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This study is focused on the value of long-tail or 
catalogue titles in 2015 across theatrical re-releases, 
physical video, free terrestrial and multi-channel and 
pay-TV, and provides comprehensive statistics to 
support the industry in making informed decisions 
regarding the ongoing distribution and monetisation 
of long-tail titles.

EXECUTIVE SUMMARY AND INTRODUCTION
Opening weekend and overall performance at the box office are the traditional focus of film 
business models. However, continuing exploitation of titles beyond initial theatrical release can be 
a substantial part of the total film value chain, contributing not only to revenue generation across 
secondary distribution platforms, but also in extending or re-igniting the life of a film title. This 
extended life creates further, long-term income from a production, and can often generate revenue 
for the film’s rights holder for many years after its initial release. 

The data in the study shows that long-tail title exploitation is a substantial part of the film market, 
contributing not only to revenue across the platforms, but extending the life of a film title. Long-tail 
or catalogue titles contribute over a quarter of film titles across the four platforms in volume and 
accounts for 13% of total revenue. The majority of long-tail titles are available on physical video 
and TV. Physical video, in particular, is capable of addressing the needs of niche audiences as it 
has the capability for allowing business models that release specially packaged old titles at a 
relatively high price. A small number of long-tail titles generated less than £2 million from theatrical 
showings, generally through seasons or events, such as anniversaries or digital versions of a film.

The findings from this study provide evidence that producers and other key decision-makers may 
wish to take into account when projecting the potential long-term revenue of a film as part of their 
overall business plans.
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FILM CONSUMPTION 

AFTER FIRST RELEASE



DEFINITIONS 
‘Long-tail titles’

For the purposes of this report, ‘long-tail titles’ refers to 
catalogue or older feature films that have had a theatrical 
release at least 20 years prior to 2015 - the latest year for 
which comprehensive and imputed data was available - 
and are 60 minutes or more in duration1. Both documentary 
and fiction films are included to give a full picture of long-tail 
titles available across theatrical, physical video and 
television platforms.

‘Long-tail titles’ excludes films that were released directly to 
physical video and films that were made specifically for 
television and did not subsequently receive a theatrical 
release. Digital video is not included in this report, due to a 
lack of access to data at film level on this platform. This 
exclusion implies that the number and value of long-tail titles 
available in this report are somewhat under-estimated.

‘UK Film’

A film which is certified as such by the UK Secretary of State 
for Digital, Culture, Media and Sport under Schedule 1 of the 
Films Act 1985, via the Cultural Test, under one of the UK’s 
bilateral co-production agreements or the European 
Convention on Cinematographic Co-production; or a film 
which has not applied for certification but which is obviously 
British on the basis of its content, producers, finance and 
talent; or (in the case of a re-release) a film which met the 
official definition of a British film prevailing at the time it was 
made or was generally considered to be British at that time.

‘Platforms’

For the purposes of this report, ‘platforms’ refer to theatrical, 
physical video, terrestrial TV and multi-channel and pay-TV. 
Digital video is not included in this report, due to a lack of 
access to data at title level from distribution platforms such 
as Amazon, Apple iTunes or Google Play. This exclusion 
implies that the number and value of long-tail titles included 
in this analysis may be somewhat under-estimated.

1 There are some exceptions to this rule, for instance, titles of particular 

cultural or historical significance or are early feature films (pre-1920) that 

fall short of the 60 minute run time (such as Night Mail or A Trip to the 

Moon) have been included.

Methodology

The approach taken to investigate long-tail titles was to 
conduct quantitative, primary analysis on data from a variety 
of administrative sources, followed by a qualitative interview, 
meeting or survey.

The primary analysis obtained summary statistics on 
revenue and titles for film at the cinema, on physical video 
and on terrestrial and multi-channel television from the 
following sources:

• comScore (theatrical data)

• BASE (film on physical video)

• Attentional (film on terrestrial an multi-channel television)

An interview was carried out with a physical video distributor, 
who specialises in releasing long-tail titles and television. 
A second distributor responded via unstructured interview 
and questionnaire. 

