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Abstract 

Nowadays, movie box-office revenue and movie theater visitor numbers are relatively 
stagnant. A particular problem is that there are fewer movie goers among young people in 
their early twenties to early thirties, who tend to spend more. In order to solve this problem, it 
is important to use advertising to increase customers’ desire to watch movies, and movie 
trailers in particular play a significant role. Currently, the production of movie trailers is very 
subjective and relies on experience and intuition. It is a matter of concern that the relative 
quality of movie trailers is inconsistent and, furthermore, qualitative evaluations are 
ambiguous (implicit). Thus, this research aims to create movie trailers that will increase 
customers’ desire to watch movies by using statistical science and biometrics. Specifically, 
this involves (1) investigating the compositional elements of movie trailers, (2) conducting 
tests using electrodermal responses, (3) analysing lines of sight during viewing of movie 
trailers, (4) analysing the scenes composing the trailer using pair comparison, and (5) 
measuring brain activity during viewing of movie trailers. Based on the findings, the authors 
constructed a “movie trailer scene composition model” by quantitatively clarifying factors 
such as when and what kind of scenes should be incorporated into movie trailers. This model 
has been used to create movie trailers that will increase customers’ desire to watch movies, 
and the required results have been attained. 

Keywords: compositional elements model of movie trailers; electro dermal responses; 
measuring brain activity 
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1. Introduction 

Moviemaking has become a major industry in Japan. Due to factors such as the emergence of 
multi-screen cinema complexes, the number of movie theater screens and the number of 
movies shown have both been increasing in recent years. By contrast, growth in box office 
revenue and movie theater visitor numbers has slowed and leveled off since 2001, making it 
necessary for today’s industry to improve the quality of its advertising to increase the 
customers’ desire to watch movies. 

Currently, movie trailers are created by movie trailer producers based on the concept of the 
film. However, the creative process is a subjective one that depends on the producer’s 
intuition and technique, and the quality of the resulting trailer varies significantly with the 
producer who created it. This study aims to propose a movie trailer scene compositional 
model by quantitatively assessing the characteristics of movie trailers that increase the 
viewers’ desire to watch movies and to facilitate the creation of trailers that increase that 
desire based on that model. 

 

2. State of the Movie Industry in Japan  

Growth in box office revenue and movie theater visitor numbers has been flat in recent years 
(Japanese Movie Industry Statistics, 2012). Advertising that increases the customers’ desire to 
watch movies will be important in resolving this issue, and movie trailers have a major role to 
play. Since production of movie trailers is a subjective process characterized by significant 
variations in quality, the ambiguity of assessments of their quality remains an outstanding 
problem. Compared to box office revenue of ¥170.862 billion and theater attendance of 
1,353.9 million in 2000, revenue and attendance have shown growth, reaching highs of 
¥220.737 billion and 1,743.58 million in 2010. Yet figures for 2011 show a decrease in both 
metrics, with revenue falling to ¥181.197 billion and attendance to 1,447.26 million. By 
contrast, the number of films showing exceeded 800 in 2006 and, despite a subsequent slight 
decline, was still 799 in 2011, 100 films more than around 2003. The number of screens, 
which was about 2,500 in 2000, exceeded 3,000 in 2006 and reached about 3,400 in 2011, 
indicating an increasing trend in recent years. Simply increasing the number of films and 
screens is not sufficient to boost box office revenue and movie theater visitor numbers. 

Examining the movie participation rate by age, the authors find that it is higher for younger 
consumers and that it decreases with age. However, looking at how that rate has changed over 
time, the authors find that while the participation rate for teenagers and customers in their 
twenties has fallen over the last 10 years, the rate has increased for customers aged 40 and 
higher. Nonetheless, the participation rate for young consumers is higher, and that group 
comprises a major segment of the movie market. 

Taking all of this together, theaters have put in place an environment in recent years that 
allows customers to watch more movies. However, movie theater visitor numbers are 
hovering around 1.6 billion, and the authors can infer that simply increasing the number of 
films and screens is not sufficient in order to encourage customers to watch more movies. In 
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the current state of affairs, there will be fewer and fewer opportunities to have customers 
watch movies if their interest is not awakened, and simply producing more movies will not 
accomplish this objective. 

Compounding this challenge is a trend among young consumers, who constitute a major 
segment of the movie market, to seek entertainment elsewhere than from movies. 
Consequently, the contemporary movie industry finds itself faced with the need to increase 
the quality of its advertising to increase the customers’ desire to watch movies. 

 

3. Previous Research 

The field of film is starting to attract scientific attention, as evidenced by research by 
Takahashi et al. on movie titles (2000) and by Tanimura on causes of movie-related behavior 
(2004). This research concluded that AIDA theory, a behavior model, applies to the process 
extending from recognition of a movie to the behavior of going to a theater, even though 
movies are an intangible asset. Imamura demonstrated that it is possible to assess the 
emotional state of customers watching movies in a quantitative manner by means of the SAM 
method (2007). Shinosaki and Shiizuka conducted a sensibility-based evaluation of movie 
posters (2007), and Uchida, Ohara and Yamada developed an approach for increasing 
customers’ desire to watch movies using the same media (2009), demonstrating the 
effectiveness of applying statistical science and line-of-sight analysis to the creation of movie 
posters. Koyama focused on the responsibilities of movie producers, who play an important 
role in the production of movies, and offered them creative support in order to improve the 
quality of movies by focusing on movie planning (2010). 

Based on this information, the authors focused on movie trailers based on our belief that they, 
out of all the movie industry’s advertising media, are best suited to attract the attention of the 
general public and communicate information about movies due to their use of video content. 

As an example of previous research that has targeted movie trailers, Shu-Gao Ma and 
Wei-Qiang Wang (2011) and Iida, Goto, and Fukuchi cited the effectiveness of using GSR 
(Galvanic Skin Response) biometrics in the creation of movie trailers (2011). This study 
focuses on video as a characteristic of movie trailers and, in an effort to build on this research, 
the authors have sought to clarify, quantify, and quantitatively assess the relationship between 
time and scenes by using the same statistical science techniques employed by Amasaka et al. 
as well as brain activity measurement techniques utilized by Kono and Muranaka (2010) in 
order to develop a creative support approach model for movie trailer producers. 

 

4. Creating Movie Trailers that Increase the Desire to Watch Movies 

4.1 Interviews of Workers at a Movie Trailer Production Company 

To investigate the movie trailer production process, the authors interviewed workers at Gal 
Enterprise Inc. They found that implicit in the work is an approach to trailer composition that 
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