemas.  Although there is keen competition from the over-the-top streaming platforms, the research findings indicate that customers preferred watching big star movies, content driven movies and special effect movies at cinemas than watching it at home.  Therefore, there is customers preference to watch movies at cinemas if the content and the effect of the movies are strong enough.  Such, customers would prefer watching movies at cinemas than watching it at home so cinema practitioners should invest in selecting content driven, special starring and technical invention movies to attract customers.  For films that involves low investment, new casting and special documentaries which might have risk launching at cinemas, could be released at OTT platform to engage the feedback first to balance the situation (Varghese and Chinnaiah, 2021).
Secondly, environment becomes an important factor affecting the behavioural intention.  It has attracted significant attention of researchers (Andreu, et al., 2006) and has also increased the acceptance across the board from scholars and the leaders in the business industry (Turley and Milliman, 2000).  Nevertheless, the former research has highlighted on the impact on brand image.  Less discussion on the impact of the hardware environment to the behavioural intention which would be focused on this section (Ryu et al., 2012).  Post epidemic situation, the cinemas companies should follow all the Government’s preventive security measures and keep the external and internal environment clean and hygienic to gain the confidence from customers to coming back to cinemas (Varghese and Chinnaiah, 2021).  It is highly suggested to pay great attention to the details of delivering a promising environment to the customers.  
Thirdly, convenience is regarded as a key factor affecting the intention to attend cinemas.  Hong Kong is famous for its efficiency.  Therefore, people living in Hong Kong are used to be moving fast and not used to wait.  The easiness to access to a location is a big benefit from the customers point of view so the cinemas’ locations and the number of presences in the surrounding neighbourhood is a very vital criterion to customers nowadays.  Due to the urbanization and urban lifestyle in the Chinese culture, Chinese customers may consider timesaving as a key factor to behavioural intention.  Convenience would favourably stand for a Chinese value belief which impacts on purchase intention especially for high technology consumer products industry (Xu et al., 2019). Hsu and Huang (2016) found convenience as one of the life-long pursuit mission in contemporary China.    
Fourthly, as discussed in section 2.2, this study shows that service quality is not a significant factor influencing the behavioural intention to attend cinemas which coincides with the findings of Londono et al. (2017).  The reasons are that the customers nowadays preferred to purchase the tickets on-line or would make best use of the social media on reviews and ratings.  They are less reliance on the service from the frontline staff at cinemas in terms of ticketing or recommendations and such the level of service quality required from frontline staff is minimal.  Although service quality is not a significant factor influencing behavioural intention to attend cinemas in Hong Kong culture recently, the service quality should be interpreted as the tangible dimensions by supporting the overall cinema’s physical environment remains hygienic and presentable.  It can be induced from this investigation finding that the environment and service quality have a high correction coefficient which the better environment experienced from the consumers, the higher perception of the service quality consequently.  
Fifthly, effective use of social media for marketing strategy is recommended. The result findings suggest that the respondents relied on the words of mouth, ratings, and reviews for deciding to watch a film in a cinema.  Such words of mouth, ratings and reviews are well spread by social media like Face Book, Instagram, and YouTube.  Numerous YouTubers are constantly making film analysis and reviews via the YouTube channels to engage number of views and subscribers to their programs in Hong Kong and worldwide.  Therefore, it is recommended to invest more funding in the internet technology and online software to embrace with the social media connection and upgrade the Company website and mobile apps to promote their own loyalty membership programs with their customers.  In view of the increase demands of online service, cinema companies need to allocate resources to understand how to choose and establish suitable service tools to satisfy consumers’ requirements (Peng et al., 2015) and thus push for repeat purchase.
Overall, the cinema’s practitioners may consider the below implementation approach:
	Regarding the product of film, film makers can engage both the Hong Kong identity and the China cooperation to facilitate more funding and resources to make the film content more attractive and appealing to film goers.  With the benefits of CEPA agreement and the support from the Hong Kong Trade Development Council, the filmmakers can make best use of the subsidies and sponsorship from the government to invest in creating and producing innovative content and pay extra attention in the choice of plot, animations and sound effects, and casting (Chan and Men, 2021). 
Regarding the hardware of cinema’s environment, it is recommended to adopt cool indoor temperature, nice scent, adequate lighting, quiet, clean, and tidy environment with clear signages and symbols for direction and secure access (Pandowo, 2019).  From the research findings, no matter what age group, gender, marital status, and income group, all commented that screen size and special sound and visual effect are the key elements in watching films at cinemas.  Therefore, enhancing the screen size, visual and sound effect facilitates in cinemas will certainly encourage customers’ intention to attend cinemas according to this study. Furthermore, environmentally friendly technology can be deployed to save the energy in terms of electricity and water supply (Vijayadurai, 2008).  Simplicity is the recent trend of design, simple interior design and external appearance is recommended so it is more effective to maintain and renovate from time to time.  It does not only save cost but also help the cinema’s management to better allocate the resources to focus on the operational and customers’ needs.
For the logistics of convenience, since Hong Kong is such a small and busy city, the cinemas are suggested to locate at shopping malls, city centres and near the mass transport railways.  The cinema size needs not be big but has several small and flexible halls to present various films at the same time to receive more consumers at the same time and allow more movie selections per schedule for consumers’ selection. 
	Finally, for the innovative marketing strategy implementation, the cinema market leaders should make best use of the technology and franchised products such as gifts with purchase, membership, and promotional offers with the connection of mobile apps to tackle the target customers of 45-65 years old with children and the higher income group.  Thus, marketing strategy reinforces the money saving benefits will encourage customers for repeat purchase (Xu et al., 2019).  The loyalty strategy as an effective way to maintain the competitive edge for sustainability and set the scene for deploying e-service (Brohman et al., 2015; Peng et al., 2015).

