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My business - in short, "Kourion" is an art house cinéma located in the central Bruxelles region 
of Belgium (Around Ixelles, Saint Gilles) situated in an old art nouveau style building. 
Community building is a big focus, and it is situated in this region of the country, as that is 
where most artistically inclined people live in Bruxelles, while also being regions that are more 
financially prosperous. The experience of the cinema itself, aesthetic value, film choices, etc., 
are very important, the target audience are people who are interested in cinema as well as the 
community around it - think people who are invested in this hobby on the level where they go 
out of their way to have accounts on platforms like Letterboxd (a film log/review platform very 
popular in alternative circles), who value the aesthetic of their experience, creativity and want to 
participate/support local art scene. 

Competitors

Cinéma Galeries (Bruxelles) - located in Saint Hubert Royal Gallery (a more luxurious shopping 
center/gallery in central Bruxelles) 

Location - Bruxelles Centre 
Primary Target Groups

Group 1 - Students/Young people, they promote the Cineville pass on their platforms, even 
giving it out for free in a lottery-like giveaway, which is cheaper for students. I believe part of it 
is based on Mechelen being a student city with a lot of young people. This group is good at 
promoting the Cinema organically as they tend to use social media etc., more frequently.

Group 2 - Culture & Community oriented - as the cinema is located in a historical building, it 
keeps its aesthetic and shows a lot more underground/art movies, while also putting a lot of 
effort into atmosphere/posters (physical items), this attracts a group that loves an experience 
that has aesthetic value, not just watching a movie. Might be willing to pay a higher price, enjoy 
the bar, etc. 

Group 3 - Cinephiles/Art house lovers - Lumière has a strong Letterboxd presence, which 
appeals to people who are passionate about cinema, like film students (Mechelen and Thomas 
more in particular, have a few programmes that cater to this group), critics, or hobbyists who 
enjoy niche and classic films. 



Group 4 - Tourists, as Bruxelles has a big number of them, and Galeries Royales are one of the 
main luxury shopping destinations there. 

Product Offering (for different target groups)

Group 1 - cheaper tickets for students, Cineville pass, free posters. 

Group 2 - A curated selection of international arthouse films, retrospectives, exhibitions, and 
themed events. Themed programs (recently Studio Ghibli marathon, including more unknown 
movies), collaborations with museums or cultural centers) Items like posters, bookmarks etc 
based on movies available. 

Group 3 - Special screenings, Q&As with directors, collaborations with festivals, and exclusive 
previews, events and panel discussions. Letterboxd profile.

Group 4 - Subtitled screenings (often in French/Dutch + English), free exhibitions

Pricing Strategy/Tactics - many different options, including bulk pricing for groups. And in 
general a very competitive ticket pricing, especially for the location.

Promotion Channels & Content - 

Instagram - their most successful platform - high engagement rate, good content and behind 
the scenes etc.



Facebook - not as good as it is, just content reposted from Instagram, not platform-oriented.



Letterboxd - posting about the movies they show, starting discussions, and more - a great way 
to engage with movie enthusiasts. 

Frequent partnerships with cultural organizations, embassies, and festivals for cross-
promotion.One of the highlights of the marketing strategy as it really positions them as a 
cultural hub

USP's

Historic location, position as a cultural hub - events, first screening, collaboration with cultural 
entities. Curated programming, bilingual accessibility - a lot of movies/subtitles etc available in 
French, English and Dutch. 

Customer Feedback - very positive with a big number of mentions of the great options for 
more niche movies and the atmosphere at the place. 



Website Structure & Performance

Design - Minimal, editorial style — well-suited for their artistic positioning.



Functionality- Clear navigation through programming, festival calendars, and events.

Reservation System Structure & Performance - 

Simple system - pick the ticket, pay and receive the ticket. This cinema does implement 
assigned seating at a lot of the showings so that is another step in the process. 