Availability of long tail titles

In 2015, almost 10,500 long-tail or catalogue titles were 
available across the four platforms (theatrical, physical video, 
terrestrial TV and multi-channel and pay-TV), accounting for 
26% of all film titles (Table 1). Note these numbers are not 
unique and so titles may appear on more than one platform. 
Long-tail titles broadly follow a similar distribution pattern to 
all film titles with the majority of titles available on physical 
video (81% of all film titles compared with 72% of long-tail 
titles) and the lowest proportion released theatrically. Unlike 
cinema and television, physical video is not restricted by a 
programmed schedule and this may be the reason for the 
large majority of all film and long-tail titles being available on 
this platform. 

Looking at long-tail titles as a percentage of all film titles by 
platform however, shows that catalogue makes up a much 
larger proportion of the total films available on television 
channels, both free and paid, highlighting the value of this 
genre in providing large volumes of content that can fill 24 
hour schedules.

Over 2,500 UK long-tail titles were available in 2015, 
representing almost a quarter of all long-tail titles (Table 2). 
Mirroring all long-tail titles in 2015, the majority of long-tail UK 
titles was available on physical video (69%). Long-tail UK titles 
accounted for a quarter of all long-tail titles available. For 
comparison, US long-tail titles accounted for the majority 
(57%) of all long-tail titles. 
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Table 1 Number of long-tail titles by platform, 2015

Platform Number of all 
film titles 

available 2015

% all film by 
platform

Number of 
long-tail titles

%  
long-tail titles 

by platform

Long-tail titles 
as % of all film 

titles

Physical video retail 32,637 81.4 7,515 71.8 23.0

Multi-channel and pay-TV 5,242 13.1 2,421 23.1 46.2

Terrestrial TV 1,463 3.6 500 4.7 34.2

Theatrical 759 1.9 32 0.3 4.2

Total 40,101 100.0 10,468 100.0 26.1

Sources: Attentional, BFI RSU analysis, comScore, Official Charts Company

Table 2 Number of UK long-tail titles by platform, 2015

Platform Number of 
long-tail titles

%  
long-tail titles 

by platform

Number of UK 
long-tail titles

% UK  
long-tail titles 

by platform

UK  
long-tail titles 

as % of all  
long-tail titles

Physical video retail 7,515 71.8 1,736 69.1 23.1

Multi-channel and pay-TV 2,421 23.1 635 25.3 26.2

Terrestrial TV 500 4.7 130 5.2 26.0

Theatrical 32 0.3 8 0.3 25.0

Total 10,468 100.0 2,509 100.0 24.0

Sources: Attentional, BFI RSU analysis, comScore, Official Charts Company

Revenue for long-tail titles in 2015

In 2015, the total revenue from long-tail titles across the 
theatrical, physical video retail and television markets was 
worth £455 million, representing nearly 13% of revenue for 
all film. 

The split of revenue was not the same across the platforms 
for all film and long-tail titles (Table 3). For both long-tail titles 
(81%, £370 million) and all film titles (39%, £1,411 million) 
multi-channel and pay-TV accounted for the greatest 
proportion of revenue (long-tail titles are a sub-set of the total 
for all film titles). However, for long-tail titles, terrestrial TV 
accounted for the next second highest element of revenue 
(13%, £60 million), whereas for all film titles it was theatrical 
(34%, £1,236 million). Physical video accounted for 5% of 
long-tail titles revenue (£23 million), compared to 20% of all 
film titles, but nearly all of this revenue is from the top 50% of 
the available long-tail titles.

The interview with and questionnaire to distributors of UK 
long-tail titles indicated that revenue from theatrical re-
releases of long-tail titles is likely to be an under-estimate of 
the total revenue as official box office data does not include 
all theatrical revenue (see page 10).

The revenue from UK long-tail titles accounted for over 
15% of total revenue for all long-tail titles at £69 million, 
most of which was attributable to multi-channel television 
(£47 million). Films originating in the USA account for most of 
the revenue from long-tail titles (82%, £377 million), across 
platforms, similar to the revenue for all films. 

Perhaps most importantly, the revenue figures suggest that 
films can still obtain an income from the end of the value 
chain 20 years or more after their original release.
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Popularity of long-tail titles in 2015

To understand the popularity of long-tail titles, this study 
looked at box office takings, number of physical video units 
sold, number of viewers on terrestrial and multi-channel and 
pay-TV by age and genre of film. 

Figures 1-4 illustrate long-tail titles watched and purchased2 
in 2015 by age of film3. Across platforms, the age distribution 
of long-tail titles watched/purchased differs, but on each 
platform there is a preference for more recent long-tail titles; 
for physical video and television the preference is for films 
that are aged 20-29 years, whereas at the cinema, the 
preference is for films 30-39 years old.

