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Methodology 
 
D.B. Fox is pleased to present our findings from a June survey conducted on Christian 
film fans. All respondents interviewed in this study were part of a sample of N=321 from 
Amazon Turk.  
 
In order to determine the movie viewing experience of Christian fans we surveyed close 
to 350 individuals from the United States using Amazon Turk. Using an online survey 
the individuals were surveyed from June 20th through June 25th of 2018. Survey 
questions focused on what makes a Christian film appealing to fans and how they 
spend their money on a Christian movie experience. To best analyze the data our team 
filtered respondents based on key factors. We kept respondents based on these 
parameters: 

● Complete survey answers 
● Confirmed Christian film fans 

 
Parameters: In order to better reflect the overall U.S. population the survey was 
weighted by: 

● Gender: 
○ Female:  

■ Survey results: 61.7% 
■ Weighted to: 55%  

○ Male: 
■ Survey results: 38.3% 
■ Weighted to: 45% 

○ This was based on census data from American FactFinder which 
showed the gender breakdown in the U.S. to be 50.8% female and 
49.2% male. We chose to weight to 55% female based on the 
overwhelming number of female respondents. Overweighting the 
male respondents skewed the data.  

● Age: 
○ 18-34: 

■ Survey results: 51.1% 
■ Weighted to: 51% 

○ 34-54: 
■ Survey results: 39.6% 
■ Weighted to: 39% 
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○ 55 and older: 
■ Survey results: 9.3% 
■ Weighted to: 15% 

○ This was based on census data from American FactFinder. Due to 
the survey medium (online) we expected the younger age 
demographics to have a higher response rate and therefore left that 
data unaltered. We adjusted the 55 and older category to better 
represent the overall population of this group.  

(Appendix I) 
 

  
After filtering out responses which did not comply with the above restrictions, our team 
had 321 viable responses with which to run data. With our results we estimate there is a 
5.47% margin of error (Appendix A).  
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Executive Summary  
 
This report contains the results of D.B. Fox’s 2018 survey of Christian film fans. The 
report outlines the ways in which a Christian film fan enjoys a movie. The survey report 
also outlines recommendations based on the data results to help Faith in future movie 
marketing campaigns. We also will provide insight into the outlets with which the Faith  
brand can connect with and build their relationship with their fans.  
 
Purpose & Objectives 
 
The objective of this survey process is to gather information to provide the Faith 
branding team with a better understanding of the following: 
 

● Christian Film Fan profile  
● What types of aspects a fan is looking for in a Christian film 
● Ways in which the Faith brand can further connect with their fan base 
● Process of a Christian film fan’s movie experience  
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Background 
 
Christian films have been on the rise in popular entertainment culture. In 2017 the top 
seven Christian films grossed over $132 million: 

The Shack - $57,386,418 
The Star - $38,641,925 

The Case for Christ - $14,682,684 
Let there Be Light - $7,203,808 

Same Kind of Different as Me - $6,360,709 
All Saints - $5,802,208 

A Question of Faith - $2,587,072 
(Law, 2017) 

 
Christian Business Owners: 
 
The Christian business owner is a potential partner for any Christian based film. Over 
half of the U.S. population (56%) has said that religion is important to them. Both these 
consumers and business owners have expectations for social concern and stewardship 
when it comes business practices. Their religious values are steeped into the ways in 
which they run their businesses and interact with their customers. Their Christian 
principles mean that they place people ahead of profit. In addition, Christian identified 
consumers who know that a business is Christian-oriented will have higher service expectations 
due to the fact that “a firm’s identity becomes more attractive as consumers perceive greater 
similarity between the company’s core values and their own salient values on which they are 
schematic” (Taylor & Halstead, 2014).  
 