Negative & Positive points in marketing - 

Strong cultural branding, effective collaborations with festivals and institutions, good use of 
newsletter and social media for consistent communication, strategic location marketing 
benefits from high foot traffic and tourist interest.



Negative - Less presence on platforms like TikTok or Letterboxd compared to Lumière, 
positioning can feel a bit exclusive or intimidating for casual visitors, limited differentiation 
between content on Facebook and Instagram.

Strong and weak points in the customer journey - 

Strong visibility due to social media presence, collaborations and location, good booking 
system, location. Weak - accessibility as it's right in historical centre of the capital, a lot of 
tourists that won't return.

Business Losers and winners. Winners - unique programme, historical building and 
architecture, merchandising of movies, cultural significance.

Losers - might get overcrowded due to the location, accessibility and I also saw the biggest 
complaint was the noise packaging of popcorn made (plastic) 

Learnings

What I will copy: Community-oriented - collaborations with different cultural entities, 
festivals and businesses, merchandising stuff like bookmarks etc. 
What I will upgrade: social media presence - I will provide even more backstage 
content/reposting/engaging with visitors on social media - adding more of a human touch 
to the marketing.
What I will downgrade: I believe that the ticket pricing might be a bit too low for a location 
such as Royal Gallery as if I had to guess rent of a building or buying it will be very high. 
Location less reliant on tourists to build up an even stronger community.
What I will drop: popcorn and chips in plastic packaging that makes loud noises.



Lumière (Mechelen) - located in the old centre of Mechelen, 

Location - Mechelen, Historical Centre, car accessibility limited
Primary Target Groups - 

Group 1 - Students/Young people, they promote the Cineville pass on their platforms, even 
giving it out for free in a lottery-like giveaway, which is cheaper for students. I believe part of it 
is based on Mechelen being a student city with a lot of young people. This group is good at 
promoting the Cinema organically as they tend to use social media etc., more frequently.

Group 2 - Culture & Community oriented - as the cinema is located in a historical building, it 
keeps its aesthetic and shows a lot more underground/art movies, while also putting a lot of 
effort into atmosphere/posters (physical items), this attracts a group that loves an experience 
that has aesthetic value, not just watching a movie. Might be willing to pay a higher price, enjoy 
the bar, etc. 

Group 3 - Cinephiles/Art house lovers - Lumière has a strong Letterboxd presence, which 
appeals to people who are passionate about cinema, like film students (Mechelen and Thomas 
more in particular, have a few programmes that cater to this group), critics, or hobbyists who 
enjoy niche and classic films. 

They offer unique screenings (

 

Product Offering (for different target groups) - 

Group 1 - cheaper tickets for students, Cineville pass, free posters. 

Group 2 - historical building, cafe/bar, and movie dinners/breakfasts that help create a 
community, special events, and aesthetics. 



Group 3 - curated film curation, more niche and underground movies available, premiere 
events, Letterboxd presence, free seating, which creates a more relaxed atmosphere. 

Pricing Strategy/Tactics - different types of tickets plus option to have a Cineville pass

Promotion Channels & Content - 



Letterboxd - one of the highlights that I want to mention about Lumière is that they actually 
have an account on Letterboxd. A site that is made specifically for movie discussions, reviewing, 
cataloging, etc. A platform used by someone interested in the arthouse film niche and who is 
invested enough in their film interest to go out of their way to create an account on such a 
platform. They implement many features on the platform, such as "Stories” (Picture 1), where 
they write about their upcoming movies, when you can see them, and much more. They also 
create playlists (Picture 2) with what they are showing that week, which can be quite useful for 
someone who might want to add those movies to their watchlist, etc.

Instagram (and Facebook) - they post the same content on both platforms; engagement-wise, 
Instagram is doing better; however, my recommendation would be to separate those 2 



platforms as the audiences are drastically different. 

TikTok - they have another approach for TikTok, and some videos went quite viral; however, 
new posts have not been made for a few months. Mostly sharing aesthetic clips of the movies 
that they show, which I think is a great choice for that platform, based on their desired target 
audience. 

