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Foreword
Watching films is one of the UKôs favourite pastimes. We know that the UK is becoming an increasingly diverse society and it is 

absolutely vital that the film industry reflects that by serving the broadest possible audiences, reflecting their lives and age, 

gender, ethnicity, race, sexual orientation and physical ability.

However, despite the rapidly changing demographics of modern Britain, a recent consultation across all sectors of the film 

industry revealed that there is little knowledge, insight or understanding of the definitive drivers and barriers for diverse film 

audiences in the UK. The conversations also revealed that the film sector recognised the importance and commercial value of 

understanding and delivering what diverse audiences want but that there is very little comprehensive and freely accessible 

research into diverse audiences and how best to reach them.

This new study, Portrayal Vs. Betrayal? aims to provide the answers by focusing on a number of groups including older 

women, working class, lesbian, gay and bisexual audiences; minority ethnic audiences including more recent immigrants, 

Eastern European.

The findings are intended to be a valuable tool for film makers who want to think more about the audienceôs perspective and 

make films that are relevant, connected and authentic to the broadest and most diverse film goers. In the future this could lead

to greater economic returns across the entire sector.

Mary FitzPatrick

Head of Diversity, UK Film Council 

April 2011
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Executive summary

Film consumption

Key insight

Theresearch shows diverseaudiences to be a lucrativeand passionate 
segment of the total film market, ahead of national averages for overall 
film consumption, cinema attendance and overall enthusiasm for film

The evidence
Ç Diverse audiences tend to be heavier film consumers compared to the national average, 

especially Eastern Europeans (31% are ñheavyò film consumers compared to 12% for the 
national average)

Ç Asian, Black, Eastern European and LGB audiences attend the cinema much more frequently 
than the national average (all over 30% for ñvery regularò compared to 14% for the national 
average)

Ç These audiences also have an above-average affinity for cinema, with over 1 in 2 Black, Eastern 
European and LGB audiences saying cinema remains the best place to watch film ïeven higher 
(3 in 5) for the Asian audience

Ç DVD/Blu-ray purchase levels are also higher for these audiences ïmost notably LGB (36% of 
whom are ñheavyò purchasers, compared to 19% for the national average)

Ç Older female and working class audiences are also key market segments, with a relationship 
with film more closely aligned with the national average

The conclusion

Attending better to the needs of diverse audiences is not only a good thing 
in its own right, it can elicit a hard commercial gain
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Executive summary

Ways of watching films

Key insight

Theresearch provides a market-wide examination of film consumption by 
platform, showing how some of these diverse audiences are ahead of the 
national average for digital and non-traditional ways of watching film

The evidence
Ç Asian, Black, Eastern European and LGB audiences are much more likely than the national 

average for watching films on a wider variety of platforms, especially digital

Ç Eastern Europeans are the most in tune with digital consumption to find their content, and 
unfortunately this means they heavily over-index for piracy

Ç Working class people are closely aligned with the national average for their viewing patterns

Ç While the older female audience lags below the national average in their incidence of viewing 
across the variety of platforms, it is worth bearing in mind that still 2 in 3 buy DVDs, 1 in 10 buy 
Blu-rays and 1 in 3 attend the cinema regularly

Ç The report provides incidence levels for watching by each platform, plus a detailed volumetric 
share analysis ïall by demographics and by each diverse audience

The conclusion

Asian, Black, Eastern European and LGB audiences are much less 
traditional in their viewing patterns than the average audience
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Executive summary

The perceived power of film

Key insight

The great majority recognise the awesome power of film to tell stories, to 
influence, to educate and to inspire. Our countryôs diverse audiences are 
even more aware of this power, especially for filmôs ability to generate 
role models and to influence the public mindset. 

The evidence
Ç 69% of the general public say that films have the power to educate about real life issues ïand 

our diverse audiences even more readily agree with this (75% for the older female audience, 74% 
for the Asian audience)

Ç More than merely inform, 1 in 2 of the general public also go further to say that film has the 
power to challenge stereotypes ïand again our diverse audiences are ahead of the national 
opinion on filmôs power to change the mindset (80% of the LGB audience, 75% of the Black 
audience)

Ç The detailed report also investigates the power of film to create stories and scenes about diverse 
communities that make people want to talk to each other about issues and how film can play a 
role in learning about people unfamiliar to us ïall of these findings all point towards an 
extraordinary power that film has to shape and mould public opinion

The conclusion

That film has such a power to influence mindsets means filmmakers should 
spend time to reflect on how all parts of our society are portrayed
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Executive summary

The importance of portrayal

Key insight

Of course there is room for fantasy and escapism, but the research shows 
clearly that authenticportrayal of our nationôs diverse audiences is very 
important, and the view is felt even more keenly by people within these 
diverse audience segments

The conclusion

Filmmakers should do more to ensure that portrayal of diverse audiences 
is more authentic and genuine, meeting not only the needs of important 
market segments, but also reflecting majority national opinion

The evidence
Ç 7 in 10 of the general public say it is important for some films to portray real life issues facing 

our communities ïour diverse audiences tend to think this even more important (e.g. 88% of the 
Black audience)

Ç Diverse audiences are also more likely to think it important that they can see stories, characters 
and settings to which they can personally relate ïfor example, 65% of the working class 
audience say it is important to see their own stories authentically reflected in the films they 
watch

Ç Later we will see that more work needs to be done to create a more realistic, genuine and 
authentic portrayal and this is felt more keenly by our nationôs diverse audiences, who, as we 
saw earlier, are highly connected with film 
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Executive summary

We have come a long way buté

Key insight

Nearly 7 in 10 of the general public believe UK filmôs authenticity of 
portrayal has improved over the last decade, a view shared by diverse 
audiences. While we have undoubtedly improved, diverse audiences tell 
us a great deal more work needs to be done to get more authentic.

The evidence
Ç 67% of the general public say the portrayal of our nationôs diverse audiences has become more 

authentic over the last ten years ïand this view is largely shared by diverse audiences

Ç The stark difference comes when we enquire about the amount of work needed to be more 
authentic: 19% of the general public perceived ña great dealò more work needs to be done, and 
this compares to 43% for the Asian audience and 58% of the Black audience

Ç Only 5% of the Asian audience, 3% of the Black audience and 5% of the Eastern European 
audience think no work is required and the general public agree

Ç Nearly everyone has an opinion to share on the portrayal of diverse audiences in film ïless than 
5% of the general public answered ñnot sureò to all the attitudinal statements asked in the 
research

The conclusion

We have improved but diverse audiences, particularly Black and Asian, 
are telling us we are far from finished to get portrayal right
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Executive summary

The need for more authentic portrayal

Key insight

Ç 4 in 10 of the general public say characters from 
ethnic minorities are too often in films as a token 
gestureïand feelings are even more intense among 
our nationôs diverse audiencesé

o 60% for LGB

o 69% for Asian

o 76% for Black African/Caribbean

o 62% for Eastern European

Ç Over 1 in 3 of the general public say roles for minority 
groups too often have no depth and are poorly written 
ïand feelings are even more intense among our 
nationôs diverse audiencesé

o 54% for LGB

o 58% for Asian

o 72% for Black African/Caribbean

o 51% for Eastern European
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Executive summary

Enhancing portrayal as a commercial consideration

Key insight

The research shows the importance of diverse audiences as segments of 
the total film market, so making films that reflect their lives and settings 
more authentically will pay dividends. There is strong evidence to suggest 
that film demand will increase if portrayal is more real.

The evidence
Ç We asked about the demand for watching film. The following are the proportions from diverse 

audiences who tell us they would watch more films if people from diverse backgrounds were 
portrayed more authentically:

o 32% of the Older female audience

o 31% of the C2D working class audience

o 51% of the LGB audience

o 59% of the Asian audience

o 66% of the Black audience

o 54% of the Eastern European audience

The conclusion

Creating more authentic portrayals in UK film is not mere lip-service to 
political correctness ïit can elicit a commercial reward
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Executive summary

Selected examples of how we 
should enhance portrayal (1 of 2)

Key insight

In the report we look at specific, sometimes controversial, ways in which diverse audiences are 
portrayed. Below are a selection of attitudes of diverse audience members ïfrom older women, 
working class (C2DEs) and LGBsé

Did you knowé?

Ç 69% of the older female audience think that films feature and glamorise the young with older 
female characters being significantly under-represented

Ç 56% of the older female audience think older characters, especially women, are too often 
marginalised and tend only to feature as background characters

Ç 48% of C2s and 55% of DEs say stories focusing on working class people are too often 
depressing

Ç 37% of C2s and 38% of DEs say there should be more middle class tragedy in UK film

Ç 80% of the LGB audience think that characters portrayed as gay too often have their sexual 
orientation as the main character trait

Ç 64% of the LGB audience think that characters portrayed as lesbian are too often depicted as 
male sexual fantasies

é and these views are shared by the general public
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Executive summary

Selected examples of how we 
should enhance portrayal (2 of 2)

Key insight

In the report we look at specific, sometimes controversial, ways in which diverse audiences are 
portrayed. Below are a selection of attitudes of diverse audience members ïfrom Asian, Black 
and Eastern Europeans living in the UKé

Did you knowé?