Millennial Consumers: 
 
The Millennial consumer is one of the larger generations and they are about to enter 
their prime spending years. This group accounts for 29% of box office sales and is 
leading the charge in the use of streaming services. Movio CEO, William Palmer, stated 
that “millennials are in a transitional phase of their life...they don’t exhibit consistent 
behavior as a group” (Doty, 2016). Therefore it is important to focus on gaining their 
loyalty through sincere relationship management. Older millennials (those over 30) are 
spending “17% more at the movies and 27% more on concessions,” compared to 
millennials under 25 (Doty, 2016).  
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Based on a study conducted by Palmer’s company millennials are spending more in the 
following areas: 

 
Millennials are the only generation that has not needed to adapt to the digital era. The 
group uses internet, mobile technology and social media networks and form a lot of their 
social connections online. While many millennials form their communities online, 
practicing Christian millennials still go to church at least once a month and prioritize the 
bible as their moral compass. They may not be in physical church as much as their 
parents but they still interact with the Christian community using social media platforms.  
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Results in Brief 
 
Overall Results of the 2018 Survey: 
 

● The results of the survey show that the fan base leans more female; males (45%) 
and females (55%). Most of the fan base (48.6%) are between the ages of 18 
and 34. The fan base is mainly White (77%) in ethnicity (Appendix B). 

 
  
 
 
 
 

 
 
 
 
 
 
 
 
 
 

● As shown below, the two things fans look forward to most in a faith based film 
are good religious values and family.  
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● The fan’s number one purchase at the snack bar is popcorn (Appendix C). 
 

● The typical fan (18-34) 
○ Looks forward to good religious values most 
○ Very likely to watch a film in which characters struggle with their faith 
○ Would like to see more films about the relationships between non 

believers and those who have faith 
○ Are somewhat likely to recommend a film to a friend if it does not have an 

uplifting ending 
○ Buy their tickets through the theater  
○ Buy popcorn  
○ Somewhat likely to watch a film in which issues regarding faith and belief 

are questioned 
○ Most likely to interact with a faith based film on Facebook 
○ Very likely to watch a faith based film on a streaming service such as 

Netflix or Amazon Prime  
○ Identify as Christian 

     (Appendix D) 
 
 
As shown below, it is important to note that faith based films are still finding favor with 
other age demographics. 37% of those who are fans of faith based films are between 
the age of 35-54. However the highest group (48.6%) were the 18-34 category.   
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Recommendations  
 
The current fan base with which faith based films are finding favor are males and 
females between the ages of 18-34 . These fans are mainly white and look for good 
religious values and family aspects when choosing to view a faith based film. Most of 
these fans purchase their tickets at the theater (77%) and 10.9% purchase through 
Moviepass. Moviepass is a monthly subscription service which allows users to see a 
movie once a day for a monthly fee of $10. The 18-34 group is the most prominent user 
of this service and provides a growing sector of the entertainment industry.  
 

 
 

1. Faith should focus their theater merchandising efforts to  
○ In theater displays 
○ In theater souvenirs (popcorn tubs, drink cups, etc) 

      (Appendix E)  
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2. 89% of those who are likely to watch a film in which characters struggle with their 
faith are likely to recommend a film to a friend if it does not have an uplifting ending. 

○ Even though the main character in Faith struggles with his belief 
and doesn’t have a necessarily happy ending, viewers are still likely 
to recommend the film to friends (Appendix E). 

 
3. A majority of the target audience would like to see more films about the relationships 
between non believers and those who have faith.  

○ 18-34 year old males: 95%  
○ 18-34 year old females: 92% 

● For future film projects the exploration of this idea would prove successful. 
The popular program, Grey’s Anatomy, has explored this idea in an 
ongoing storyline between April Kepner and Jackson Avery. April was a 
very devout Christian who left her religious fiance at the altar to be with 
Jackson. Jackson was not particularly religious and despite April’s 
numerous attempts to bring God into his life, never converted to 
Christianity. Following their separation April went through a period in 
which she questioned her faith and trust in God. Her character was a 
major focal point of the show and her exit from the series has left many 
fans broken-hearted (Bundel, 2018).  

