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ABSTRACT

The swift changes that undergo in present-day society are leading
to an increasing personalization in consumer behavior patterns.
This effect seems to be a particularly well-reflected cinema in a
shopping center. As one of the main characteristics of the market
is its heterogeneity. However, there is distinct segment of
consumers which have different characteristics, behaviors, and
needs. Therefore, analyzing each segment of consumer is needed
to develop better services that are targeted for a specific segment.
This research used values and lifestyle to segment the consumer
of cinema audiences since the classical socio-demographics
characteristics are not sufficient for the analysis of consumer
behavior. Two-stage cluster analysis were used to perform market
segmentation. Results showed that there are four segments of
cinema audiences, i.e., solitary, apathetic, enthusiastic, and social
group. The ANOVA test confirmed that the four segments were
appropriate since it created more differentiated and consistent
clusters. This research could contribute to the theoretical and
empirical literature on consumer segmentation where different
marketing strategies could be generated for each segment.
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1. INTRODUCTION

The cinema exhibition sector in Indonesia has undergone
significant changes in the last five years. Until December 2017,
there are 263 theatres with 1,412 screens. This number increased
sharply compared to the last record in August 2012 which only
145 cinemas with 609 screens or it increased about 132 percent
[1]. Itis recorded that the number of viewers in 2017 reached 42.7
million people—it has grown dramatically compared to the last
two years which is 16 million people [2]. It means that the
competition is fierce. This has led the companies to pay more
attention to the consumers’ needs and wants.

In order to do so, the firms have to realize that market is
heterogeneous, but there are “distinct” groups—or segment—of
consumers which have different characteristics, behaviors, and
needs who might require separate services or even marketing mix
to be served [3]. Thus, analyzing demand by segmenting the
cinema consumers would allow for the design of more efficient
marketing strategies. Once the market is segmented, the firm
could target which segment it can be served best and set the
competitive positioning for the particular service [3].

Market segmentation is widely used as it can help marketers, to
develop better products and services that are targeted for a
specific segment of customer [4]; see for example: [5, 6] used
segmentation for identifying the particularities of shopping centers;
[7, 8] utilized market segmentation in tourism sector; [9] for
ecological products; while [10] for internet shoppers.

One of the most important decisions when segmenting a market is
determining the most useful variable that will be used to identify
different groups of consumers. Some studies used socio-
demographic characteristics [11, 12]; while others used benefits
sought variable [13]; motivation [14, 15]; and attitudes [16]. This
research tried to utilize values and lifestyle as they are notable for
their usefulness in the identification of consumer groups. In
addition, socio-demographic characteristics are not sufficient for
the analysis of consumer behavior [11] since they can have
different behaviors. Such attempt has been conducted to segment
a market of cinema consumers in Spain [17]. However, this paper
sought to extend the scope of the previous study by conducting the



research in Indonesia. Different consumers’ values and lifestyle
between two countries, could aid the generalization of values and
lifestyle as variables for segmenting cinema audiences.

The paper is structured as follows. In the following section, the
research method of this paper is introduced. The result of the case
study is discussed in the third section. Finally, the conclusion and
future research direction will be presented in the fourth section.

2. RESEARCH METHOD

The objective of this research is to perform a market segmentation
in order to identify different groups of cinema audiences in
accordance with their values and lifestyle. A total of twenty-eight
items related to values and lifestyle are used in this study in which
they are adapted from [17, 18]. A survey was conducted in
Semarang, a capital city of Central Java Province, to accomplish
the aforementioned goal. We believe that such kind of business is
potential since it is represented by the number of cinemas in this
city (there are six cinemas there).

The questionnaire being used in this survey had two sections that
consisted of personal information of the respondents at the first
section and the main part of the questionnaire as twenty-eight
questions related to values and lifestyles at the upcoming section.
In the first section, the information that have to be submitted are
the name of the respondents, age, gender, marital status,
educational status, and employment status. The questions at the
second section examined values and lifestyle of the respondents
on a seven-point Likert scale which are divided into two
subsections: seventeen questions related to values and eleven
questions for the lifestyles. The respondents are asked to indicate
their agreement or their disagreement towards the corresponding
question. Score of 1 indicated strong disagreement while score of
7 referred to the strong agreement.

Clustering method consists of hierarchical clustering which begins
by grouping object one by one based on similarities or distances
and non-hierarchical clustering which begins by dividing
observations into some predetermined number of clusters based
on a priori. To do segmentation, we used two-stage cluster
analysis which is the combination of hierarchical clustering and
non-hierarchical clustering. Ward’s method of hierarchical
clustering [19] was used to obtain the number of clusters. It is
used to determine the starting point and number of groups that do
not exist yet based on a priori. After the number of optimal
clusters was formed, a k-means cluster analysis [20], which is
non-hierarchical method, was performed to differentiate and
specify the characteristics for each cluster by determining the
relationship of variables, i.e., values and lifestyle. The farther the
distance between one to another group of the clusters, the greater
variant characteristics among groups, whereas the internal group
consisted of identical characteristics that were alike.