5.4 Limitations 
	Although the key findings and recommendations are observed, there are some limitations identified for future investigation. 
Since this study is designed based on convenience quota sampling, result cannot be generalized (Ali, Omar and Amin, 2013).  According to the result findings, most of the respondents were 45 and under 65 years old who were with children and in the highest household income group of HK$50,000 or above.  In this case, a focus group with the above targets’ characteristics should be deployed to capture their specific requirements and customers’ needs in future study.  This should provide a thorough and detailed understanding and analysis of the target customers and how the cinemas industry should react to accelerate the behavioural intention to attend cinemas.
[bookmark: _Hlk101140094]The scope of this research is limited.  Only four independent variables are established in this study namely film attractiveness, environment, service quality and convenience referenced to former research findings explained in section 2.  There are other important factors to be investigated such as price, safety, perceived risk, and trust (Amaro and Duarte, 2015, Kim and Kim, 2004), and can be considered in future study to facilitate a more complete analysis of the factors affecting behavioural intention to attend cinemas.
By the time this research is completed, it is still at the fifth wave of the epidemic which Delta and Omicron are the coronavirus affecting seriously to the Hong Kong public at present.  The pandemic has not ceased yet.  The study could only capture the ideas and responses from the respondents before COVID and during COVID.  The cinemas are still forced to be closed temporarily due to the social distancing restrictions and preventive measures now.  The situation post COVID should be investigated to understand if the customers intention to attend cinemas revert to normal as before COVID for cinema industry’s continuous business direction.
Appendix

Results of the Intention to Attend Cinema Survey 
Survey period: Jan 1 to 31, 2022
Target population: Hong Kong people aged 18 or above
Sample size: 260

	Part 1 

	A.  Film Attractiveness

	

	(1)
	Watching commercial big star movies at cinemas is better than watching these movies at home (CV[footnoteRef:3]= 27.58 %) [3: ] 


	
	1
	Strongly Disagree
	5.4 %

	
	2
	Disagree
	3.8 %

	
	3
	Neutral
	15.8 %

	
	4
	Agree
	30 %

	
	5
	Strongly Agree
	45 %

	
	Total
	100%

	
	
	

	[bookmark: _Hlk94791376](2)
	Watching content driven movies at cinemas is better than watching these movies at home
(CV= 27.45 %)

	
	1
	Strongly Disagree
	3.1%

	
	2
	Disagree
	8.5%

	
	3
	Neutral
	22.3%

	
	4
	Agree
	37.7%

	
	5
	Strongly Agree
	28.5%

	
	Total
	100%

	
	
	

	(3)
	Watching special visual and sound effect movies at cinemas is better than watching these movies at home.  (CV= 14.24 %)