Theatrical 2015

A total of 32 long-tail titles were re-released in the cinema in 
2015, of which most were less than 50 years old and with a 
median widest point of release of 17 cinemas. 

The skew for films aged 30-39 years among long-tail titles at 
the box office in 2015 is due to the success of Blade Runner: 
The Final Cut. Without Blade Runner: The Final Cut, the box 
office for films aged 30-39 years old drops from £940,000 to 
£184,000, thus without this particular title, films aged 30-39 
fall more in line with the percentage distribution of the other 
age categories. Watching a long-tail title at the cinema may 
be influenced by programming and availability, which is 
linked to rights access, and from the audience’s side, 
familiarity and nostalgia. 

2 We only have data on physical video sales, not the number of physical 

videos watched.

3 In this report, the age category of film refers to the distance between the 

year of statistical interest (2015), and the theatrical release of each film in 

the data set on a decade by decade basis. For example, a film that had its 

theatrical release between 1986 and 1995 would be classified as part of 

the 20-29 age category of film, 1985 to 1976 would go under the 30-39 

age category of film, and so on.
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Top film

Blade Runner:  
The Final Cut 

(USA, 1982)

Figure 1 Theatrical (% of box office)

Sources: Attentional, BFI RSU analysis, comScore, Official 
Charts Company

Top UK and 
UK independent film 

The Rocky Horror 
Picture Show 
(UK/USA, 1975)

Table 3 Revenue of the long-tail titles market, 2015* 

Platform Total gross 
revenue all 

film titles  
(£ million)

% Total gross 
revenue  

long-tail titles 
(£ million)

% Long-tail titles 
as % of all film 

titles total 
gross revenue

Theatrical 1,236 34.5 2 0.4 0.2

Physical video retail 712 19.9 23 5.1 3.2

Terrestrial TV 225 6.3 60 13.2 26.8

Multi-channel and pay-TV 1,411 39.4 370 81.3 26.2

Total 3,584 100.0 455 100.0 12.7

Sources: Attentional, BFI RSU analysis, comScore, Official Charts Company

* The revenue for film on television is an estimate, modelled on audience data and film value information whereas theatrical revenues are based on actual box office 

data as reported by comScore. Physical video is based on modelled survey data, where coverage is approximately 95% of High Street and online sales outlets.
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Physical video and television

Just under 40% of films watched on physical video or 
television are 20-29 years old. This is due to the greater 
availability of ‘young long-tail titles’ than ‘old long-tail titles’; 
in fact the data shows there is a positive correlation between 
number of films available by age category and films 
purchased or watched. The interview with, and survey to, 
distributors indicated that in-house decisions regarding film 
choice and obtaining back catalogues, such as StudioCanal, 
can influence film availability and subsequent sales. 

For TV, it is likely that the purchase of rights to packages 
(a package of films used by a distributor to licence multiple 
titles to a broadcaster, usually, though not exclusively, 
including a mixture of both blockbusters and older ’library’ 
titles) affects the availability of film to broadcasters for 
scheduling and thus determining those films that are most 
watched. Additionally, for multi-channel television, it appears 
that supply affects demand: the number of transmissions 
made has some effect on films watched in each age 
category; and there is evidence that a ‘young long-tail titles’ 
will have more transmissions than an ‘old long-tail titles’. 
A film’s popularity is thus due to the number of times it is 
broadcast, in turn a factor of the number of plays that may 
be licensed by the broadcaster.

Top film

The Lion King 
(USA, 1994)

Top UK and UK 
independent film

Santa Claus –  
The Movie 

(UK/USA, 1985)

Figure 2 Physical video (% of units sold)
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Back to the 
Future, Part II 

(USA, 1989)

Top film

Indiana Jones  
and the Last 

Crusade 

(USA, 1989)

Top UK 
and UK 

independent film

Carry On 
Screaming 

(UK, 1966)

Top UK film

Octopussy 
(UK/USA, 1983)

Top UK  
independent film

The Dam Busters 
(UK, 1955)

Figure 3 Terrestrial TV (% of viewers)

Sources: Attentional, BFI RSU analysis, comScore, Official 
Charts Company

Figure 4 Multi-channel and pay-TV (% of viewers)