Ç 78% of the Asian audience say Asian characters are too frequently portrayed as having family 
conflicts

Ç 74% of the Asian audience say Asian religious culture needs to be reflected more authentically

Ç 80% of the Black audience say Black characters are too often portrayed as drug dealers in films

Ç 63% of the Black audience say Black characters are too often portrayed as being overtly sexual

Ç 72% of the Eastern European audience thinks that new immigrants from Eastern Europe are too 
often portrayed at the bottom of the economic ladder

Ç 75% of the Eastern European audience think films need to paint a more realistic picture of 
Eastern Europeans living in the UK

é and these views are shared by the general public
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Ç We highlight in this report just how passionate and commercially important our 
nationôs diverse audiences are to the UK film industry

Ç We show just how important film is to both the general public and diverse 
audiences, with the latter even more attuned to filmôs power to inform and influence 
the public mindset

Ç While most feel that we have moved on considerably in the last decade, many of 
our diverse audiences are telling us that a great deal more work needs to be done 
to enhance the authenticity of portrayal and the general public agree

Ç Enhancing portrayal is not only a good thing in its own right, it serves the demand of 
important market segments and is shown to have considerable commercial benefits 
in stimulating the demand for film

Ç In the report we look in depth at some instances of the need for better portrayal for 
each diverse audience ïjust one example of many is that 61% of the older female 
audience feel that older characters, especially women, tend not to be portrayed as 
having sexual needs and desires (there are many other examples of stereotypical 
or unrepresentative portrayal in the detailed report)

Ç That film has such a power to inform and influence creates a need for filmmakers to 
stop and consider how best to portray our societyôs different and diverse audiences



Detailed findings

Cinema attendance 
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Market overview

Estimated levels of film consumption
among the general national public

12%

36%

20%

22%

7%
3%

None

1 to 5

6 to 10

11 to 25

26 to 50

Over 50

Total number of films watched in last three months
Base: representative sample of total GB 16+ population (2,228)

Male Female 16-24 25-34 35-44 45-54 55+

Base 1,060 1,168 273 433 426 341 755

None 11% 12% 11% 7% 10% 8% 17%

Light 34% 38% 35% 36% 33% 31% 40%

Medium 43% 41% 40% 45% 43% 50% 37%

Heavy 12% 9% 15% 11% 14% 12% 5%

ñLightò 36%

ñMediumò 42%

ñHeavyò 10%

To start our market overview, letôs first look at 
the total number of films consumed by the 
general GB public aged 16+ per quarter.

These are films watched on any platform, 
including cinema, TV, digital and piracy. A 
breakdown is provided by platform and a 
volumetric analysis later in this chapter.

First we see just how important film viewing is 
today despite the plethora of other ways of 
spending our leisure time nowadays. This is 
true too for 16-24s.

Over half the nation are watching six or more 
films a quarter and over one in ten watch more 
than 25 films a quarter, which is around two 
films a week.

Film is for everyone, for males and females of 
all ages. Film consumption is slightly lower 
among the over 55s, but still over two in five are 
watching six or more films a quarter.

Film remains a crucial part of all our lives. Over half of the nation are 
watching 6 or more films a quarter, with 1 in 10 watching 25 or more. 
Overleaf we see how film consumption compares for diverse audiences.

The
overview

ñNoneò 12%
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Market overview

Estimated levels of film consumption 
(quarterly) among diverse audiences

Films are for everyone and diverse audiences are 
even more into film, with levels of medium/heavy 
viewing much greater than the national average.

The Eastern Europeans and LGB audiences we 
interviewed are particularly high film viewers.

Older women and working class people are more 
mainstream, more closely aligned with the 
national average, the former being lighter viewers 
of film. While their viewing is less than that of the 
other diverse audiences surveyed, film still 
represents a very important aspect of their lives. 
So again we see that film is for everyone.

This analysis really highlights the need for 
filmmakers to consider carefully the needs of 
these diverse audiences. They are an important 
segment of the total market and it is clear from 
the analysis they spend a disproportionate 
amount of time and money on film. We will go into 
detail later on how and why it is important to cater 
for their needs and to ensure authentic portrayal, 
and the potential commercial benefits for 
delivering against these needs.

12% 36%

41%

24%

26%

38%

10%

18%

47%

42%

48%

64%

60%

48%

59%

64%

45%

10%

12%

13%

13%

14%

31%

18%

8%

Total GB

Total GB into film

Asian

Black African/Caribbean

C2D/Working class

Eastern European

Lesbian, Gay, Bisexual

Older women

None Light Medium Heavy

for better comparison with 
diverse audiences below

Our nationôs diverse audiences are among the most highly connected 
with film, representing a highly attractive segment of the market from a 
commercial perspective

The
overview
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Market overview

Cinema attendance frequency 
among the general public

6%
6%

15%

23%
28%

22% Weekly or more often

Fortnightly

Monthly

Every few months

Less often

Never

Cinema attendance frequency
Base: representative sample of GB 16+ population (2,228)

Male Female 16-24 25-34 35-44 45-54 55+

Base 1,060 1,168 273 433 426 341 755

Very regular 18% 8% 25% 33% 10% 5% 3%

Regular 37% 39% 52% 41% 44% 40% 26%

Occasional 25% 31% 14% 20% 32% 31% 33%

Never 20% 23% 8% 6% 14% 24% 38%

ñVery regularò 13%

ñRegularò 38%

People, as we will see later, tend to agree 
that the cinema remains the best place to 
see film.

Among the general public, 1 in 2 say they 
are regular attendees, going to the 
cinema at least every few months.

Attendance peaks among the under 35s 
and tends to trail with age. But even 
among the over 55s attendance is high in 
absolute terms ïnearly 3 in 10 of the 
over 55s surveyed say they go to the 
cinema at least every few months.

Overleaf we compare cinema attendance 
of the general public to the diverse 
audiences.

ñOccasionalò 28%

ñNeverò 22%

The cinema remains the best place to see film and over 1 in 2 
of the general public count themselves as regular attendees

The
overview
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Many of the diverse audiences are even 
more into cinema than the average of the 
general public. Eastern European and Asian 
audiences in particular stand out, as do 
Black and LGB audiences. Working class 
people are more mainstream, on average.

Older women are less likely than average to 
visit the cinema, but 7 in 10 attend with 
some regularity, highlighting that cinema is 
for people of all ages.

As with the general demand and passion for 
film, this is strong evidence for filmmakers 
to sit up and take notice of these 
audiences. They over-spike for passion and, 
as we see here, for attendance. As such, 
they are a crucial and lucrative segment of 
the total market. 

13%

14%

36%

32%

15%

36%

31%

5%

38%

43%

49%

47%

45%

53%

46%

28%

28%

26%

13%

17%

24%

10%

17%

37%

22%

17%

3%

5%

17%

6%

30%

Total GB

Total GB into film

Asian

Black African/Caribbean

C2D/Working class

Eastern European

Lesbian, Gay, Bisexual

Older women

Very regular Regular Occasional Never

Market overview

Cinema attendance frequency 
among diverse audiences

for better comparison with 
diverse audiences below

Cinema attendance frequency
Bases: representative sample of GB 16+ population and diverse audiences

Diverse audiences are into cinema, some much more strongly than 
the national average ïthey are a crucial segment of the total market 
and filmmakers should be aware of their needs for commercial reward

The
overview
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Over 2 in 5 of the general public agree that 
the cinema remains the best place to enjoy 
watching films. This view is most strongly 
felt by the under 45s.

Diverse audiences are even more 
connected with film and cinema, ahead of 
the national average. This is particularly true 
for the Asian, Eastern European, Black and  
LGB segments of the audience. 

Older women (and older people in general) 
tend to visit the cinema less frequently in 
comparison, but even so, 2 in 5 say it 
remains the best place for film. The view of 
working class people is close to national 
public opinion, with over 2 in 5 saying 
cinema is the best place to watch films. 

41%

44%

62%

54%

41%

57%

54%

38%

Total GB

Total GB into film

Asian

Black African/Caribbean

C2D/Working class

Eastern European

Lesbian, Gay, Bisexual

Older women

Market overview

Belief that the cinema remains
the best place to enjoy film

% that agree the cinema is the best place to watch films
Bases: representative sample of GB 16+ population and diverse audiences

A substantial proportion of the general public feels cinema remains 
the best place to watch film ïand the view tends to be even more 
likely felt by diverse audiences

The
overview

split by 
demographics

% that agree among diverse audiences

Male Female 16-24 25-34 35-44 45-54 55+

49% 40% 49% 46% 55% 36% 39%



23

Market overview

DVD/Blu-ray purchase levels in past year 
among the general public, including gifts

31%

33%

18%

10%

7%

None

1 to 5

6 to 10

11 to 25

26 or more

DVD/Blu-ray purchase levels in the past year
Base: representative sample of GB 16+ population (2,228)

Male Female 16-24 25-34 35-44 45-54 55+

Base 1,060 1,168 273 433 426 341 755

None 31% 32% 20% 13% 26% 27% 50%

Light 31% 35% 30% 39% 34% 34% 31%

Medium 19% 17% 23% 25% 21% 17% 11%

Heavy 19% 16% 28% 23% 19% 22% 7%

ñNoneò 31%

ñLightò 33%

To investigate peoplesô connection with 
film, we also want to take home 
entertainment into account. 

Here we see the levels of DVD/Blu-ray 
purchasing among the general public. 

69% of the general public say they bought 
a disc in the past year and we split the 
data further by purchase level.

Younger people, as would be expected, 
are the heaviest purchasers. There is not a 
great deal of difference by gender.

While purchasing tends to trail off with age, 
it is still the case that half of all 55+ year 
olds say they bought a DVD or Blu-ray in 
the last 12 months.

A key analysis is to compare the incidence 
and level of disc purchasing of the general 
public to that of diverse audiences ïthis is 
provided overleaf.

ñMediumò 18%

ñHeavyò 17%

7 out of 10 people in the country say they bought a DVD or Blu-ray 
disc in the last year, with 16-24s being the heaviest purchasers

The
overview
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Market overview

DVD/Blu-ray purchase levels in past year 
among diverse audiences, including gifts

DVD/Blu-ray purchase levels in the past year
Base: representative sample of GB 16+ population and diverse audiencesThe passion for film among many diverse 

audiences not only manifests itself in 
elevated cinema attendance, but also in 
healthy demand for home entertainment 
DVDs and Blu-rays.

The group that spikes the most is LGB, over 
a third of whom count themselves as heavy 
film purchasers for the home. 