	
	1
	Strongly Disagree
	1.5%

	
	2
	Disagree
	0.4%

	
	3
	Neutral
	1.9%

	
	4
	Agree
	17.3%

	
	5
	Strongly Agree
	78.8%

	
	Total
	100%

	
	
	

	(4)
	Watching new releases movies at cinemas is better than watching these movies at home. 
(CV= 28.06 %)

	
	1
	Strongly Disagree
	3.1%

	
	2
	Disagree
	8.1%

	
	3
	Neutral
	25%

	
	4
	Agree
	31.2%

	
	5
	Strongly Agree
	32.7%

	
	Total
	100%

	
	
	

	B. Environment

	
	
	

	[bookmark: _Hlk94791545](5)
	The overall environment of cinemas please me.  (CV= 21.20 %)

	
	1
	Strongly Disagree
	0.4%

	
	2
	Disagree
	4.2%

	
	3
	Neutral
	20.4%

	
	4
	Agree
	43.8%

	
	5
	Strongly Agree
	31.2%

	
	Total
	100%

	
	
	

	(6)
	. The external appearance of cinemas is welcoming.  (CV= 25.10 %)

	
	1
	Strongly Disagree
	1.5 %

	
	2
	Disagree
	8.8%

	
	3
	Neutral
	31.2%

	
	4
	Agree
	42.3%

	
	5
	Strongly Agree
	16.2%

	
	Total
	100%

	
	
	

	[bookmark: _Hlk94791622]
	
	
	

	(7)
	The interior design of cinemas is attractive. . (CV= 23.42 %)

	
	1
	Strongly Disagree
	1.2%

	
	2
	Disagree
	6.2%

	
	3
	Neutral
	30.8%

	
	4
	Agree
	44.2%

	
	5
	Strongly Agree
	17.7%

	
	Total
	100%

	
	
	

	(8)
	The screen and sound effect of cinemas appeal to me.  (CV= 15.69 %)

	
	1
	Strongly Disagree
	0.4%

	
	2
	Disagree
	1.2%

	
	3
	Neutral
	6.5%

	
	4
	Agree
	32.3%

	
	5
	Strongly Agree
	59.6%

	
	Total
	100%

	
	
	

	(9)
	Cinemas’ space and recliner seats make me feel comfortable.  (CV= 22.56 %)

	
	1
	Strongly Disagree
	0.4%

	
	2
	Disagree
	5.8%

	
	3
	Neutral
	20.4%

	
	4
	Agree
	38.5%

	
	5
	Strongly Agree
	35%

	
	Total
	100%

	
	
	

	C. Service Quality

	
	
	

	(10)
	The service quality of the cinemas is very good.  (CV= 25.55 %)

	[bookmark: _Hlk96782872]
	1
	Strongly Disagree
	2.3%

	
	2
	Disagree
	7.3%

	
	3
	Neutral
	38.8%

	
	4
	Agree
	37.7%

	
	5
	Strongly Agree
	13.8%

	
	Total
	100%

	
	
	

	(11)
	The behavior and attitude of the staff in the cinemas make me feel comfortable and trusting.  (CV= 25.55 %)

	
	1
	Strongly Disagree
	1.9%

	
	2
	Disagree
	7.7%

	
	3
	Neutral
	44.2%

	
	4
	Agree
	32.7%

	
	5
	Strongly Agree
	13.5%

	
	Total
	100%

	
	
	

	(12)
	The employees adapt services to our needs.  (CV= 24.66 %)

	
	1
	Strongly Disagree
	1.9%

	
	2
	Disagree
	6.2%

	
	3
	Neutral
	44.6%

	
	4
	Agree
	34.6%

	
	5
	Strongly Agree
	12.7%

	
	Total
	100%

	
	
	

	D. Convenience

	
	
	

	[bookmark: _Hlk94799286](13)
	Cinemas are easy to access.  (CV= 20.76 %)

	
	1
	Strongly Disagree
	1.5%

	
	2
	Disagree
	3.1%

	
	3
	Neutral
	13.1%

	
	4
	Agree
	48.5%

	
	5
	Strongly Agree
	33.8%

	
	Total
	100%

	
	
	

	(14)
	Cinemas are convenient because I can visit them any time.  (CV= 25.36 %)

