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Purchase-based Segmentation
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Social Media Engagement

Core Would Buy Might Buy

81% 35% 19%

follow IMAX on 1+ social media platform

Source: 2022 U.S. Brand Health Study (Material)
Core (604), Would Buy (265), Might Buy (357), Would Not Buy (294)
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IMAX has segmented moviegoers into 4 groups —
Core, Would Buy, Might Buy, and Would Not Buy.
The Core, Would Buy, and Might Buy segments
represent approximately 80% of U.S. moviegoers,
ages 18-54.

Core consumers have seen 3+ movies in an IMAX
theatre in the past year

Would Buy and Might Buy consumers have seen O-
2 movies in an IMAX theatre in the past year, but

demonstrate strong brand affinity and
engagement
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Hobbies
Core Would Buy Might Buy
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Live events Music, goingto  Cooking or

(sports, restaurants, or baking, music,
theater, e- doing home or playing
sports) improvements video games