Black and working class people are slightly 
ahead of the national average, while Asians 
and Eastern Europeans are more aligned to 
the average.

Older women are less likely to purchase 
discs, but in absolute terms, nearly 2 in 3 
purchase with some regularity, with 12% 
being heavy purchasers.

This is more evidence to show that diverse 
audiences provide a substantial share of 
commercial revenues for film. We will see 
later that there is an opportunity to increase 
this potential.

for better comparison with 
diverse audiences

Diverse audiences, most notably LGB, account for a 
considerable slice of home entertainment revenues

The
overview

31%

25%

23%

21%

22%

21%

15%

37%

33%

36%

35%

33%

34%

39%

27%

41%

18%

20%

22%

21%

20%

19%

22%

11%

17%

19%

20%

24%

24%

21%

36%

12%

Total GB

Total GB into film

Asian

Black African/Caribbean

C2D/Working class

Eastern European

Lesbian, Gay, Bisexual

Older women

None Light Medium Heavy
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Market overview

An overview of how the
general public watch films
(other than cinema and live TV)

Watch films in this wayé
Base: representative sample of total GB 16+ population (2,228)The ways people can watch films is ever 

expanding and here we look at the incidence of 
ever seeing a film on platforms other than live 
broadcast TV and cinema.

We see the importance of the DVD market and 
that Blu-ray (BD) still has a long way to go 
before it can begin to approach the incidence 
levels of its predecessor. 

We also see the ever-growing importance of 
DVR and catch-up TV.

And while it remains a minority level, we also 
see the significance of the online market, both 
legal and illegal. 

Nearly 1 in 5 (18%) of the general public say 
they have watched a pirated film downloaded 
via peer-to-peer (p2p) networks or downloaded 
via links spread on blogs/discussion boards and 
hosted on cyberlockers/file-hosting sites.

Overleaf we provide a breakdown of the 
general public data by demographics.

There are so many ways to watch a film nowadays ïtraditional formats 
like DVD still top the list but we can picture the growth of Blu-ray, TV 
platforms and digital, with piracy prevalent for nearly 1 in 5 of the public

The
overview
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Total GB

Gender Age

Male Female 16-24 25-34 35-44 45-54 55+
Base 2,228 1,060 1,168 273 433 426 341 755

Receive DVD gift 73% 70% -3 76% +3 73% 0 78% +5 74% +1 76% +3 69% -4

Buy DVD 68% 67% -1 68% 0 75% +7 75% +7 76% +8 68% 0 57% -11

Recorded from TV 65% 68% +3 63% -2 58% -7 65% 0 60% -5 67% +2 71% +6

Catch-up TV/iPlayer 52% 53% +1 52% 0 64% +12 60% +8 51% -1 55% +3 44% -8

Subscription TV/Sky 46% 49% +3 44% -2 48% +2 64% +18 49% +3 54% +8 31% -15

Rent DVD 36% 36% 0 36% 0 49% +13 50% +14 41% +5 31% -5 22% -14

Online streaming 23% 30% +7 17% -6 52% +29 38% +15 20% -3 15% -8 10% -13

Pay-per-view TV 23% 26% +3 21% -2 32% +9 41% +18 24% +1 27% +4 9% -14

Buy BD 20% 25% +5 15% -5 32% +12 34% +14 21% +1 16% -4 9% -11

Receive BD gift 19% 23% +4 15% -4 34% +15 34% +15 19% 0 15% -4 6% -13

Legal download 17% 22% +5 12% -5 39% +22 32% +15 12% -5 11% -6 5% -12

Piracy-P2P 16% 21% +5 10% -6 35% +19 36% +20 11% -5 8% -8 5% -11

Rent BD 13% 16% +3 11% -2 24% +11 32% +19 13% 0 6% -7 3% -10

Piracy-cyberlockers 11% 16% +5 7% -4 33% +22 28% +17 6% -5 4% -7 1% -10

Of course we expect to see 
some large differences when 
we split the incidence of 
viewing by platform by gender 
and age.

The biggest differences are by 
age, where it is very clear to 
see that younger people are 
much more likely to be digital 
and Blu-ray compared to 
older demographics.

1 in 3 16-24 year olds say 
they have watched a bought 
Blu-ray film.

We also see very high levels 
of piracyïover 1 in 3 of 16 to 
34 year olds have watched a 
movie pirated downloaded via 
peer-to-peer sites and 
software.

Market overview

An overview of how the
general public watch films
(other than cinema and live TV)
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Asian

Å Many films this audience watch are mainstream 
UK and Hollywood blockbusters with big name 
stars and special effects. 

Å Asian audiences display above average 
consumption patterns to the mainstream 
(although in many ways this audience are 
mainstream), so DVD and Cinema consumption is 
not unusual. 

Å Pakistani respondents in general, although 
particularly females, are watching a fair amount of 
South Asian film/TV. This is in contrast to our 
Indian respondents, for whom Bollywood can 
appear out of date and not in tune with modern 
times. 

Å There is an overall feeling, however, that Asian 
film is highly inaccessible in UK cinema as it is 
shown at inconvenient times and this is a 
suggested area for improvement.

Qualitative insight

Black African / Caribbean

Å Whilst the black audience that we met qualitatively 
were interested in mainstream film genres, their 
tastes were also influenced by black directors. 
This issue dominated discussion ïwith the 
overriding issue that there are very few British 
black directors of note.

Å They were particularly attracted to films with all 
black casts. They like films such as óWhy did I get 
married?ô (one respondent recently got married so 
could relate to it!) and óThe Family that Preysô, 
both of which were directed by Tyler Perry. 

Å One group attendee was a collector of U.S. 
óBlaxploitationô films, primarily because of the 
music. Many more buy movies with all black 
casts from Amazon (shipped from the US).

Å Overall there is a feeling that films with an all 
black cast are highly inaccessible in UK 
cinemas, for example they may be shown in one 
cinema in the whole country (Brixton) or are 
shown for extremely short periods ïsometimes 
just a few days.

Qualitative insight
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Social Grade C2DE

Å Most of our respondents spontaneously knew
half a dozen UK films and could often name the 
director and lead actors.

Å Word of mouth is influential, but big budget 
marketing campaigns are often recalled, press 
and poster advertising, trailers, internet 
advertising and social networks are all used to 
form a view about which film to watch. 

Å Cinema visits are high for this audience (on 
average compared to the general public), 
although cost can be an issue.

Å Piracy is common for this audience. Often they 
and their children are downloading films illegally 
and sharing them, or they are buying pirate DVDôs 
at work or in public houses.  Little thought is given 
to the industry, in fact the common mantra is óyou 
are a fool if you donôtô. 

Qualitative insight

Eastern European

Å Eastern Europeans watch a wide range of film genres 
including action, sci-fi, romcom, drama, comedy drama, 
war films and horrors.

Å While they watch a wide range of UK/big budget 
Hollywood  films, they also consume a variety of films 
from across Europe (largely picked up from the 
frequently mentioned Polish Box). These tended to be 
the same genres as mentioned above.

Å This group will generally decide to watch a film having 
seen a trailer or having received a word of mouth 
recommendation from a friend.  Whilst cinemas are 
visited quite often, films were consumed via DVD/TV 
(again using Polish Box).

Å Younger Polish people, like many of the C2DE social 
class white audience we spoke to, were downloading / 
streaming a lot of films illegally and sharing pirate 
DVDs with people at work.

Qualitative insight
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Gay and Lesbian

Å Our lesbian respondents liked less ótraditionalô film,
for example Film Noir, Classics, World Cinema and Bio 
Pics.

Å Being interested in film, lesbian women are actively on 
the lookout for trailers. Of all the audiences, they are 
most likely to rely on their own instincts when choosing 
a film to watch.

Å For both gay and lesbian audiences there is a degree of 
word of mouth recommendation that takes places as 
well.  They tend not to focus on reviews as much as other 
audiences, primarily because the reviews cater for mass 
audience tastes.

Å The gay audience was fairly mainstream in their film 
viewing habits and watched films via a mix of visiting the 
cinema , renting DVDs, subscribing to movie channels and 
watching films on TV. 

Å A genre/storyline considered to be of specific interest is 
the key factor leading  gay men to watch a film as well as 
a big name cast and special effects.

Qualitative insight

Older Women 50-75yrs

Å This group is more  traditional in their 
consumption ïthey do not visit the cinema as 
regularly as younger people, but  they make 
outings if they read good reviews in the national 
press.  Many are often going to the cinema with 
grandchildren to enjoy family films. 

Å The majority are watching films at home, often 
renting them on DVD,  with a large number also 
recording films from television. There is a 
greater reliance on the TV as a source of film.

Å They are influenced highly by trailers and 
posters in the main. Personal recommendation is 
very strong and powerful in influencing film 
watching, although the repertoire of films is fairly 
narrow ïthis audience knows what it likes. 

Å The younger members of this older audience 
in London that we spoke to were more in tune 
with technology, many have iPhones and one 
had a Kindle.  Two of the youngest and sociable 
are on social media and were having lively social 
lives, although this was rarely cited as influencing 
their film choices in any way.