Sources: Attentional, BFI RSU analysis, comScore, Official 
Charts Company
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Genre of long-tail titles

Long-tail titles covered a range of genres across the 
platforms in 2015, demonstrating diversity and richness 
of the film offer in the UK. Figure 5 illustrates the share of 
long-tail titles by genre for each platform. The most prolific 
genres differ across platforms, but drama appears in the top 
three for each platform, accounting for 10% – 19% of films 
watched. Sci-fi was the top genre of long-tail titles in 
cinemas. For physical video, animation ranked highest, 
whereas comedy came top for both, terrestrial TV and 
multi-channel and pay-TV. The variability of popular genres 
across platforms perhaps hints at audience preferences and 
suitability of genre for each platform. 

The large number of films classified as drama, in part, 
explain the genre’s prominence and popularity across 
platforms when compared to other genres. Comedy, often 
a leading genre at the box office for all film titles, is also a 
popular genre for long-tail titles on the home entertainment 

platforms, accounting for a fifth of audiences on the TV 
platforms and just over a tenth of DVD/Blu-rays sold. 
Animation’s ranking as the top genre spot on physical video 
is due to the popularity of the Disney animation releases, 
which have dominated the top 10 children’s film on physical 
video charts in 2014 and 2015. For theatrical, the leading 
genre was Sci-fi, due to the success of Blade Runner: 
The Final Cut.

Echoing the previous section, it is likely that the popularity 
of genre of long-tail titles is influenced by programming and 
availability (including rights and deals) as well as familiarity 
and perhaps even nostalgia. This may explain the popularity 
of drama, where almost 2,700 films were shown across all 
platforms. For television, these factors may explain the 
popularity of war and western films, which have a high 
number of transmissions in comparison to other genres on 
the platform, but there may be an effect of channel and their 
appeal to certain audience demographics, for example, TCM 
and Movies24.

Figure 5 Genre of long-tail titles across platforms

Sources: Attentional, BFI analysis, comScore, Official Charts Company

Theatrical  
(% of box office)

Physical video  
(% of units sold)

Terrestrial TV  
(% of viewers)

Multi-channel and pay-TV  
(% of viewers)

Top film for leading genre (Sci-fi) 
Blade Runner: The Final Cut (USA, 1982)

Top film for leading genre (Animation) 
The Lion King (USA, 1994)

Top film for leading genre (Comedy) 
Sister Act (USA, 1992)

Top film for leading genre (Comedy) 
Uncle Buck (USA, 1989)
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Beyond official box office data

As part of the investigation into long-tail titles and its 
contribution to the film industry, a small number of 
distributors shared their views on long-tail titles and  
the film market, and outlined their business models.

One-off screenings, seasons and festivals

Theatrical re-releases only represent a partial picture of 
long-tail titles at the cinema. Long-tail titles is shown 
throughout any given year at many cinemas across the UK 
as one-off screenings, or as part of a curated film season or 
festival – and this is outside of neighbourhood or community 
cinema screenings. For example, every Christmas in the UK, 
there are screenings of It’s a Wonderful Life, beyond official 
re-releases. Venues request film prints directly from the 
distributors but these showings are not always tracked by 
comScore (the official box office data collectors) because the 
film is not in a distributor’s release programme, but they are 
an important part of exhibition and the theatrical offer. 

RENTING THE REEL: LICENSING 
LONG-TAIL TITLES FOR THEATRICAL 
SCREENINGS
Case-study: Park Circus
Park Circus is a distributor whose business model 
incorporates theatrical licensing for one-off screenings 
running in parallel to a theatrical release programme. 
Underpinning the whole model is a vast catalogue of owned 
and licensed content – including films originally released by 
MGM, Universal, Hammer and Romulus Films – comprised 
of what they describe as ‘Classic’ film. This spans film across 
a range of genres, from those made at the beginning of the 
last century through to 1960’s ‘kitchen sink dramas’ and 
American musicals to more recent popular releases from 
major and independent UK and USA studios which are 
destined to become potential future classics.

This enables Park Circus to provide a broad offer to all 
exhibitors. In 2015, Park Circus released 13 long-tail titles, 
as tracked by comScore, taking a total box office of just over 
£355,000. However, the majority of their revenue in that year 
came from venues or festivals renting film in various formats 
for one-off screenings. In order to have a successful 
business model for theatrical releases of long-tail titles 
Park Circus reported that catalogues are key.