YouTube - just used to embed the trailers on their website. 

Website - the place where you can learn everything, contact them, see the programme etc. In 
my opinion it is very well designed and quite fast. 

USP's - participant in Cineville pass (under 26 you get unlimited movies for 18,50 Euro a 
month across independent cinemas in Belgium that participate in the programme, I 
personally signed up for this) and is the only Mechelen-based cinema to do so; historical 
building - the location is quite unique being in a well-renovated buidling that kept its 
character; movie dinners and breakfasts; free posters for cinema lovers even with 
reservations! focus on a bar/catering/cafe - like opening 30 minutes before every screening, 
Customer Feedback - In general, the feedback is very positive. If you look at Google 
reviews, some things that are highlighted a lot are: the building itself, as it is a classic 
cinema building in a historical building, as well as friendly staff and some mentioned 
affordable prices for students.





Website Structure & Performance - the website is great, it is intuitively designed, minimal 
yet still has it's unique style - especially thanks to the signature muted yellow color that I 
have not seen implemented a lot; I have done a speed/performance test and the main 
reccomendations for improvement are making images smaller etc., however i think for a 
cinema that has a need to appeal visually, this is not an option. Therefore, I will  say that the 
website performance is optimal for this, as making movie icons smaller/lower quality will 
directly impact user experience. 



Reservation System Structure & Performance

This cinema has free seating choices - therefore, you do not do the usual cinema thing with 
booking a specific seat(s) Otherwise, it is very clear - you choose your ticket, are directed to the 
payment and receive the ticket after. 

Negative & Positive points in marketing - strong positioning as a local art house cinema, 
strong aesthetics and visual brand, effective use of Letterboxd, and unique offerings like 
movie dinners. Negative - lack of social media platform differentiation, inconsistent social 
media activity, geographical limitation, as Mechelen is quite a small and sleepy town. 
Strong and weak points in the customer journey - good website and reservation system, 
pre-film experience (bar opening 30 minutes before movie showings etc), curation and 
engagement with community. Weak points - free seating - can cause problems if the room 
is too full, not everyone gets seats they want etc., accessibility is limited as cars are not 
easily parked nearby, limited program. 

Strong - Website, blog, collaboration with Cineville, community, friendly staff, the building 
(location)

Weak - somewhat weaker social media presence, mainly due to not differentiating content 
based on a platform, 

Business Losers and winners 

L - possibilities: showing a movie is already an expectation, so if the projector does not work or 
the screen is dirty, points go down. Unfunctioning website. More things like this but i did not 
notice any. 

W - good offerings for snacks and drinks they even have stuff like a bar that offers different 
coffees etc; offering free posters; showing more unique movies for their audience - for 



example, I watched the 1986 Caravaggio movie (with Tilda Swinton, Sean Bean), something that 
usually is not shown in bigger chains, as there won't be as much demand. Cineville pass

Learnings

What I will copy: Letterboxd profile with playlists and stories is a great idea that matches 
the art house cinema idea, and a great way to update the customers on a platform they go 
to specifically to research cinema, movies, etc. Posters and a system to reserve a poster for 
the movie you have watched. Friendly and helpful team - training is a good investment. 
What I will upgrade: I honestly do not see what I can upgrade apart from maybe a more 
active social media presence and maybe run a few more movies, as some days only have a 
few.
What I will downgrade: I will not put as much into the catering part of the business, no 
movie dinners, as it might require too much effort, like staff, ingredients, health 
inspections, and so on. At least not in the beginning. 
What I will drop: I personally like booking specific seats and not guessing if the seats I like 
are all going to be used or not - therefore, I would most likely drop the free seating booking 
model. Apart from the anecdotal evidence, I only have some people sharing my opinion, 
but not proven facts (Picture 1); however, I think it is a good choice for my business. 