Qualitative insight
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xxx

Market overview

An overview of how 
diverse audiences watch films
(other than cinema and live TV)

Total GB 
Asian

Black African/

Caribbean

C2D/

Working class

Eastern

European

Lesbian, gay,

bisexual

Older 

women

Receive DVD gift 73% 70% -3% 81% +8% 78% +5% 84% +11% 89% +16% 77% +4%

Buy DVD 68% 66% -2% 77% +9% 72% +4% 70% +2% 88% +20% 63% -5%

Recorded from TV 65% 61% -4% 65% 0% 62% -3% 34% -31% 68% +3% 68% +3%

Catch-up TV/iPlayer 52% 66% +14% 81% +29% 54% +2% 58% +6% 70% +18% 50% -2%

Subscription TV/Sky 46% 56% +10% 69% +23% 49% +3% 43% -3% 50% +4% 36% -10%

Rent DVD 36% 48% +12% 49% +13% 39% +3% 48% +12% 51% +15% 29% -7%

Online streaming 23% 47% +24% 56% +33% 28% +5% 63% +40% 41% +18% 9% -14%

Pay-per-view TV 23% 30% +7% 35% +12% 27% +4% 19% -4% 28% +5% 13% -10%

Buy BD 20% 29% +9% 27% +7% 21% +1% 23% +3% 27% +7% 10% -10%

Receive BD gift 19% 26% +7% 26% +7% 19% 0% 21% +2% 24% +5% 8% -11%

Legal download 17% 38% +21% 43% +26% 18% +1% 43% +26% 34% +17% 5% -12%

Piracy-P2P 16% 31% +15% 26% +10% 16% 0% 49% +33% 25% +9% 5% -11%

Rent BD 13% 22% +9% 23% +10% 14% +1% 18% +5% 24% +11% 6% -7%

Piracy-cyberlockers 11% 31% +20% 22% +11% 13% +2% 41% +30% 20% +9% 1% -10%
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There are some very large differences to the average general public when compared to diverse audiences.

Eastern Europeans, for example, are heavily into streaming, downloading and piracy to acquire their films, presumably 
in native language. Asian and Black audiences are also disproportionately into a digital life, both legal and illegal. The LGB 
audience over-indexes for digital, but also for purchased and gifted DVDs. Working class people are more closely aligned 
to the national average and older women tend to be less likely to consume films from newer digital platforms.

This is further evidence to show that these audiences are highly connected with film, that they are ahead of the curve for 
digital adoption and, arguably, more needs to be done to provide what they need/demand though legitimate channels.
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Market overview

Volumetric analysis ïgeneral public
(share of volume by way of watching films)

We asked the general public to tell us precisely how they watched the last ten films they saw, whether 
it was on TV, on DVD, in the cinema, downloaded and so on. By aggregating all the data we are able 
to assess the share of volume by platform/channel, as above.

As you can see, TV, in its various forms, accounts for a large share of volume, as does DVD. Blu-ray 
is undoubtedly growing but as of now represents a relatively low share. Online/digital accounts for a 
sizeable chunk of volume, but much of it is piracy.

The volume shares shown above represent the total national market. An even more interesting 
analysis is to look at the same volume shares by different age groups in the country.
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Market overview

Volumetric analysis ïgeneral public
(share of volume by way of watching films split by age)

We see some clear patterns emerging when we assess the share of ways of watching film by age. As people get older, 
they are typically more reliant on more traditional TV-based platforms (as shown in grey). Younger people, especially 16-
24s squeeze TV-based viewing considerably and spread their viewing across more platforms more evenly, and they are, 
as one would expect, the greatest users of digital. This includes piracy, which represents a considerable share of viewing 
among the under 35s. While DVD-based viewing and cinema viewing is roughly even across age groups (albeit dipping for 
the over 55s), the newer Blu-ray format is more biased towards the under 35s.
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Market overview

Volumetric analysis ïdiverse audiences

We can do the same share of volume analysis for each diverse audience. Again, some striking differences compared to 
the national average. The most clear difference is the use of online/digital by Eastern Europeans ïthey are clearly 
watching a massively disproportionate volume through streaming and piracy, which in turn squeezes their reliance on TV. 
Cinema plays a disproportionate role for Asians, Eastern Europeans and, to a lesser extent, for Black and LGB audiences. 
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What film means to people
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What film means to people

Passion for film and a 
way to spend leisure time

% that agree with these statements
Base: representative sample of GB 16+ population into film (1,978)

Male Female 16-24 25-34 35-44 45-54 55+

Base 941 1,037 250 408 389 312 619

Pleasurable 74% 77% 63% 71% 84% 81% 75%

Relax 73% 79% 63% 73% 81% 83% 76%

Escape 58% 65% 59% 63% 71% 65% 54%

Sharing 53% 65% 57% 62% 69% 61% 51%

Important 47% 53% 51% 60% 59% 51% 39%

Passionate 43% 37% 53% 60% 52% 37% 18%

Here is an overview of peoplesô basic 
relationship with film. We see that film has the 
power to make peoplesô lives more pleasurable
and they are an outlet for escapism from the 
daily grind. This is true for all demographics and 
it never leaves us as we get older.

Film is a shared experience for many, 
especially so for people in their late 30s as 
family matters become more important.

It is so important that over 2 in 5 of the general 
public state themselves to be passionate about 
film. Incidence of passion is higher among the 
under 45s, where a majority of people say they 
are passionate about film and while it trails off 
for the over 45s, still a substantial minority say 
they are passionate about film.

Despite all the competing pressures on 
peoplesô time and spend, film is seen to be a 
vital part of our lives. But what about for the 
different diverse audiences? We show this 
overleaf.

Confirming what we already know, film has the power to enrich our lives 
and escape the daily grind. So much so that a majority of the under 45s 
say they are passionate about film.

The
overview

76%

76%

62%

59%

50%

40%I am passionate about films

Watching films is an
important part of my leisure life

Films are a great way of sharing
experiences with family & others

Watching a film is a pleasurable
way to fill my time

I like to watch films to escape the
pressures & demands of everyday life

I watch films to relax & unwind



Total GB 

into film
Asian

Black African/

Caribbean

C2D/

Working class

Eastern

European

Lesbian, gay

bisexual

Older 

women
Pleasurable 76% 82% +6 87% +11 75% -1 84% +8 90% +14 78% +2

Relax 76% 81% +5 85% +9 75% -1 86% +10 86% +10 81% +5

Escape 62% 70% +8 61% -1 63% +1 66% +4 69% +7 63% +1

Sharing 59% 75% +16 82% +23 62% +3 68% +9 67% +8 63% +4

Important 50% 70% +20 64% +14 50% 0 66% +16 69% +19 46% -4

Passionate 40% 61% +21 66% +26 43% +3 65% +25 64% +24 22% -18
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% that agree with these statements
Base: diverse audiences benchmarked against total GB into film

The general public are seen to be into film and to value it greatly, but the results pale in comparison to many of our nationôs 
diverse audiences. Lesbian/Gay/Bisexual, Asian, Black and Eastern European members of our society are substantially 
more passionate about film than the average general public. We have already seen that there are some key drivers for this, 
such as above-average level of viewing and cinema attendance.

The comparative figures for older women and for working class people is more on a par with the national average. Older 
women are less likely to say they are passionate about film, but they remain either on average or slightly ahead for valuing 
film as part of their lives (as are working class people). 

What this shows is that our societyôs diverse audiences are not only highly connected with the medium of film, but they are 
an audience that must not be ignored when considering how best to fill the cinema and for home entertainment. The relative 
commercial attractiveness of these audiences will be a running theme in this report, as will be the need for their authentic 
portrayal in film itself.
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People in diverse segments are highly connected with film ïdelivering 
against their needs will unlock a substantial commercial potential

The
overview

What film means to people

Passion for film and a 
way to spend leisure time
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7 in 10 say film 
conveys 
powerful 
emotions

ñAmerican Beauty was an inspiring film. It made me look 
at things differently...how we all have our own private 

issues to deal with.ò

Female (Indian, focus group)

7 in 10 say 
films are 
inspirational

ñThat was one film [Philadelphia] that did truly affect me. To 
see someone being treated so badly for such a devastating 
affliction was heartbreaking. But then again it is more of a  
tragedy for gay people...ò

Male (Gay, focus group)

What film means to people

The power of film to tell 
stories, influence and inspire

Qualitative insight

Qualitative insight
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% that agree with these statements about film
Base: representative sample of GB 16+ population into film (1,978)

Male Female 16-24 25-34 35-44 45-54 55+
Base 941 1,037 250 408 389 312 619

Emotions 70% 75% 64% 68% 82% 76% 72%

Inspirational 66% 69% 65% 65% 78% 70% 62%

Stories 50% 58% 53% 60% 56% 52% 51%

Influenced 31% 27% 46% 44% 33% 23% 13%

Role models 28% 27% 46% 45% 31% 21% 12%

People have such a strong bond with film that 
their power stretches way beyond a way of 
passing the time pleasurably. Most people 
agree that films are a vehicle to convey 
powerful emotions, having the ability to be 
inspirational. A majority also agree they are 
the most powerful way to tell stories about real 
issues in life.

While fewer people say that films directly 
influence their taste or have given them direct 
role models, still more than a quarter of the 
general public feel they have.

While there is, of course, always space for 
sheer entertainment and mindless fun, it is this 
power of film to mould and create a public 
mindset which we will explore in more detail in 
this report, especially with regard to the 
portrayal of diverse audiences and peoplesô 
attitudes towards them.

Firstly, how do diverse audiences compare with 
the general public for their power to convey 
emotions, to inspire and tell real stories? This is 
answered overleaf.

73%

67%

54%

29%

28%

Films are the most powerful way to tell
stories about real issues

Films have the power
to be inspirational

Some characters in films have become
role models that have inspired me

Films have the power to convey
powerful emotions

Some  films have influenced my
own style, fashions & taste

Film has so much more power than merely to entertain and pass the 
time. It is this power of influence that we will explore in more detail in 
this report.

The
overview

What film means to people

The power of film to tell 
stories, influence and inspire
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% who agree with these statements about film
Base: diverse audiences benchmarked against total GB into film

Filmôs power to influence and inspire is felt even more intensely by our societyôs diverse audiences. 

Å For Asians, it is about stories and finding role models that they find have a direct influence on their lives

Å Black people spike for all these factors, especially so for finding role models and stories that inspire

Å For LGB people it is more about the power of emotions, being inspired and stories about real life issues

Å Eastern Europeans too feel highly influenced by in their tastes by film, finding role models that inspire them

It is plain to see just how strongly connected these audiences are with film, making them an important audience to cater for.
But, perhaps more importantly, that film has such a disproportionate power to influence and inspire, it makes it even more 
important to ensure that their portrayal in film generally is authentic and genuine. This is what we will explore in this report.