Physical video, the cult film and the ‘neglected classic’

Physical video is not just comprised of widely recognisable 
long-tail titles but is also home to film that sits beyond the 
mainstream. These are films that are in demand by niche 
and devoted audiences as well as films that failed to enjoy 
critical acclaim or commercial success at the time of their 
initial release but are now regarded as a significant part of 
the UK film and television culture, the ‘neglected classic’.  
It is for these reasons that cult film and also the ‘neglected 
classic’ have a perfect home on the physical video platform 
– the extensive catalogue aimed at home entertainment is 
the prime place for specific audiences to obtain the not-so-
popular film and television programmes of their choice. 

PERSPECTIVES FROM PHYSICAL 
VIDEO DISTRIBUTORS
Case-study: Arrow Films

The success of Arrow Films demonstrates there is audience 
demand for niche film. Building on the rarity of the content 
and the dedicated audience for cult film, Arrow Films is a 
distribution company which offers deluxe and bespoke 
physical video versions of cult films, such as steel-book 
copies and re-releases with new art work. With their releases 
aimed at devoted audiences, special attention is given to 
curation of dormant films or extinct formats, releasing special 
editions of titles such as Big Trouble in Little China and 
Phantom of the Paradise. Their audiences may be relatively 
small, but due to their strong interest in a particular or niche 
film, Arrow Films has captured a substantial share of 
this market.

Case-study: Network

Network releases mainly British TV and film titles from their 
extensive catalogue, which include titles formerly licensed by 
StudioCanal and Fremantle Media. Network’s catalogue 
appeals to a specific audience, primarily men aged 40 and 
over, who are a mix of dedicated and casual viewers and 
who like looking back to the programmes and films of their 
youth. Network breathes new life into titles that cannot be 
found elsewhere, which they believe should have an 
audience. They provide high quality products to their 
audiences, focusing on the concept of ownership of these 
‘lost’ or ‘neglected’ classic titles.
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Making non-mainstream titles available on physical video, 
Arrow, Network and other physical video distribution 
companies are contributing to the continued health of the 
physical video market. For them physical video is not a dead 
format and for their audiences, ownership is still key. Physical 
video is the platform that reaches not just audiences of 
mainstream releases, but provides films for the devoted fan 
and the viewer who wants something familiar from the past. 

Digital video

This study did not cover long-tail titles on digital video, video 
on demand (VoD), as data is not available at title level. 
Recent reporting in screen-focused journals and the general 
press indicates that video on demand is moving towards 
having catalogues of newer rather than long-tail titles. In 
addition, the direction of travel for services such as Amazon 
Prime and Netflix is towards commissioning of original serial 
programme content or even their own movie catalogues, 
which may be indicative that, at least for the mainstream VoD 
services, long-tail titles is not seen to have value.

CONCLUSION

A film can create revenue decades 
after its original release. 
The base data for this study shows that a film 
aged between 20 and 40 years is likely to get a 
bigger box office, more physical video units sold 
and a larger audience on the television, but this is 
influenced by programming, familiarity with the film 
and nostalgia. As part of their business model, 
and when thinking about producing and releasing 
a film, producers and other key decisions-makers 
may want to take into account the potential long 
term revenue of film. Even though opening 
weekend and overall performance at the box 
office is an important factor of a film’s 
performance on other platforms, it is possible for 
a reasonable revenue to be obtained over time 
across platforms. These factors may contribute 
to obtaining production deals and this in turn will 
be associated with rights attached to the film 
and ownership.
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APPENDIX A
TOP 10 TABLES

Table A1: Top 10 long-tail titles re-releases at the UK box office, 2015

Title Year of 
Original 
Cinema 
Release

Genre Country of 
Origin

Box Office 
Gross (£)

No. of Sites 
(Widest 
Point of 

Release)

