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Drive-In Movies are re-emerging from the 1950’s 
due to the COVID-19 pandemic.

Many processes have changed throughout the 
years such as using technology-based 
application attend a movie.
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Traffic
Longs lines of cars 
attending movie

Movie Selection
A small selection of older 
movies are shown.

Weather
Customer’s decision on 
attending will vary

Audio
Audio quality can vary by 

theater location

Ticket Selection
First-come, first-serve basis 

for general admission  
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How can technology-based 

application/products improve the 

customer experience in attending a 

drive-in movie?



METHODS
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10 participants recruited 
through CDM Participant 
Pool, friends, and family

DATA COLLECTION

Activity:
research local drive-in movie 
theaters and decide when, 
where, and what movie to 

attend

DATA ANALYSIS

Analyzed data through 
AEIOU framework and 

created themes

OBSERVATIONS
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9 participants recruited 
through CDM Participant 
Pool, friends, and family

DATA COLLECTION

Split questions in four 
categories:

- Exploring Previous 
Experiences

- Researching and Selecting 
a Theater

- Evaluating Features
- Purchasing Tickets

DATA ANALYSIS

Coding in Atlas.ti to 
build persona spectrums 

and personas

INTERVIEWS
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PARTICIPANTS

21 participants recruited 
through CDM Participant 

Pool

DATA COLLECTION

Questions to test 2 
hypotheses

DATA ANALYSIS

Tested hypotheses using 
Mann-Whitney U

SURVEY

Hypothesis 1: Infrequent drive-in movie customers will prioritize the theater's distance from 
home when selecting a theater more so than frequent drive-in movie customers.

Hypothesis 2: Infrequent drive-in movie customers will mainly prioritize finding the best 
drive-in theater experience, while frequent drive-in movie customers will prioritize finding the 
experience and best movie options equally.
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RESEARCH & 
SELECTION

● Interest in movie 
selection

● Distance needed to 
travel

AMENITIES & 
FEATURES

● Parking options & 
preference

● Concessions 
● Weather

TICKET 
PURCHASE

● Online vs. In-Person 
options
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IMPLICATIONS FOR 
DESIGN

Based on customer feedback 
and the summary of the three 
rounds of survey results, we 
will focus on the following 
points…...
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Sample 
Size
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 Our number of 
participants is still 

insufficient

Lack of Diversity 
in Participant Pool

Gender, race, first 
experience about 

drive-in movie

Field 
Visit

Field interviews will 
have a deeper 

understanding of user 
experience
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CREDITS: This presentation template was 
created by Slidesgo, including icons by 
Flaticon, and infographics & images by 
Freepik. 

THANKS!