Films can inspire and influence us all, but even more so for diverse 
audiences. Being so influential, especially for role models, means that 
the need for authenticity and genuineness is heightened.

The
overview

Total GB 

into film
Asian

Black African/ 

Caribbean

C2D/

Working class

Eastern

European

Lesbian, gay,

bisexual

Older 

women

Emotions 73% 77% +4 86% +13 72% -1 77% +4 87% +14 76% +3

Inspirational 67% 74% +7 86% +19 65% -2 75% +8 83% +16 69% +2

Stories 54% 70% +16 67% +13 57% +3 57% +3 64% +10 57% +3

Influenced 29% 44% +15 44% +15 30% +1 53% +24 36% +7 17% -12

Role models 28% 42% +14 51% +23 30% +2 49% +21 35% +7 15% -13b
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What film means to people

The power of film to tell 
stories, influence and inspire
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ñAny UK film with black people in, theyôre never lawyers or 
doctors or anything, theyôre either hardcore Christians who 
are crazy or into drugs and violence. I think that films 
reinforce stereotypes and then people wonder why thereôs a 
problem with young people not aspiring to do things with 
their lives.ò

Male (Black, focus group)

50% think films 
have the power 
to challenge 
stereotype

What film means to people

The power of film to inform, 
educate and to change a mindset

7 in 10 feel that 
film has the power 
to educate about 
real life issues 
and events

ñWe donôt all work in meat factories. We live the same 
lives as other people and we have the same problems. 
Why canôt that be shown.ò

Female (Eastern European, focus group)

Qualitative insight

Qualitative insight
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% who agree with these statements about film
Base: representative sample of GB 16+ population into film (1,978)

Male Female 16-24 25-34 35-44 45-54 55+
Base 941 1,037 250 408 389 312 619

Educate 65% 73% 63% 65% 76% 73% 67%

Challenge 53% 53% 56% 61% 63% 52% 41%

Talk 40% 56% 50% 53% 54% 51% 42%

Learned1 45% 46% 48% 52% 45% 42% 44%

Think 40% 44% 53% 52% 49% 41% 29%

Learned2 28% 29% 35% 40% 27% 27% 20%

With its power to convey emotions and tell 
impactful  stories, it is no surprise to see just 
how powerful a medium film is to change
peoplesô mindsets. 

A majority say film has the power to educate 
about real life and over half go further to say it 
has the power to challenge stereotypes.

Film, having such power, makes it all the more 
important for filmmakers to spend time to 
reflect on how all parts of our society are 
portrayed. For diverse audiences, film having 
the power to influence and change the way 
people think is a double-edged sword, 
depending on the authenticity of portrayal. 
Such influence appears to be even stronger 
when cultures and communities other than 
oneôs own are portrayed, making authenticity 
all the more important.

A filmôs influence extends beyond the viewer 
as half the general public say that films 
encourage them to talk about issues 
portrayed with friends and family, thus 
increasing the potential influence and the need 
for authenticity.

That film has such a power to educate, challenge and change mindsets, 
filmmakers should spend time to reflect how all parts of our society are 
portrayed

The
overview

69%

53%

49%

46%

42%

28%
I have learned2 a great deal about my 

own cultures & communities from films

Some films have had a major impact 
on how I think about things

Films make me want to talk about the 
issues portrayed with friends & family

Films have the power to educate
about real life issues and events

Films have the power
to challenge stereotypes

I have learned1 a great deal about different 
cultures & communities from films

What film means to people

The power of film to inform, 
educate and to change a mindset
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% that agree with these statements about film
Base: diverse audiences benchmarked against total GB into film

Filmôs power to inform, educate and change mindsets is felt to be true even more intensely by our societyôs diverse 
audiences, especially so for the Black audience. Nearly 9 in 10 of the Black audience interviewed recognise filmôs power 
to educate and inform and 3 in 4 say they have the power to challenge stereotypes. Asians, Eastern European and LGB 
audiences also have a heightened sense of filmôs ability to change the mindset.

Working class people and older women are more mainstream in their views, but still substantial proportions recognise 
the power of film to educate and inform ïfor example, 3 in 4 older women say film has the power to educate and 1 in 2 
say it can challenge stereotypes.

We are all influenced by film in the way that we think ïand filmôs 
ability to challenge stereotypes and open our minds to new ways of 
thinking and learning about new cultures is even more keenly felt to be 
true by our nationôs diverse audiences 

The
overview

Total GB 

into film
Asian

Black African/

Caribbean

C2D/

Working class

Eastern

European

Lesbian, gay,

bisexual

Older 

women
Educate 69% 74% +5 87% +18 68% -1 70% +1 82% +13 75% +6

Challenge 53% 67% +14 75% +22 51% -2 67% +14 80% +27 46% -7

Talk 49% 63% +14 67% +18 51% +2 63% +14 62% +13 57% +8

Learned1 46% 57% +11 71% +25 46% 0 66% +20 58% +12 46% 0

Think 42% 56% +14 62% +20 46% +4 65% +23 56% +14 37% -5

Learned2 28% 40% +12 47% +19 30% +2 42% +14 36% +8 26% -2b
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What film means to people

The power of film to inform, 
educate and to change a mindset
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The importance of portrayal

Importance that films portray real life 
issues facing our society in a genuine way

Male Female 16-24 25-34 35-44 45-54 55+

Base 941 1,037 250 408 389 312 619

Think 81% 83% 79% 81% 89% 82% 79%

Real life 65% 73% 72% 71% 71% 72% 65%

Fantasy 67% 68% 71% 73% 74% 70% 58%

There is room for a massive variety of films to 
be made and while this report focuses on the 
authenticity and genuineness of portrayal of 
diverse audiences, there will always be demand 
for escapism and fantasy. Over 2 in 3 of the 
general public say it is important for films to 
cater for this.

Equally important is the publicôs demand for 
films to portray real life issues facing our 
society, and over 4 in 5 agree that films should 
make us think as well as entertain.

Saying that films should be genuine or they 
should be fantasy is a false dichotomy and, of 
course, there is room for all types to be made. 
But, as we saw earlier, filmmakers have an 
awesome power to inform, mould and 
influence the mindset, so when portraying 
diverse audiences, whether in real or fantasy 
scenarios, some care should be taken to 
ensure false or hackneyed stereotypes are not 
reinforced. Authenticity and genuineness are 
important.

How important diverse audiences consider 
these issues is explored overleaf.

82%

70%

68%

Some films should make
you think as well as entertain

Some films portray real life
issues facing our communities

Some films should be more
about escapism and fantasy

% stating this is important
Base: representative sample of GB 16+ population into film (1,978)

The general public has a very strong appetite for films that make us  
think and there is equal demand for realism and escapist fantasy

The
overview



Total GB 

into film
Asian

Black African/

Caribbean

C2D/

Working class

Eastern

European

Lesbian, gay,

bisexual

Older 

Women

Think 82% 88% +6 92% +10 81% -1 86% +4 93% +11 79% -3

Real life 70% 82% +12 88% +18 70% 0 78% +8 82% +12 73% +3

Fantasy 68% 70% +2 61% -9 71% +3 62% -6 77% +5 62% -6

45

% stating this is important
Base: diverse audiences benchmarked against total GB into film

Diverse audiences too want a balance of real life and escapist fantasy, but compared to the national average they tend to 
have a greater appetite for film that  portray real life issues facing our communities. 

Perhaps this is the first evidence to suggest that the specific commercial demand from such audiences are not being 
met. This appears to be particularly true for Black, Asian and LGB audiences and, to a lesser extent, among Eastern 
Europeans. Working class people and older women are more mainstream, more closely aligned to the national average.

The notion of unmet demand is something we will expand on later.

Films that make us think and portray real issues facing our 
communities are particularly important to many of our diverse 
audiences, more so than fantasy and escapism

The
overview

The importance of portrayal

Importance that films portray real life 
issues facing our society in a genuine way
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The importance of portrayal

The importance of stories, characters and 
settings to which we can personally relate

We saw that there is public demand for real 
life issues to be portrayed and here is strong 
evidence to reinforce the need for 
authenticity and to portray stories, issues, 
characters and settings that people can 
personally identify with.

A key analysis is to compare these general 
public sentiments with those of diverse 
audiences ïthis is found overleaf.

It is interesting to see that all three are 
considered important, with the need for 
stories and people in film that can be 
personally identified proving most important. 
The setting of such stories should also be 
portrayed authentically according to 1 in 2 of 
the general public.

We see overleaf that this feeling is even 
more strongly felt by a number of diverse 
audiences.

There are actors / characters in films 
that I can personally associate with

There should be films that portray my 
own community & background 

authentically

There are stories told and issues 
portrayed that I can personally 

identify with

That we can personally associate with stories, issues and people
in films we watch is important to most of us, and 1 in 2 say community 
and background settings should be portrayed authentically

The
overview

% stating this is important
Base: representative sample of GB 16+ population into film (1,978)

Male Female 16-24 25-34 35-44 45-54 55+

Base 941 1,037 250 408 389 312 619

Stories 60% 61% 67% 68% 68% 60% 50%

Characters 53% 58% 73% 63% 66% 54% 39%

Community 49% 47% 57% 61% 53% 42% 37%

61%

56%

48%
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61% tell us it is 
important to 
personally identify 
with stories told 
and issues
portrayed

ñI didnôt identify with Judiôs character in óNotes on a 
Scandalô ïshe was vile and disturbed, and loneliness 

had made her like that.ò

Female (Older women, focus group)

56% agree it is 
important that  

there are
characters in 

films that they can 
personally 

associate with

ñWe live on council estates. People fight out there and take 
drugs so thatôs the sort of stuff we want to see because it 
reflects what we live with every dayò

Female (Low social grade, focus group)

The importance of portrayal

The importance of stories, characters and 
settings to which we can personally relate

Qualitative insight

Qualitative insight
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% stating this is important
Base: diverse audiences benchmarked against total GB into film

Most of our diverse audiences believe it is even more important to see films with stories and characters that establish that 
personal connection. We saw earlier that these audiences have a deep relationship with film and they see film as a 
powerful medium to inform, influence and change mindsets. Most of these audiences are also much more likely to say that 
the portrayal of their own communities and backgrounds should be authentic.