Distributor

1 Blade Runner:  
The Final Cut

1982 Sci-fi USA 753,046 136 BFI

2 The Rocky Horror 
Picture Show (40th 
Anniversary)

1975 Music/Dance UK/USA 109,817 179 Apollo Digital 
Entertainment

3 Doctor Zhivago 1965 Drama USA 104,096 29 BFI

4 The Third Man 1949 Thriller UK 93,520 17 Studiocanal

5 8 ½ 1963 Drama Italy 78,420 22 BFI

6 Touch of Evil 1958 Crime USA 76,249 26 BFI

7 Au Revoir, Les Enfants 1987 Drama France 75,606 17 BFI

8 The Terminator 1984 Sci-fi USA 73,609 94 Park Circus

9 The Philadelphia Story 1940 Romance USA 57,896 17 BFI

10 Monty Python & the 
Holy Grail

1975 Comedy UK 48,806 267 Park Circus

Source: comScore

Table A2: Top 10 best-selling long-tail titles on physical video, 2015

  Title Year of Original 
Cinema Release

Genre Country of 
Origin

Distributor

1 The Lion King 1994 Animation USA Walt Disney

2 Beauty and the Beast 1991 Animation USA Walt Disney

3 The Jungle Book 1967 Animation USA Walt Disney

4 The Little Mermaid 1989 Animation USA Walt Disney

5 Star Wars Trilogy 1977–1983 Sci-fi USA Twentieth 
Century Fox

6 Snow White and the Seven Dwarfs 1937 Animation USA Walt Disney

7 Cinderella 1950 Animation USA Walt Disney

8 Back to the Future trilogy 1985–1990 Sci-fi USA Universal

9 Sleeping Beauty 1959 Animation USA Walt Disney

10 Peter Pan 1953 Animation USA Walt Disney

Source: Official Charts Company
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Table A3: Top 10 best-selling UK and UK independent long-tail titles on physical video, 2015

  Title Year of Original 
Cinema Release

Genre Country of 
Origin

Distributor

1 Santa Claus – The Movie 1985 Family UK/USA StudioCanal

2 Oliver! 1968 Music/Dance UK Sony Pictures HE

3 The Krays 1990 Crime UK Universal

4 Lawrence of Arabia 1962 Drama UK Sony Pictures HE

5 Life of Brian 1979 Comedy UK Sony Pictures HE

6 Gandhi 1982 Drama UK UCA

7 Kes 1969 Drama UK MGM

8 Quadrophenia 1979 Music/Dance UK Universal

9 Bugsy Malone 1976 Music/Dance UK ITV Studios Home 
Entertainment

10 Four Weddings and a Funeral 1994 Romance UK MGM

Source: Official Charts Company

Table A4: Top 10 long-tail titles4 on terrestrial television, 2015

Title Year of 
Original 
Cinema 
Release

Genre Country of 
Origin

Cumulative 
Audience 

(m)

Channel No. of  
Trans- 

missions

1 Indiana Jones and the 
Last Crusade

1989 Adventure USA 5.3 BBC One 2

2 Raiders of the Lost Ark 1981 Adventure USA 5.1 BBC One 2

3 Mary Poppins 1964 Music/Dance USA 5.1 BBC One 2

4 Indiana Jones and the 
Temple of Doom

1984 Adventure USA 4.2 BBC One 2

5 The Wizard of Oz 1939 Fantasy USA 4.1 Channel 4/ 
Channel 5

4

6 The Jungle Book 1967 Animation USA 3.9 Channel 4 1

7 Willy Wonka & the 
Chocolate Factory

1971 Music/Dance USA 3.6 ITV/Channel 4 3

8 Sister Act 1992 Comedy USA 3.4 Channel 4 2

9 Home Alone 1990 Family USA 3.3 Channel 4 1

10 Home Alone 2: Lost in 
New York

1992 Family USA 3.1 Channel 4 1

Source: Attentional

4  Films with the highest audience from a combined figure from multiple transmissions.
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Table A5 : Top 10 UK long-tail titles on terrestrial television, 2015

Title Year of 
Original 
Cinema 
Release

Genre Country of 
Origin

Cumulative 
Audience 

(m)

Channel No. of 
Trans- 

missions

1 Octopussy 1983 Action UK/USA 2.6 ITV 1

2 The Man with the 
Golden Gun

1974 Action UK/USA 2.3 ITV 1

3 The Spy Who Loved Me 1977 Action UK/USA 2.3 ITV 1

4 Live and Let Die 1973 Action UK/USA 2.2 ITV 1

5 The Dam Busters 1955 War UK 2.1 Channel 5 3

6 Diamonds Are Forever 1971 Action UK/USA 2.1 ITV 1

7 Moonraker 1979 Action UK/USA 2.0 ITV 1

8 License to Kill 1989 Action UK/USA 2.0 ITV 1

9 For Your Eyes Only 1981 Action UK/USA 2.0 ITV 1

10 A View to a Kill 1985 Action UK/USA 1.9 ITV 1

Source: Attentional

Table A6: Top 10 long-tail titles on multi-channel television, 2015

Title Year of 
Original 
Cinema 
Release

Genre Country of 
Origin

Cumulative 
Audience 

(m)