Royal Museums of Fine Arts of Belgium 

Location - Bruxelles Centre, very limited car accessibility
Primary Target Groups - I actually picked this as the last competitor as I believe that some 
of the previous target groups overlap here - so here are the target groups that overlap



Group 1 - Students, YA - Especially art students, Erasmus students, and young people interested 
in culture who take advantage of reduced pricing and educational programs. 

Group 2 - Tourists - major tourist attraction in Brussels, appealing to visitors who want to 
explore Belgian cultural landmarks

Group 3 - Culture and community-oriented people,  locals and tourists interested in visual arts, 
history, and cultural heritage. People who regularly attend exhibitions, film screenings, lectures, 
and cultural events etc.

Product Offering (for different target groups) 

The fine arts museum offers different pricing for different audiences, including groups of 
people. But apart from that - their main product is always the same - tickets to the museums. 
The only difference is the price. Like many other museums, they also rely on merchandising - 
they sell art books, figures and other merchandise of art objects at their museum and others of 
high value for Belgian culture. They do also have tickets for 2 different parts of the museum - 
one classic art and one more modern - therefore, there is this differentiation. They also offer 
guided tours and some time limited exhibitions which might bring old customers back. 

Pricing Strategy/Tactics 

Pricing depends on the age, number of people, circumstances, and more. 



Promotion Channels & Content -

Heavy reliance on cultural significance - as one of the biggest galleries/museums in Bruxelles 
the museum actually does not need to put too much of their budget into bringing visibility to its 



brand. However, that does not mean engaging new audiences. 

Instagram - they have an active instagram page with a lot of engaging behind the scenes 
content and updates, 

Website - highly detailed website with tons of information (even overwhelming somewhat)

YouTube - exhibition trailers, virtual tours, lectures, and artist interviews.

TripAdvisor - as a cultural destination, they also have a page on TripAdvisor - something that 
can be implemented by a cinema in a historic building as well as it further positions it as a 
cultural hub, not just a place to eat popcorn and watch a movie. 



USP's - National cultural landmark - one of Belgium’s most prestigious cultural institutions, 
central location, educational potential, membership program: Encourages repeat visits and 
community building among locals.
Customer Feedback - as you saw above on TripAdvisor, as well as Google - reviews in 
general are very positive with a lot of people mentioning specific artists whos work is 
displayed there.



Website Structure & Performance - 

Design - modern, multilingual, and information-rich; navigation - clear structure but can feel 
overwhelming due to the breadth of content. The site is a bit on heavier side data wise so might 
take longer to load. 



Reservation System Structure & Performance - might be a bit intimidating as there is quite 
a few steps - picking group/person type etc, having to pick a specific short time slot which 
might feel limiting, different museums and types of tickets - like combo of visiting both etc. 
Negative & Positive points in marketing 

Positive - strong branding, multilingual communication and partnerships with tourism 
networks, high-quality content across social media, strong academic credibility and cultural 
authority.

Negative - less personal approach to social media and a lot of the times this corporate 
approach alientaes younger audiences, limited use of newer or niche platforms, not as much 
emphasis on community.

Strong and weak points in the customer journey - 

Strong - very high awareness, efficient booking system, good pricing, on-site experience.

Weak - pre-visit discovery if you are unaware of it and are not looking for a museum specifically, 
navigation between the 2 buildings

Business Losers and winners

L - navigation can be confusing, the amount of information on the website. 

W - strong collections, good merchandising shop.

Learnings

What I will copy: Newsletters, they advertise them on their website and i have not seen any 
cinemas do it - I think it's great to send out something like a weekly programme and not 
rely on cinema goer to check the website. Take the first step, something like a small 
brochure in a classic style. Low fares for the students.
What I will upgrade: Better social media presence with more engaging less corporate 
content. More interactive and community-building initiatives. 
What I will downgrade: the booking system, it is a bit too complicated in this case. Same 
with the amount of different tickets, choice overload is a thing.
What I will drop: information overload on the website, overly academic approach. 



Thank you!