We will see later that these heightened feelings are most likely driven by the fact that film, especially mainstream film, does 
not come close to matching the demand from these audiences to see their own lives, stories and issues portrayed; and 
neither does it match the expectation that many portrayals, when they are expressed, are as authentic as they could be. 
These are areas we will be explore later. But from this alone we can see that the expectations and demand from these 
audiences is food for thought in its own right.

We also see that older women are slightly below the national average for thinking it important that their own lives, stories 
and issues are portrayed. We should not automatically take from this that such issues are, therefore, unimportant to them. 
We will see later that older women (and working class people) feel somewhat under-served by current output, and we ought 
to still bear in mind that 1 in 2 do think it is important for their stories to be told in an authentic way.

Our nationôs diverse audiences are more likely to consider seeing 
their own stories, issues and setting portrayed as important because
they feel under-served by whatôs made available to them currently

The
overview

Total GB 

into film
Asian

Black African/

Caribbean

C2D/

Working class

Eastern

European

Lesbian, gay,

bisexual

Older 

Women

Stories 61% 71% +10 81% +20 65% +4 75% +14 79% +18 54% -7

Characters 56% 66% +10 69% +13 58% +2 66% +10 68% +12 46% -10

Community 48% 65% +17 73% +25 50% +2 64% +16 64% +16 37% -11b
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The importance of portrayal

The importance of stories, characters and 
settings to which we can personally relate
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Half of working class people in the country 
and 2 in 5 older women say they are too 
infrequently portrayed authentically in films 
they see.

The view is felt even more intensely among 
Asian, Black African/Caribbean and LGB 
audiences, with around 3 in 5 saying they 
are too infrequently seen portrayed 
authentically.

This further strengthens the case for 
meeting the clear demand from diverse 
audiences to show and tell their own stories 
in their own settings in a genuine way.

62%

62%

50%

61%

58%

40%

Asian

Black African/Caribbean

C2D/Working class

Eastern European

Lesbian, Gay, Bisexual

Older women

The importance of portrayal

Perception of the number of films that try to 
authentically portray óyour ownô lifestyle, social 
background or community among diverse audiences

% saying there are too few films that portray own lifestyle etc.
Base: diverse audiences

Around 3 in 5 of some diverse audiences say there are too
few films that authentically portray their own lives, strengthening
a case for unmet demand

The
overview
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The importance of portrayal

Enhancing authenticity of portrayal 
increases overall demand for film

Male Female 16-24 25-34 35-44 45-54 55+

Base 941 1,037 250 408 389 312 619

Issues 41% 42% 43% 45% 38% 42% 40%

Stories 37% 36% 41% 40% 35% 34% 33%

Authentically 33% 35% 37% 40% 34% 31% 32%

Believe 33% 35% 42% 41% 36% 31% 28%

Cultures 36% 31% 43% 41% 35% 27% 28%

Characters 33% 34% 51% 39% 35% 31% 22%

Filmmakers 26% 22% 38% 31% 25% 18% 16%

Enhancing authenticity can have a return on 
investment. While it may be the right thing 
to do, it also has the potential to increase 
the return at the box office. 

Substantial proportions of the general public 
are telling us that they would watch more
films if they were more authentic, especially 
so for the portrayal of stories, people and 
scenes from diverse backgrounds.

Over 1 in 3 of the general public say they 
would watch more films if people from 
diverse backgrounds were portrayed more 
authentically ïand this is the case, more or 
less, for all demographics including those 
aged 55+.

This report focuses a great deal on portrayal 
of diverse audiences from an attitudinal 
perspective. Here, however, we see some 
direct evidence to suggest that filmmakers 
can benefit financially from delivering the 
public demand for greater authenticity.

A key analysis is how diverse audiences 
feel and whether they would watch more 
films if authenticity were delivered. This is 
shown overleaf.

41%

36%

34%

34%

34%

33%

24%
If there were more writers & filmmakers 

from my own social background

If they were more broad-minded & authentic 
about different cultures, including my own

If they portrayed real life issues that 
affect us all as a society

If I could believe that the stories & people being 
portrayed from diverse backgrounds were authentic

If they revealed real, authentic stories about 
people from backgrounds other than my own

% that would watch more films ifé
Base: representative sample of GB 16+ population into film (1,978)

If there were more characters
I could closely identify with

The demand for more authenticity, if delivered, has the potential 
to increase cinema attendance and overall viewing levels

The
overview

If people from diverse backgrounds 
were portrayed more authentically



51

59% of LGB 
audiences would 
watch more films 
if they were more 
broad-minded
& authentic 

ñWe should be shown as having a better command of 
the English language. The swearing is almost padding 

for writers to make up for the lack of content.ò

Male (Black, focus group)

66% of Black 
African/Caribbean 
people would 
watch more films if 
people were 
portrayed more 
authentically

ñWe are in the minority ïI donôt want to watch a 
heterosexual movie which is narrow-minded. If you are 
straight, you will love a lot of the fluffy romances, but that 
kind of thing just doesnôt appeal to me...itôs wet...I donôt 
despise it, just donôt like it

Female (Lesbian, focus group)

The importance of portrayal

Enhancing authenticity of portrayal 
increases overall demand for film

Qualitative insight

Qualitative insight
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% who would watch more films ifé
Base: diverse audiences

Here is direct evidence to suggest that providing many of the diverse audiences with a more authentic and genuine 
portrayal of their communities can stimulate demand and, potentially, be lucrative for filmmakers. This is also direct 
evidence to suggest that current output is under-servingmany of our nationôs diverse communities.

Black audiences in particular feel under-served. 7 out of 10 say they would watch more films if they portrayed more real 
life issues and 2 in 3 say they would watch more films if their portrayal was more authentic. Such elevated intentions to 
watch more film are true also for Asian, Eastern European and LGB audiences.

While working class people and older women are more mainstream and more aligned to the national average, bear in 
mind that the national opinion is still substantially in favour of more authentic portrayal.

The importance of portrayal

Enhancing authenticity of portrayal 
increases overall demand for film

Total GB 

into film
Asian

Black African/

Caribbean

C2D/

Working class

Eastern

European

Lesbian, gay,

bisexual

Older 

Women
Issues 41% 59% +18 71% +30 37% -4 56% +15 54% +13 41% 0

Stories 36% 50% +14 64% +28 33% -3 51% +15 47% +11 31% -5

Authentically 34% 59% +25 66% +32 31% -3 54% +20 51% +17 32% -2

Believe 34% 57% +23 61% +27 34% 0 53% +19 47% +13 32% -2

Cultures 34% 56% +22 68% +34 33% -1 58% +24 59% +25 23% -11

Characters 33% 47% +14 57% +24 33% 0 45% +12 47% +14 27% -6

Filmmakers 24% 39% +15 54% +30 24% 0 30% +6 32% +8 15% -9

b
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This is very strong evidence to suggest that the industry is under-
serving many diverse audience segments and, if the demand is met, 
there is a considerable commercial opportunity to be reaped

The
overview



53

We asked the general public how 
important, if at all, it is that mainstream 
audiences be exposed to films that 
feature issues and settings specific to 
minority groups. 2 in 5 say it is, and a 
majority of 16-24s say it is.

There is a fair amount of recognition 
here that being exposed to the 
unfamiliar is a good thing, perhaps in the 
same way that travel is said to broaden
oneôs horizons.

The feeling is even more pronounced 
among some of our nationôs diverse 
audiences. Around 2 in 3 of Asian, Black 
and LGB audiences feel it is important 
for mainstream audiences to be 
exposed to films featuring minority 
groups.

38%

41%

64%

69%

40%

54%

64%

37%

Total GB

Total GB into film

Asian

Black African/Caribbean

C2D/Working class

Eastern European

Lesbian, Gay, Bisexual

Older women

The importance of portrayal

Belief that ñmainstreamò audiences should be 
exposed to films featuring issues and 
circumstances specific to minority groups

% that believe it is important
Bases: representative sample of GB 16+ population and diverse audiences

2 in 5 of the general public feel it is important to be exposed to 
films that feature minority groups, and our diverse audiences are 
much more likely to feel this way

The
overview

split by 
demographics

% that believe it is important among diverse audiences

Male Female 16-24 25-34 35-44 45-54 55+

37% 44% 56% 41% 42% 42% 32%



Detailed findings

Have we been getting
better at portrayal?
And how much work remains to be done?
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Have we been getting better at portrayal?

The perception of whether UK filmôs 
authenticity of portrayal of our nationôs diverse 
groups has changed in the last 10 years

20%

51%

22%

4% 3%
Got much more authentic

Got somewhat more authentic

Not really changed

Got somewhat less authentic

Got much less authentic

Change in authenticity in the last 10 years
Base: representative sample of GB 16+ population into film aged 25+ (1,728)

Male Female 25-34 35-44 45-54 55+

Base 816 912 408 389 312 619

More authentic 67% 76% 75% 69% 68% 73%

Not changed 25% 19% 22% 25% 27% 18%

Less authentic 8% 5% 3% 6% 5% 9%

We will see later that more work needs to be 
done to increase the level of authenticity of 
portrayal of our nationôs diverse audiences in UK 
film. While more needs to be done, the public 
certainly seem to believe that we have moved 
forward considerably in the last decade.