Channel No. of 
Trans-

missions

1 Back to the Future 
Part II

1989 Sci-fi USA 4.2 ITV2 6

2 Jurassic Park 1993 Sci-fi USA 3.5 ITV2 6

3 The Shawshank 
Redemption

1994 Drama USA 3.5 ITV2 6

4 Home Alone 2: Lost in 
New York

1992 Family USA 3.3 E4/Film4 9

5 E.T. The Extraterrestrial 1982 Sci-fi USA 3.3 ITV2 8

6 Back to the Future 
Part III

1990 Sci-fi USA 3.1 ITV2 6

7 Back to the Future 1985 Sci-fi USA 3.1 ITV2 5

8 The Longest Day 1962 War USA 3.0 Film4/More4 12

9 Beethoven’s 2nd 1993 Family USA 2.6 ITV2 9

10 Indiana Jones and 
the Last Crusade

1989 Adventure USA 1.9 BBC Three 2

Source: Attentional
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Table A7: Top 10 UK and UK independent long-tail titles on multi-channel television, 2015

Title Year of 
Original 
Cinema 
Release

Genre Country of 
Origin

Cumulative 
Audience 

(m)

Channel No. of 
Trans- 

missions

1 Carry On Screaming 1966 Comedy UK 1.8 ITV3 7

2
Carry On at Your 
Convenience 1971 Comedy UK 1.7 ITV3 6

3 Porridge 1979 Comedy UK 1.6 Film4/More4 8

4 Sink the Bismarck! 1960 War UK 1.6 Film4/More4 9

5 Carry On Cruising 1962 Comedy UK 1.5 ITV3 6

6 Carry On Loving 1970 Comedy UK 1.5 ITV3 6

7 Carry On Camping 1969 Comedy UK 1.4 ITV3 4

8 Carry On Cowboy 1965 Comedy UK 1.2 ITV3 6

9 Holiday On the Buses 1973 Comedy UK 1.2 ITV3 6

10 The Titfield Thunderbolt 1952 Comedy UK 1.2 BBC Four 3

Source: Attentional

Table A8: Top 10 long-tail titles on pay television film channels, 2015

Title Year of Original 
Cinema 
Release

Genre Country of 
Origin

Cumulative 
Audience (m)

No. of  
Transmissions

1 Beauty and the Beast 1991 Animation USA 5.6 104

2 Sleeping Beauty 1959 Animation USA 3.9 124

3 Star Wars: Episode VI – 
Return of the Jedi

1983 Sci-fi USA 3.0 35

4 Toy Story 1995 Animation USA 2.8 73

5 Star Wars: Episode IV –  
A New Hope

1977 Sci-fi USA 2.7 35

6 Star Wars: Episode V – 
The Empire Strikes Back

1980 Sci-fi USA 2.6 38

7 The Muppet 
Christmas Carol

1992 Family USA 2.4 58

8 Snow White and the 
Seven Dwarfs

1937 Animation USA 2.4 91

9 Die Hard with a 
Vengeance

1995 Action USA 1.6 129

10 Dumbo 1941 Animation USA 1.4 89

Source: Attentional,
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Table A9: Top 10 UK and UK independent long-tail titles on pay television film channels, 2015

Title Year of Original 
Cinema 
Release

Genre Country of 
Origin

Cumulative 
Audience (m)

No. of 
Transmissions

1 Zulu 1964 War UK 0.6 50

2 Four Weddings and 
a Funeral

1994 Romance UK 0.5 45

3 Oliver! 1968 Musical UK 0.4 42

4 The Italian Job 1969 Comedy UK 0.3 32

5 The Bridge on the 
River Kwai

1957 War UK 0.3 49

6 A Bridge too Far 1977 War UK/USA 0.2 20

7 Lawrence of Arabia 1962 Drama UK 0.1 31

8 Gandhi 1982 Drama UK 0.1 27

9 The Devils 1971 Horror UK 0.1 27

10 Alfie 1966 Comedy UK 0.1 27

Source: Attentional
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