3. RESULT

This study is a survey-based research which employed
questionnaires to be fulfilled by respondents. As stated in the
previous section, this research was conducted in Semarang which
has six cinemas, each is located in the shopping center. We
performed an on-site interview as well as an online questionnaire
to collect the data. The on-site interview was conducted in a
particular cinema where people are approached at first and asked
to participate in the survey. After administering the survey, we
gained 326 valid answers from the respondents. The profile of the
respondents is depicted in Table 1.

Table 1. Profile of the respondents

Variables Categories Percentage
Gender Male 35.28
Female 64.72
Age Under 15 0
15-24 76.69
25-34 6.75
35-44 6.44
45-54 7.67
5564 2.45
Over 64 0
Marital status Single 80.37
Married 19.63
Separated/Divorced 0
Educational background Elementary school 0.30
Primary studies 3.07
Secondary studies 60.43
University level 36.20
Employment status Employee 15.95
Self-employed 3.68
Unemployed 0.31
Freelancer 1.84
Student 72.39

The survey shows that the respondents were mostly female
(64,72% for female and the rest of it for male). Furthermore, more
than 75% of the sample was between 15 and 24 years old. On the
other side, the marital status group was mostly coming from single
status with the majority percentage of 80,37%. The overall profile
shows that 72,39% of the respondents were students.

As mentioned in the previous section, Ward’s method was used in
the first stage to find the optimal number of clusters; then, the
non-hierarchical k-means clustering procedure was applied to
explore the cluster solution. The optimal number of clusters was
found to be four as they have the greatest differences among the
groups. The data were processed using IBM SPSS 25.

Validation procedure using ANOVA test shows that the four
groups were the best solution which it created more differentiated
and consistent clusters. The largest group member was Group 4
(29.8%), followed by Group 1 and Group 3 (24.8%) and the last is
Group 2 (20.6%); see Table 2 for the detail as well as the
ANOVA test result. Note that the differences were statistically
significant since all of p-value (sig.) are 0.000.

The characteristics of the four groups based on the consumers’
values and lifestyle are as follows. Group 1 is called solitary. This
group has 81 respondents who are predominantly above average
in all item questions, except in walking around neighborhood or
nearby park; visit a gym at least three times a week; enjoy social
life with friends and neighbors; take time to take care of the
elderly; grow vegetables or fruits in your garden; cook at home for
leisure; spend time caring for children by doing activities with
them and likes to watch sports on TV. This group is the only
group who likes eating in the restaurant. Based on the cinema
attendance, the members of Group 1 are the most regular cinema
consumers. They are quite active people but individualistic. The
characteristics of the member of this group are they do not like
doing activities that involve relating to others and do not like sport,
but they like art and have an environmental concern. The
members of this group are typically female (64.20%), between 15



Table 2. Segmentation of cinema audiences based on their values and lifestyle

. . . . Group 1 Group 2 Group 3 Group 4 Total
Variables and item questions Sig. 24.8% 20.6% 24.8% 29.8% 100.0%
Attends cultural events, concerts
and art exhibitions 0.00 4.81 3.67 4.78 3.61 4.21
Read business and professional
news and magazines 0.00 4.36 3.07 4.69 3.55 3.94
Stroll through neighbor-hood or 0.00 458 33 577 496 473
nearby park ' ' ' ' ' '
Visit a gym at least three times a 0.00 296 172 375 507 246
week ' ' ' ' ' '
Recycle glass, paper or plastic at 0.00 38 551 47 316 357
home ' ' ' ' ' '
Is informed about the latest ooy g5y 4.91 5.5 4.69 5.18
technological advances
Enjoy social life with friends and 0.00 535 437 6.01 587 547
neighbors ' ' ' ' ' ’
Take time to take care of the elder  0.00 4.35 242 5.73 5.1 4.52
o Take classes to learn new
;3; language skills 0.00 4.02 2.67 4.37 3.4 3.65
> Use internet, e-mail, and personal
computer at home 0.00 6.73 5.07 5.16 5.95 5.77
Go to the cinema or theatre at 0.00 531 404 436 3.99 419
least once a month
Work as a volunteer organizing
activities for young people or  0.00 5.14 3.39 5.12 4.26 451
other groups
Collaborate  with  charitable
causes and with non-profit  0.00 5.21 2.78 4.78 3.72 4.16
organizations
Grow vegetables or fruits in the 0.00 285 1.99 448 396 320
garden
Cook at home for leisure 0.00 3.83 2.76 5.53 5.11 441
Spend time caring for children by 55 4 5g 3.48 6.58 5.48 5.04
doing activities with them
Take care of and play with pets 0.00 441 2.64 4.56 2.87 3.63
Play sports frequently 0.00 4.27 3.18 5.31 4.06 4.24
Likes to watch sports on TV 0.00 3.52 2.37 4.95 3.59 3.66
Enjoy vacation outside your home 0.00 5 88 504 6.06 585 574
at least once a year
Time off is dedicated to enjoying 0.00 502 587 436 3.76 466
at home
Attends events in private leisure 0.00 3.28 294 505 262 331
clubs
i;, Spend time on activities such as
3 painting, writing or playing an  0.00 4.8 3.09 4.8 2.88 3.88
= instrument
Enjoy doing do-it-yourself jobs o 3q 367 255 5.15 27 351
with wood, metal, glass, etc.
Read magazines about nature, ) ., 4.36 2.48 4.94 3.25 3.79
wildlife or the environment
Part|C|patgs actively in the care of 0.00 436 242 501 388 398
the environment
Eat in bars (fast food and home 0.00 3.95 263 299 28 310