Nearly 3 in 4 say the portrayal has become more 
authentic over the last 10 years. Only a minority 
say we have moved backwards, an opinion more 
likely tendered by the over 55s.

While the balance is clearly in favour of 
improvement, there remains over 1 in 5 who say 
little has changed in the last decade. Males and 
those aged 35-54 are more likely to think this 
way.

So more work needs to be done, and we will 
see this clearly illustrated in the rest of the report, 
especially when we drill down in turn into specific 
issues relating to each diverse audience in 
question.

Please note we asked this question of people aged 25 or older, 
so that they would have a fair reflection of how things have 
changed.

Most of the public think the portrayal of our nationôs diverse audiences 
has become more authentic over the last decade, but we will see later 
that the job is far from finished

The
overview

(data excludes 14% who were ñNot sureò)
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While, on balance, our diverse audiences also tend 
to agree that portrayal in UK film of the nationôs 
diverse audiences has got more authentic over 
the last decade, the view is not quite as positive in 
some segments as it is for the general public.

Black, Asian and Eastern European audiences are 
somewhat more likely than the national average to 
think that things have not really changed in the last 
decade, although, as stated earlier, the balance 
does clearly favour a net improvement in the 
authenticity of portrayal. Itôs also worth bearing in 
mind that many Eastern Europeans living in Britain 
are new migrants.

It is really interesting to see that the LGB audience 
and older women are actually ahead of the national 
average for thinking that the level of authenticity 
has improved.

So, some mixed messages here. On the whole, we 
think that authenticity is improving, but the case is 
less well made for some segments, especially for 
Asian, Black and Eastern European audiences.

Please note we asked this question of people aged 25 or older, so 
that they would have a fair reflection of how things have changed.

71%

62%

66%

73%

62%

79%

80%

22%

29%

31%

20%

27%

18%

14%

6%

9%

4%

7%

11%

3%

6%

Total GB into film

Asian

Black African/Caribbean

C2D/Working class

Eastern European

Lesbian, Gay, Bisexual

Older women

More authentic No change Less authentic

Change in authenticity in the last 10 years
Bases: representative sample of GB 16+ population and diverse audiences

It is encouraging to see that most consider we are going in the right 
direction, but not everyone feels the same (over 1 in 3 of the Black 
audience thinks differently, for example)

The
overview

Have we been getting better at portrayal?

The perception of whether UK filmôs 
authenticity of portrayal of our nationôs diverse 
groups has changed in the last 10 years
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Have we been getting better at portrayal?

The amount of work required by UK filmmakers 
to create a more authentic portrayal of the 
nationôs diverse communities

30%

51%

19%
None required

A little more

A great deal

While it is clear, on balance, that most people 
agree that things have improved over the last 
decade, we should not rest on our laurels 
because not only do we see that diverse 
audiences feel they are under-served, but 
also we have some direct feedback from 
people telling us that more work needs to be 
done. 

7 in 10 of the general public tell us that more 
work needs to be done to improve the 
authenticityof portrayal of our nationôs 
diverse communities.

Young people in particular tend to be more 
prevalent in saying that more work needs to 
be done.

Of course, how this compares to the views of 
diverse audiences is key, and this is provided 
overleaf.

Please note we asked this question of people aged 25 or 
older, so that they would have a fair reflection of how things 
have changed.

Amount of work needed
Base: representative sample of GB 16+ population into film aged 25+ (1,728)

Male Female 25-34 35-44 45-54 55+

Base 816 912 408 389 312 619

None 32% 28% 19% 27% 37% 34%

A little more 43% 58% 55% 57% 46% 47%

A great deal 24% 15% 26% 16% 17% 19%

7 out of 10 people say more work needs to be done to improve 
authenticity of portrayal, with 1 in 5 saying ña great dealò of work

The
overview
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Have we been getting better at portrayal?

Amount of work required to create a more 
authentic portrayal of diverse communities 
living in the UK among diverse audiences

Level of work required to be more authentic
Base: representative sample of GB 16+ population and diverse audiences

While 7 in 10 of the general public say more 
work needs to be done to improve authenticity, 
this pales in comparison compared to the size 
of the task perceived by our societyôs diverse 
audiences.

97% of the Black audience think more work 
needs to be done; 95% for Asian and for 
Eastern European; and 90% of the LGB 
audience.

So, nearly all of the people in diverse 
audiences says more work needs to be done 
and the majority of the general public agree.

More than this, these diverse audiences are 
also much more likely than the national average 
to say that ña great dealò more work needs to 
be done (for example, nearly 3 in 5 of the Black 
audience is telling us this).

Despite improving in recent times, we should 
not underestimate the size of the task to 
enhance the authenticity of portrayal.

Please note we asked this question of people aged 25 or 
older, so that they would have a fair reflection of how things 
have changed.

30%

5%

3%

29%

5%

10%

35%

51%

52%

39%

53%

63%

57%

51%

19%

43%

58%

19%

32%

33%

14%

None required A little more A great deal

We see a stark difference of opinion between the general public and 
some diverse audiences as to the amount of work needed to deliver 
more authentic portrayals in UK film

The
overview

Total GB into film

Asian

Black African/Caribbean

C2D/Working class

Eastern European

Lesbian, Gay, Bisexual

Older women
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Have we been getting better at portrayal?

Perception of minority group portrayal 
among the general public

Male Female 16-24 25-34 35-44 45-54 55+

Base 791 914 205 327 342 286 545

Token gesture 40% 42% 50% 47% 37% 44% 36%

No depth 39% 34% 53% 41% 26% 37% 33%

41%

36%

% that agree with each statement
Base: representative sample of GB 16+ population into 
film happy to answer sensitive questions (1,705)

2 in 5 of the general public tell us that characters from ethnic 
minorities are cast as tokens, reinforcing the need for more work 
and action to create more authentic and meaningful portrayals

The
overview

Roles for minority groups
too often have no depth and

are poorly written

Characters from ethnic
minorities are too often

in films as a token gesture

Another case made for more action is that 2 
in 5 of the general public agree that 
characters from ethnic minorities are often 
cast in films as a token gesture. 1 in 2 
younger members of the public agree with 
this.

Furthermore, over 1 in 3 say that roles for 
minority groups too often have little depth 
and are poorly written. Again, 1 in 2 16-
24s agree with this view.

It is clear that more work needs to be done 
to work against such concerns.
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The view that characters from ethnic minorities are token gestures is even more strongly felt by some diverse audiences. 
Particularly so for the Black audience ï3 in 4 of whom agree this is a problem. It is also strongly felt by Asian, Eastern 
European and LGB audiences, but not quite to the same extent as the Black audience. Working class and Older women 
audiences also agree, but more in line with the national average.

Total GB 

into film
Asian

Black African/

Caribbean

C2D/

Working class

Eastern

European

Lesbian, gay,

bisexual

Older 

women

Token gesture 41% 69% +28 76% +35 40% -1 62% +21 60% +19 39% -2

No depth 36% 58% +22 72% +36 33% -3 51% +15 54% +18 33% -3
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3 in 4 of the Black audience think that ethnic casting is 
too often a token  gesture with little depth

The
overview

Have we been getting better at portrayal?

Comparing perceptions of minority group portrayal 
between the general public and all diverse audiences

% that agree with each statement
Base: diverse audiences
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Have we been getting better at portrayal?

Comparing the portrayal of films made in the 
UK with Hollywood among diverse audiences

Asian
Black-African

-Caribbean

C2D/

Working class

Eastern

European

Lesbian, gay,

bisexual

Older 

women

Authentically portray your own lifestyle +25% +10% +46% +28% +60% +58%

Authentically portray diverse cultures +22% +7% +35% +22% +55% +47%

Create believable storylines & characters +6% +1% +36% +30% +47% +51%

Create films that make you think +3% -12% +23% +29% +48% +54%

Give lead roles to older female actors +1% 0% +31% +19% +38% +47%

Give lead roles to Asian actors +13% +23% +29% -6% +35% +41%

Give lead roles to actors from your social background +5% -17% +36% +16% +47% +42%

Include actors from all groups in society +4% -17% +18% +10% +41% +41%

Give lead roles to GLB actors -10% +1% +11% +2% +37% +16%

Create films that make you want to watch -34% -43% -9% -13% +8% +21%

Give lead roles to black actors -41% -61% -30% -50% -26% -37%

UK films tend to do this better Hollywood films tend to do this better

Net better/worse
Base: diverse audiences

As you would imagine, UK films are seen to be better than Hollywood for portraying our own lifestyles, cultures and 
stories as so many more UK films are set in this country. 

However, opinion gets much more divided on ethnicity lines ïwith people tending to believe that UK film is better than 
Hollywood for Asian actors, and Hollywood being substantially better than UK film for giving lead roles to Black actors. 

There is also a feeling that Hollywood is better at creating films that make you want to watch, whereas UK film is better at 
making films that make you think.

We asked our diverse audiences about portrayal and their 
perception as to who was better/worse: UK films or Hollywood?



Detailed findings

What people think of the
portrayal of diverse audiences
(1 of 6) Asian portrayal
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What people think of the portrayal of diverse audiences

Perception of Asian portrayal among
the general public

Male Female 16-24 25-34 35-44 45-54 55+

Base size 791 914 205 327 342 286 545

Braver 59% 50% 66% 58% 52% 54% 49%

Conflicts 45% 45% 58% 52% 42% 37% 43%

Culture 37% 36% 52% 45% 35% 32% 30%

In these sections of the report we will take each diverse 
audience in turn and understand attitudes. We start off by 
understanding the view of the general public and, 
overleaf, we compare this to the view of the diverse 
audience in question.