	
	1
	Strongly Disagree
	2.3%

	
	2
	Disagree
	6.2%

	
	3
	Neutral
	21.5%

	
	4
	Agree
	37.7%

	
	5
	Strongly Agree
	32.3%

	
	Total
	100%

	
	
	

	(15)
	Cinemas are conveniently located.  (CV= 21.27 %)

	
	1
	Strongly Disagree
	0.8%

	
	2
	Disagree
	3.1%

	
	3
	Neutral
	20%

	
	4
	Agree
	39.6%

	
	5
	Strongly Agree
	36.5%

	
	Total
	100%

	
	
	

	(16)
	For the time I spent on travelling, attending cinemas is a good choice.  (CV= 31.07 %)

	
	1
	Strongly Disagree
	5.4%

	
	2
	Disagree
	11.2%

	
	3
	Neutral
	32.3%

	
	4
	Agree
	33.1%

	
	5
	Strongly Agree
	18.1%

	
	Total
	100%

	
	
	

	E. Behavioural Intention before COVID-19

	
	
	

	(17)
	I like going to cinemas before COVID-19.   (CV= 23.41 %)

	
	1
	Strongly Disagree
	1.5%

	
	2
	Disagree
	4.2%

	
	3
	Neutral
	21.9%

	
	4
	Agree
	38.1%

	
	5
	Strongly Agree
	34.2%

	
	Total
	100%

	
	
	

	(18)
	I would like to attend cinemas continuously before COVID-19.  (CV= 26.68 %)

	
	1
	Strongly Disagree
	2.7%

	
	2
	Disagree
	8.1%

	
	3
	Neutral
	21.5%

	
	4
	Agree
	38.8%

	
	5
	Strongly Agree
	28.8%

	
	Total
	100%

	
	
	

	(19)
	Attending cinemas was my first-choice entertainment before COVID-19.  (CV= 30.11 %)

	
	1
	Strongly Disagree
	3.8%

	
	2
	Disagree
	11.5%

	
	3
	Neutral
	28.1%

	
	4
	Agree
	32.3%

	
	5
	Strongly Agree
	24.2%

	
	Total
	100%

	
	
	

	(20)
	 I would recommend attending cinemas to my friends before COVID-1.  (CV= 27.81 %)

	
	1
	Strongly Disagree
	3.5%

	
	2
	Disagree
	9.2%

	
	3
	Neutral
	21.9%

	
	4
	Agree
	40.8%

	
	5
	Strongly Agree
	24.6%

	
	Total
	100%

	
	
	

	(21)
	I was willing to adjust my program according to the availability of the cinema’s schedule before COVID-19.  (CV= 28.74 %)

	
	1
	Strongly Disagree
	3.0%

	
	2
	Disagree
	11.2%

	
	3
	Neutral
	26.2%

	
	4
	Agree
	36.5%

	
	5
	Strongly Agree
	23.1%

	
	Total
	100%

	
	
	

	Behavioural Intention during COVID

	
	
	

	(22)
	I have attended cinemas during COVID-19 (CV= 45.17 %)

	
	1
	Strongly Disagree
	18.0%

	
	2
	Disagree
	23.1%

	
	3
	Neutral
	24.6%

	
	4
	Agree
	20.8%

	
	5
	Strongly Agree
	13.5%

	
	Total
	100%

	
	
	

	(23)
	I will attend cinemas continuously during COVID-19 (CV= 47.89 %)

	
	1
	Strongly Disagree
	22.2%

	
	2
	Disagree
	26.2%

	
	3
	Neutral
	25.8%

	
	4
	Agree
	15%

	
	5
	Strongly Agree
	10.8%

	
	Total
	100%

	
	
	

	(24)
	I consider attending cinemas as my first-choice entertainment during COVID-19. 
(CV= 53.04 %)

	
	1
	Strongly Disagree
	29.2%

	
	2
	Disagree
	28.1%

	
	3
	Neutral
	19.6%

	
	4
	Agree
	12.7%

	
	5
	Strongly Agree
	10.4%

	
	Total
	100%

	
	
	

	(25)
	I am willing to recommend attending cinemas to my friends during COVID-19.  (CV= 52.95 %)

	
	1
	Strongly Disagree
	29.6%

	
	2
	Disagree
	28.1%

	
	3
	Neutral
	20.4%

	
	4
	Agree
	12.3%

	
	5
	Strongly Agree
	9.6%

	
	Total
	100%

	
	