delivery) at least twice a week




Table 3. Classification of the different groups according to socio-demographic variables

. . Group 1 Group 2 Group 3 Group 4 Total
Variables Categories
24.8% 20.6% 24.8% 29.8% 100.0%
Gender Male 35.80% 32.84% 41.98% 30.93% 35.28%
(x% 2.213;p>0.1) Female 64.20% 67.16% 58.02% 69.07% 64.72%
Under 15 - - - - 0.00%
15-24 85.19% 71.64% 74.07% 75.26% 76.69%
Age 25-34 3.70% 7.46% 7.41% 8.25% 6.75%
35-44 2.47% 8.96% 8.64% 6.19% 6.44%
(x% 10.173; p > 0.1)
A 45-54 7.41% 10.45% 4.94% 8.25% 7.67%
55-64 1.23% 1.49% 4.94% 2.06% 2.45%
Over 64 - - - - 0.00%
. Single 87.65% 74.63% 75.31% 82.47% 80.37%
Marital status )
arrie .35% .37% .69% .53% .63%
( 2. £ 69050 1) M d 12.35% 25.37% 24.69% 17.53% 19.63%
K908 P =0 Separated/divorced - - - - 0.00%
Elementary school - - - 1.03% 0.31%
Educational level Primary studies 2.47% 2.99% 3.70% 3.09% 3.07%
2:9.421;p>0.1 Secondary studies 72.84% 53.73% 55.56% 58.76% 60.43%
X p
University level 24.69% 43.28% 40.74% 37.11% 36.20%
Employee 11.11% 25.37% 13.58% 15.46% 15.95%
Self-employed 2.47% - 4.94% 6.19% 3.68%
Unemployed - - - 1.03% 0.31%
Employment status
reelancer . 0 . 0 . 0 . 0 . 0
( 2. 19 720: 0> 0 1 Freel 1.23% 1.49% 2.47% 2.06% 1.84%
L 2SIl Student 81.48% 64.18% 71.60% 71.13% 72.39%
Retired - - 1.23% - 0.31%
Housewife 3.70% 8.96% 6.17% 4.12% 5.52%

and 24 years old (85.19%), unmarried (87.65%), and student
(81.48%).

Group 2 is called apathetic. It contains 67 respondents with the
characteristics which are below average in all item questions,
except time off dedicated to enjoying in their home. This is the
only group that is below the average in item question enjoying
vacation outside their home at least once a year. The members of
the group are apathetic who act independently and like to spend
their time at home. However, in this case, the majority of the
members in this group are female (67.16%), between 15 and 24
years old (71.64%), unmarried (74.63%), which have secondary
education (53.73%), and student (64.18%).

Group 3 is called enthusiastic. The 81 respondents in this cluster
are above average in all item questions, but they are below
average in use internet, e-mail, personal computer at home; time
off is dedicated to enjoying in their home and eating in the
restaurant at least twice a week. This is the only group that is
above average in visit a gym at least three times a week; play
sports frequently; likes to watch sports on TV; and attends events
in private leisure clubs. The members of the group are active
individuals who like doing sports, outdoor activities, activities that
involve relating to others and art. In terms of socio-demographic
characteristics, this group is predominantly female (58.02%),
between 15 and 24 years old (74.07%), and unmarried (75.31%).
They typically are enrolled in secondary education (55.56%), and
those who are student (71.60%).