○  
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○  
 
4. Sell to a streaming service after theatrical release: 

● 92.5% of respondents were either very likely or somewhat likely to watch a 
faith based film on a streaming service. 

● 94.8% of the 18-34 year old target market were very or somewhat likely to 
watch on a streaming service. 

● 69.7% of 35-54 year olds were very likely to watch a religious film on 
streaming service  

Viewers are very likely to watch your film on a streaming service. Partnering with these 
services has the opportunity to get your film more visibility than through dvd sales alone.  
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Social media is the new frontier for marketing films and merchandise. It is also an 
important place of contact where a faith based film can engage with their fans and build 
long lasting relationships. We asked fans which social media platform they would 
interact with a faith based film on. Here are our findings:  

1. Facebook 
a. 58% of respondents said they would interact with a faith based film 

on Facebook.  
b. 58% of the 18-34 target audience would also use Facebook.  

2. Instagram  
a. 10% of the respondents said they would interact with a faith based 

film on Instagram  
b. 14% of the 18-34 year old target audience would interact with a film 

on Instagram. 
3. Twitter 

a. 7% of respondents said they would interact with a faith based film 
on Twitter. 

b. 8% of the 18-34 year old target audience would interact with a film 
on Twitter. 

4. Snapchat 
a. 0.6% of respondents said they would interact with a faith based film 

on Snapchat. 
b. 0.6% of the 18-34 year old target audience would interact with a 

film on Snapchat.  
5. Website  

a. 24% of respondents said they would interact with a faith based film 
on a website. 

b. 19% of the 18-34 year old target audience would interact with a film 
on a website. 

 
(Appendix F). 
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Following these results we recommend that Faith focuses on interacting with their fan 
base on Facebook. According to the survey responses having a website will also be 
important, but there is more opportunity to interact with fans on social media platforms 
like Facebook. Based on what fans said they look forward to most in a faith based film, 
we recommend focusing the content on these sites to the following topics: 
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Male vs. Female Faith Based Film Fan 
 
Female Fan: 

● Looks Forward to: Good Religious Values 
● Is very likely to watch a film in which characters struggle with faith 
● Would like to see more films about relationships between non-believers and 

those who have faith 
● Somewhat likely to recommend a film to a friend if it does not have an uplifting 

ending  
● 79% purchase their tickets at the theater  
● 67% purchase popcorn and 9% purchase pop at the snack bar 
● A combined 88% are either very likely or somewhat likely to watch a film in which 

issues regarding faith and belief are questioned 
● 92% are likely to watch a faith based film on a streaming service 
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Male Fan: 
● Looks Forward to: Family 
● Is somewhat likely to watch a film in which characters struggle with faith 
● Would like to see more films about relationships between non-believers and 

those who have faith 
● Somewhat likely to recommend a film to a friend if it does not have an uplifting 

ending  
● 73% purchase their tickets at the theater  
● 65% purchase popcorn and 11% purchase candy at the snack bar 
● A combined 90% are either very likely or somewhat likely to watch a film in which 

issues regarding faith and belief are questioned 
● 92% are likely to watch a faith based film on a streaming service  

 

 
(Appendix G) 
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The “other” categories: 
 
A few of the questions provided the respondents with an option to write in their own 
answer if their answer was not provided in the choices. Here are our findings: 
 
Where else do fans buy tickets: Netflix/streaming services  
 
What else are they buying at the snack bar: Truffle Fries, Bottled water 
 
On what other social media platforms would they interact with a faith based film: 
Christian TV channels,  Youtube, Netflix, Reddit, Blogs, IMDB.  
 
Which religion do you identify with: Agnostic, Pagan, Pentecostal, Undecided, Russian 
Orthodox, Atheist  
 
 

Future Research 
 
The research conducted in this study is useful for drawing insights into the faith based 
film fan base. In future, other researchers can survey a larger sample group which 
would provide for more accurate information. A majority of the chi-square, or validity 
test, came back as not significant. This means the information can be speculated upon 
but not actually extrapolated back to the general population.  
 