	

	(26)
	I am willing to adjust my program according to the availability of the cinema’s schedule during COVID-19.  (CV= 49.18 %)

	
	1
	Strongly Disagree
	23.8%

	
	2
	Disagree
	23.5%

	
	3
	Neutral
	24.6%

	
	4
	Agree
	15.8%

	
	5
	Strongly Agree
	12.3%

	
	Total
	100%

	
	
	

	Part II

	
	
	

	[bookmark: _Hlk94801001][bookmark: _Hlk96786251](27)
	Which of the following was your most favourite entertainment before COVID-19?

	
	a
	Go to a cinema
	42.7%

	
	b
	Go to a concert
	11.2%

	
	c
	Go to a public lecture
	13.5%

	
	d
	Go to see a ball game
	5.8%

	
	e
	Watch the Over-the-top (OTT) streaming platforms (e.g. Netflix & Disney+) 
	26.9%

	
	Total
	100%

	
	
	

	(28)
	Which of the following was your most favourite entertainment during COVID-19?

	
	a
	Go to a cinema
	12.7%

	
	b
	Go to a concert
	3.1%

	
	c
	Go to a public lecture
	7.7%

	
	d
	Go to see a ball game
	4.6%

	
	e
	Watch the Over-the-top (OTT) streaming platforms (e.g. Netflix & Disney+) 
	71.9%

	
	Total
	100%

	
	
	

	(29)
	How often did you visit a cinema before COVID-19?

	
	a
	Weekly
	6.2%

	
	b
	Monthly
	28.1%

	
	c
	Once in 3 months
	27.3%

	
	d
	Once in 6 months
	8.8%

	
	e
	Occasionally
	29.6%

	
	Total
	100%

	
	
	

	(30)
	How often do you visit a cinema during COVID-19?

	
	a
	Weekly
	2.3%

	
	b
	Monthly
	6.9%

	
	c
	Once in 3 months
	20.8%

	
	d
	Once in 6 months
	9.6%

	
	e
	Occasionally
	60.4%

	
	Total
	100%

	
	
	

	(31)
	What leads you to watch a movie in a cinema?

	
	a
	Words of Mouth
	20%

	
	b
	Reviews and Ratings
	21.9%

	
	c
	New Releases
	16.9%

	
	d
	Big Star Movies
	24.6%

	
	e
	Family/Friends Gathering Activity
	16.5%

	
	Total
	100%

	
	
	

	(32)
	Do you generally prefer to watch new movies in cinemas or wait to watch in any of the Over-the-top (OTT) streaming platforms (e.g. Netflix & Disney+)?

	
	a
	Always in cinemas
	21.2%

	
	b
	Always in OTT
	8.1%

	
	c
	Mostly in cinemas and occasionally in OTT
	26.5%

	
	d
	Occasionally in cinemas and mostly in OTT
	21.9%

	
	e
	No specific preference
	22.3%

	
	Total
	100%

	
	
	

	(33)
	Why do you want to watch a movie in cinemas?

	
	a
	Film Attractiveness
	32.7%

	
	b
	Environment
	8.1%

	
	c
	Service Quality
	2.7%

	
	d
	Convenience
	4.2%

	
	e
	Screen Size and Sound Effects
	52.3%

	
	Total
	100%

	
	
	

	Part III: Demographic Information

	
	
	
	

	(34)
	Gender:

	
	a
	Male
	46.2%

	
	b
	Female
	53.8%

	
	Total
	100%

	
	
	
	

	(35)
	Age group

	
	a
	18 and under 25
	2.7%

	
	b
	25 and under 45
	35.4%

	
	c
	45 and under 65
	58.8%

	
	d
	65 or above
	3.1%

	
	Total
	100%

	
	
	
	

	(36)
	Marital Status:

	
	a
	Single without children
	26.2%

	
	b
	Single with children
	0%

	
	c
	Married without children
	19.6%

	
	d
	Married with children
	54.2%

	
	Total
	100%

	
	
	
	

	(37)
	Monthly Household Income

	
	a
	Less than HK$10,000
	5.8%

	
	b
	HK$10,000 and under HK$30,000
	18.5%

	
	c
	HK$30,000 and under HK$50,000
	30.8%

	
	d
	More than HK$50,000
	45%

	
	Total
	100%
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