We see over 1 in 2 of the general public saying 
filmmakers should be braver when portraying 
extreme religious views. This, it goes without 
saying, is not an issue exclusively for Asian 
members of our society, but given recent debate 
it is most interesting to compare this attitude with 
our Asian audience (overleaf). Younger people 
and, to a lesser extent, males are more likely to 
think that filmmakers should be braver about 
portraying such views. 

Related to this, just over 1 in 3 believes that 
Asian religious culture needs to be reflected 
more authenticallyïand younger people are 
much more likely to say this (over 1 in 2 16-24s 
agree)

Just under half the general public believes that 
Asian characters are too often portrayed as 
having family conflicts ïand again young 
people are more likely to think this.

Taken as a whole, we saw earlier that more work 
needs to be done to enhance portrayal and this 
is echoed here for Asian portrayal. But what 
does our Asian audience think? See overleafé 

Over half of the general public (and even more younger people) think 
that filmmakers need to be braver when portraying extreme religious 
views, and a majority of young people say we need to be more authentic

The
overview

% who agree with each statement about Asian portrayal
Base: representative sample of GB 16+ population into 
film happy to answer sensitive questions (1,705)

54%

45%

37%

Film-makers need to be braver when 
portraying extreme religious views

Asian religious culture needs to be 
reflected more authentically

Asian characters are too frequently 
portrayed as having family conflicts
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What people think of the portrayal of diverse audiences

Comparing perceptions of Asian portrayal between
the general public and Asian people

While 1 in 2 of the general public say 
filmmakers should be braver, our Asian 
audience is saying it even more strongly. 

2 in 3 of the Asian audience interviewed say 
filmmakers should be braver.

Even bigger differences are seen in the other 
two statements. Over 3 in 4 Asians say that 
their portrayal in film is too frequently that of 
family conflict. 

3 in 4 also say Asian religious culture needs 
to be reflected more authentically (this is 
twice the level of agreement compared to the 
national average).

So, more work needs to be done to improve 
portrayal of Asian audiences. The feeling 
among the Asian audience is much more 
intense compared to that of the general 
public.

Most of the Asian audience want filmmakers to be braver, to be
more authentic and less prone to portray them in family conflict

The
overview

54%

45%

37%

66%

78%

74%

% that agree with each statement
Base: representative sample of GB 16+ population into 
film happy to answer sensitive questions (1,705) and Asian people (220)

General public Asian people

Film-makers need to be braver when 
portraying extreme religious views

Asian religious culture needs to be 
reflected more authentically

Asian characters are too frequently 
portrayed as having family conflicts



There are differences in attitudes towards the 
performance of UK film between Indian and 
Pakistani audiences...

Å The Indian audience is generally comfortable 
with the way UK Film is representing them.

Å Overall the Indian audience that we spoke to 
qualitatively (second and third generation) feel as 
British as any other white British person.  Some 
tell us they feel more British than Indian simply 
because this is their home.

Å This is a strong feeling, to the point that they do
not see themselves as ódiverseô from a 
mainstream audience. They also discuss that 
some of their parents and grandparents also feel 
this way, although many of them may not speak 
English. 

What people think of the portrayal of diverse audiences

Perception of Asian portrayal 
by Indian audiences

Å All felt that characters in UK film featuring Asians were 
true to life, capturing the issue of balancing 
mainstream UK expectations with more traditional 
parents values. Two films singled out for praise were 
Damien OôDonnellôs óEast is Eastô and Gurinder 
Chadhaôs óBend it like Beckhamô. 

Å Indian parents really are interfering, but loved for 
it! For one or two however this stereotype has been 
overdone in UK film and they are ready for a fresh 
look at Indian characters.

Å Some discuss how Indians playing the parts of taxi 
drivers or shop keepers with broken English are 
damaging to the overall portrayal of the Indian 
community. On the whole though, portrayal is 
favourable and true to life. 

Qualitative insight

Qualitative insight
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What people think of the portrayal of diverse audiences

Perception of Asian portrayal 
by Pakistani audiences

The Pakistani audience...

Å Pakistanis can feel disenfranchised from 
UK film, with very few Pakistani actors and 
actresses featuring in mainstream film in the 
UK. Further it was felt that where 
Pakistanis are depicted this is often done 
inaccurately.

Å They did concede however that due to their 
strong religious beliefs and respect for their 
families, it would not be acceptable for a 
Pakistani actor/actress to be shown on 
screen swearing, drinking, or engaging in 
sexual activity and as many UK film roles 
require this, potentially contributing to the 
fact there are few featured in films.

Å The issue of tokenism arose for this 
audience; the British soaps are found to be 
most guilty of casting Asian families and 
when they leave replacing them with 
another.

Å óFour Lionsô (Christopher Morris, Simon Blackwell) was, 
at the spontaneous level, perceived as predominantly 
humorous. It was claimed this was a feeling held by the 
wider Pakistani community as a whole.

Å However,  the white protagonist in the film is an extreme 
terrorist which was felt to reinforce the stereotype that 
those who convert to Islam becomes extremist and it 
also, more obviously, reinforces that all Muslims are 
terrorists.

Å Damien OôDonnellôs óEast is Eastô was also 
spontaneously discuss as a favourite , however, this film 
does raise some concerns that people will think all 
Muslim men will treat their wives badly and rule the 
family as a tyrant, not a positive stereotypical view of 
Pakistani life.

Qualitative insight

Qualitative insight
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% that agree with each statement
Base: diverse audiences
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Here we compare these attitudes across all the diverse audiences in the study. We see that the heightened feeling that 
filmmakers should be braver and more authentic is felt also by Black, Eastern European and LGB audiences. The Black 
audience in particular feels strongly about this. This need is also felt by working class people and by older women, but 
their view is more aligned with the national average.

Total GB 

into film
Asian

Black African/

Caribbean

C2D/

Working class

Eastern

European

Lesbian, gay,

bisexual

Older 

women

Braver 54% 66% +12 71% +17 55% +1 66% +12 61% +7 46% -8

Conflicts 45% 78% +33 65% +20 43% -2 48% +3 58% +13 44% -1

Culture 37% 74% +37 57% +20 35% -2 51% +14 46% +9 31% -6b
e
n
c
h
m

a
rk

All diverse audiences tend to say that filmmakers should be 
braver and more authentic, with Black, Eastern European and LGB 
audiences sharing the same heightened sense felt by Asians

The
overview

What people think of the portrayal of diverse audiences

Comparing perceptions of Asian portrayal between
the general public and all diverse audiences



Detailed findings

What people think of the
portrayal of diverse audiences
(2 of 6) Black portrayal
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What people think of the portrayal of diverse audiences

Perception of Black portrayal among
the general public

Male Female 16-24 25-34 35-44 45-54 55+

Base size 791 914 205 327 342 286 545

Drug dealers 50% 55% 54% 58% 49% 55% 50%

Superhero 44% 49% 54% 56% 48% 48% 37%

Good guys 40% 38% 48% 44% 40% 41% 32%

Sexual 34% 30% 44% 39% 23% 31% 29%

53%

46%

39%

32%

Black characters do not get enough 
roles as ñgood guysòin films

Black characters are too often 
portrayed as being overtly sexual

% who agree with each statement about Black portrayal
Base: representative sample of GB 16+ population into 
film happy to answer sensitive questions (1,705)

Black characters are too often 
portrayed as drug dealers in films

There should be a Superhero
that isnôt a white guy

Much of the public believes that Black characters are too 
often portrayed stereotypically, and this is a view shared
across most demographics

The
overview

In these sections of the report we will take each 
diverse audience in turn and understand attitudes. 
We start off by understanding the view of the general 
public and, overleaf, we compare this to the view of 
the diverse audience in question.

We see some strong opinion from the general 
public here about Black portrayal. Around half 
of the general public say that Black 
characters are too often portrayed as drug 
dealers in films and that there should be a 
Superherothat isnôt a white guy. 2 in 5 say 
that Black characters do not get enough 
ñgood guyò roles and 1 in 3 say Black 
characters are too often portrayed as being 
overtly sexual.

These feelings are shared with the public 
across the board with feeling only slightly 
dipping in frequency among the over 55s.

Taken as a whole, we see substantial opinion 
that Black roles are not as richly diverse and 
authentic as they could be, with a view from 
many that some stereotyping is taking place. 

But, of course, the key analysis is to compare 
what the general public believes with the 
views of the Black audience itself ïthis is 
provided overleaf.
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What people think of the portrayal of diverse audiences

Comparing perceptions of Black portrayal between the 
general public and Black African/Caribbean people

While much of the general public thinks Black 
portrayal is sometimes stereotypical, the view is 
even more intensely felt by the Black audience 
itself.

4 out of 5 of the Black audience interviewed feel 
that Black characters are too often portrayed as 
drug dealers in films and the same heightened
feelings are seen for the other three statements 
we enquired about.

For not getting enough ñgood guyò roles and for 
Black characters being portrayed too often as 
overtly sexual, the level of feeling is almost 
double that in intensity compared to the 
general public.

We saw earlier how passionate and 
(commercially) substantial the Black audience 
is for film in the UK. We also saw the strength of 
feeling of the size of the task to make portrayal 
more authentic. Here again is some more 
specific and weighty evidence to say that 
filmmakers should be more sensitive to such 
an important segment of the total market.

Sensitivity and authenticity is key because we 
also saw earlier that film not only has the power 
to mould a mindset, but also that it has the 
power to challenge stereotypes such as this.

The Black audience feels substantially more than the general public
about stereotyping and filmmakers should do more to cater more 
sensitively to such an important segment of the total market

The
overview

53%

46%

39%

32%

80%

74%

76%

63%

Black characters do not get enough 
roles as ñgood guysòin films

Black characters are too often 
portrayed as being overtly sexual

% that agree with each statement
Base: representative sample of GB 16+ population into 
film happy to answer sensitive questions (1,705) and Black people (231)

Black characters are too often 
portrayed as drug dealers in films

There should be a Superhero
that isnôt a white guy

General public Black people