Group 4 is social. This last cluster consists of 97 respondents who
are mostly below average in all item questions, except stroll
through neighborhood or nearby park; enjoy social life with
friends and neighbors; take time to take care of the elderly; use
internet, e-mail, computer at home, grow vegetables or fruits in
the garden; cook at home for leisure; spend time caring for
children by doing activities with them; and enjoy vacation outside
their home at least once a year. This group has some opposite
characteristics from Group 1. Based on cinema attendance, this
group is less regular cinema audience. They are active people and
have great social concerns but not the environmental concerns.
They do not like doing sport, outdoor activities, and art. They are
called social since they like to spend their time on activities that
involve relating to others. In terms of socio-demographic
characteristics, this group is dominated by female (69.07%),
between 15 and 24 years old (75.26%), and unmarried (82.47%).
They typically are enrolled in secondary education (58.76%) and
student (71.13%).

After segmenting the cinema audiences based on their values and
lifestyles, additional information could be added based on the
sociodemographic variable of individuals, i.e., gender, age,
marital status, education level, and employment status. The
existence of an association between those socio-demographics
variables and the group was identified by means of the chi-square
independence test, confirming the existence of an association
between both gender and marital status and the group (see Table 3
for the detail).



Based on Table 3, we can see that the gender of individuals has a
greater number of female than male (64.72%). Group 2 and Group
4 have the predominance of female (67.16% and 69.07%
respectively). The highest portion of individuals age is represented
by between 15 and 24 years old (the total is 76.69%) and there are
no individuals under 15 years old and over 64 years old. Group 3
presents the greatest number of between 55-64 years old (10.45%).
Based on marital status, the number of single reflects a high
prevalence (80.37%). It is quite similar across the four group.
Group 2 and Group 3 has the highest percentage of married
(25.37% and 24.69%). There is no separated/divorced in all group.
In terms of educational level, it can be noted that the highest
proportion is secondary studies and university level (96.63%).
Group 4 is the only group that consists of elementary studies
(1.04%); Group 1 has the greatest percentage of secondary studies
(72.84%); Group 3 presents the highest proportion of primary
studies (3.70%); while Group 2 has the greatest percentage of
university level (41.79%). It is quite similar to all educational
level across the four group. The majority according to the
employment status is student (72.39%) following is employee
(15.95%). Group 4 is the only group that consists of unemployed
(1.03%) and presents the highest proportion of self-employed;
Group 3 is the only group consist of retired (1.22%) and has the
greatest percentage of freelancer (2.44%); while Group 2 is the
only group that does not consist of self-employee and presents the
highest proportion of housewife (8.96%).

4. CONCLUSION AND FUTURE
RESEARCH DIRECTIONS

The objective of this study was to determine the segment of
cinema audiences based on values and lifestyle. Based on the
theoretical perspective, this research was aimed to give such
contribution to the related literature of segmentation study
especially for segmenting cinema audiences. The result of the
study utterly stated that based on the values and lifestyle variables
of the cinema audiences, there are four variant groups that could
specify human behavior types, i.e., solitary group, apathetic group,
enthusiastic group, and the social group. The first group is the
regular attendee of the cinema; the members are considered as an
individualistic person, do not like sport, doing social activities, but
they like art and have an environmental concern. The members of
the second group are considered as apathetic who act
independently and like to spend their time at home. Group 3
consists of people who are active, like doing sports, art, and
outdoors activities. The last group, i.e., social group consists of
members who like to spend their time on activities that involve
relating to others.

Several recommendations could be addressed to managers as well
as businessmen that run their business in shopping centers, the
location of the cinemas. Establishing the strategical plan based on
customers segmentation is considered as essential [21, 22]. A
more diverse lifestyle information is necessary to spread the good
impact on business actors so that the suitable recreational
facilitation can be built whereby this also suits for the existing
customers at the proper area. According to the result of this study,
Group 1 (solitary), Group 2 (apathetic), and Group 3 (enthusiastic),
are more likely to go to the cinema; hence, businesses could work
with them in terms of customer loyalty, cinema attendance, and
increasing the consumption of other activities. They should use
this opportunity since there is a way bigger possibility for the
groups to do other activities inside the shopping center, such as
doing shopping, eating at restaurant, etc.

Finally, the limitations of this study are twofold. Firstly, it is
related to the selected variables, i.e., values and lifestyle. For the
upcoming research, more variables have to be considered, such as
motivation, attitudes, and other relevant variables. The second
limitation is related to the area (geographical condition) of this
research, i.e., the study was conducted in Semarang, Indonesia.
Therefore, to make a generalization, the upcoming research
should broaden and expand the research area.
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