In future, conducting separate polls in each part of the country would provide insight into 
the cultural differences and traditional aspects of different types of fans. This would 
allow for the company to create marketing campaigns specific to each part of the 
country to better connect with their fan base. Conducting this survey with a larger 
number of respondents will increase the significance of the chi-square test. 
 
It would be beneficial to conduct surveys comparing specific faith based films to see 
how the audience reacts to each one. For example, does the community prefer faith 
based films like The Chronicles of Narnia which has subtle faith references or do the 
prefer more traditional films such as The Passion of the Christ? Which films do better at 
the box office and which have more spiritual meaning for the community?  
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Appendix A 
Gender Results before weighing:  

 
 
Age Results before weighing: 

 
 
Margin of Error Calculation 
 

x 1.96 = 5.47% √ 321
50x50  
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Appendix E 

 

 
The charts above show that most fans buy their tickets at the theater. Placing key marketing 
materials here will allow the film to get better visibility with their target audience leading up to a 
premiere. Cardboard displays, employee shirts and paper snack bar products all grab the 
attention of a movie goer. These individuals are purchasing popcorn and pop most often at the 
snack bar so having branding on these product containers would be most successful for the 
film.  
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Appendix H 
 
Survey Instrument  
 
Hello! Thank you for taking the time to answer the survey! 
 
Question 1: Are you a fan of faith based film? 

1. Yes 
2. No 

 
Question 2: What do you look forward to most in a faith based film? 

1. Scripture 
2. Family  
3. Reenactment of bible stories 
4. Romance 
5. Action 
6. Important religious figures  
7. Good religious values 

  
Question 3: How likely are you to watch a film in which characters struggle with their faith? 

1. Very likely 
2. Somewhat likely 
3. Unsure 
4. Not likely 

 
Question 4: Would you like to see more films about relationships between non believers 
and those who have faith?  

1. Yes 
2. No 

 
Question 5: How likely are you to recommend a film to a friend if it does not have an uplifting 
ending? 

1. Very likely 
2. Somewhat likely 
3. Unsure 
4. Not likely  

 
Question 5: Where do you typically buy your movie tickets? 

1. Through the theatre  
2. Moviepass 
3. Fandango  
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4. Other ___________ 
 
Question 6: What is your number one purchase at the snack bar? 

1. Popcorn 
2. Candy 
3. Pop  
4. Pretzel bites 
5. Pizza  
6. Nachos  
7. Icee 
8. Other _____________ 

 
Question 7: How likely are you to watch a film in which issues regarding faith and belief 
are questioned? 

1. Very likely 
2. Somewhat likely 
3. Unsure 
4. Not Likely  

 
Question 8: On which platform would you engage most with a faith based film?  

1. Facebook 
2. Instagram 
3. Twitter 
4. Snapchat 
5. Website  
6. Other ______________ 

 
Question 9: How likely are you to watch a faith based film on a streaming service such as 
Amazon Prime or Netflix? 

1. Very likely 
2. Somewhat likely 
3. Unsure  
4. Unlikely 
5. Not likely at all 

 
Question 10: Which religion do you identify with? 

1. Christian 
2. Islam 
3. Judaism  
4. Hinduism 
5. Buddhism 
6. Taoism 
7. Sikhism 
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Other (please specify)  
 
Question 11: What gender do you identify with? 

1. Male 
2. Female  

 
Question 12: What is your age? 

1. 18 - 34 
2. 35 - 54 
3. 55 and older 

 
Question 13: What is the highest level of education you have received?  

1. High-school or less 
2. Some college 
3. Bachelor's Degree 
4. Postgraduate degree 
5. Technical/Vocational school 

 
Question 14: Please specify your ethnicity 

1. White 
2. Hispanic or Latino 
3. Black or African American  
4. American Indian 
5. Asian/Pacific Islander 
6. Two or more races 
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