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Abstract. At present, a significant share, up to 50% of the marketing budget, is spent on Internet and social 
media campaigns focusing on community involvement rather than mere content sharing. Social media sites 
such as Facebook, YouTube, and Instagram provide an open environment where teasers, behind-the-scenes 
content, polls, competitions, and content created by the user can be published daily, thus encouraging natural 
sharing. This research evaluates the changes that have occurred in cinema marketing techniques in the recent 
past due to social media and other emerging technologies. The research analyzes the use of short-form 
vertical video platforms like TikTok and Snapchat as marketing tools. Studios generate quick attention with 
mobile-friendly clips that are under 60 seconds long, resulting in circulation through hashtags and memes 
and collaboration with influencers. In this regard, the high value of social media influencers is considered 
because their apparent sincerity and emotional links with ardent followers can significantly increase the 
number of views and tickets bought. However, this carries risks such as losing control and the possibility of 
infection. Other emerging technologies, such as virtual, augmented, and artificial intelligence, are being 
analyzed as more engaging options. Finally, studying data-based individualized techniques is crucial for 
further development.

1 Introduction 
The social media revolution has drastically altered the 
processes of promoting and creating anticipation for new 
film releases. The emergence of vast and engaging 
platforms like YouTube, Instagram, and TikTok has 
considerably changed cinema marketing strategies. They 
were previously used solely to create theatrical trailers 
while spending on other costly channels such as TVs, 
radios, and print advertisements. Indeed, these digital 
platforms have brought new direct opportunities for 
studios and distributors to interact with audiences who can 
set the groundwork and kick-start conversations about 
movies even before their release. The fact that social 
media affected film marketing is the vast amount spent 
otherwise because marketers realized they had to spend 
more on this. It was not a good investment for their 
business, but it paved the way for its full-blown use later. 
Initially, studios set aside budgets for TV, radio, and print 
advertisements, but current rates are devoted not 
necessarily to the same station; up to 50% is showered 
towards online advertising and social media campaigns. 
For example, Marvel tactfully invested in attracting fan 
engagement through matters such as Comic-Con. Also, 
social media networks have global reach, and with 
establishments serving billions of users, this represents 
unparalleled audience accumulation.  

However, this radical transformation derives from 
many people on the Internet who actively consume, 
comment on, and share content through their news feeds. 
Film marketers are prompted to develop social-native 

advertisements and shrewd online campaigns that inspire 
sharing, engagement, and natural distribution among 
these interconnected groups through the algorithm’s 
platforms. It is no longer the case that movies are limited 
to spots in broadcast television schedules; they can now 
have multiple promotional opportunities with a dynamic 
push. Unlike large TV or theater audiences, social 
networks offer better targeting capabilities. This allows 
trailers and teasers to be tailored according to features 
such as gender, age range, location, and existing loyalty 
towards brands, among others. Using integrated analytics, 
marketers can get real-time metrics on the level of 
engagement for different user segments by their content.  

Further customization is made possible through 
review history and platform behavior data machine 
learning algorithms to predict preferences. This is a 
significant advance in shifting away from relying on 
general demographic assumptions at the time of 
developing promotion strategies and buying media. 
Overall, this study will examine the transformative effect 
of social media as well as emerging technologies on 
cinematic marketing strategies and highlight the shift 
from traditional advertising techniques to more creative 
and innovative methods that capitalize on the internet and 
social media platforms, influencer collaborations, and 
short video sites. Moreover, it will explore the impact of 
modern techniques in engaging communities, utilizing 
comprehensive analytics for targeted outreach, and 
harnessing the potential of virtual, augmented, and 
artificial intelligence technologies for more immersive 
experiences.  The study uses the case study analysis 
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method to provide a succinct understanding of how social 
media platforms are leveraging the internet, explore the 
implications of data-driven personalized marketing, and 
discuss the benefits and risks associated with the evolving 
landscape of digital promotion in the film industry. The 
research is organized into several sections that include a 
literature review, methodology, discussion, and 
conclusion.  

2 Literature review 
The impact of social media platforms is that they have 
extended the range of resources for sensation and 
enthusiasm for upcoming releases among cinema 
marketers. Previously, studios primarily relied on 
beautifully made trailers and the allocation of pricey slots 
for television and print commercials. On the other hand, 
social networks, including Facebook, Twitter, YouTube, 
and Instagram, provide more frequ0ent iterative audience 
engagement accuracy [1]. There are various ways to 
release teasers, behind-the-scenes videos, interactive 
polls/contests, user-generated content campaigns, and 
cross-promotions through these channels. 

The impact of social media on cinema marketing is 
more visible due to the numerous financial resources 
injected into online media via advertisements and social 
campaigns rather than the traditional way of marketing. 
Social media platforms like YouTube, Instagram, and 
TikTok allow easy access to global audiences and 
frequent engagement with their fans [2]. On the other 
hand, this study considers the socially persuasive effect of 
social media on cinema marketing by looking at 
successful studio releases from 2017-2022. With more 
than $ 500 million in revenue, these films received 
extensive attention on social media platforms and had 
innovative online promotional strategies [3]. The focus of 
the analysis is the fake films constructed with real actors. 
It compares the two approaches of traditional and creative 
throughout various areas, such as short-form video, 
implicit influencers, emerging technology, and 
customized content generated by data analytics. The 
sources include industry data on budgets, revenue, and 
social media engagement metrics. 

Significantly, social media channels aim to generate 
communities and dialogues about cinematographic 
intellectual property rather than broadcasting mere 
information. Strategies focus on user-generated content 
and hashtag movements by developing content that 
triggers reactions and encourages discussions. Analytics 
provide detailed monitoring of audience sentiments and 
engagement statistics to improve strategies [4]. 
Furthermore, the large percentage of internet users 
globally, up to billions, facilitates an acquisition reach that 
exceeds what traditional media can achieve. Social media 
has become the starting point on which current film 
marketing endeavors are built, started, and assessed. 

3 Case selection 
In selecting films for case study featured analysis, 
preference is given to recent cases of significant studio 

releases between 2017-2022 that are culturally significant 
and inspiring. The focus should be on movies that have 
generated worldwide box office earnings of over US$500 
million, attracted considerable attention from social 
media and film critics, and won industry acclamation [5]. 
Furthermore, films that are more experimental or 
pioneering in using social media and online community 
participation for marketing purposes receive detailed 
analysis. To make comparisons, the study focuses on 
fictional live-action narrations and leaves out animation 
or documentaries with alternative promotion strategies. 
Marketing costs, release schedules, audience 
characteristics, and metrics from social media analysis are 
studied along with production budgets and genres to 
assess how personalized social methods could have 
strengthened the performance. 

As in this case study, these films are the product of 
choice, with recent releases ranging between 2017 and 
204 that became culturally significant, winners of industry 
preeminence, and grossed worldwide box office revenue 
of over US$500 million. It is relevant that the chosen 
cases demonstrate creativity and experimenting with the 
use of social media platforms in marketing by engaging 
online community participation in film campaigns. A 
noteworthy example is the 2021 film "The Suicide 
Squad," produced by Warner Bros. Pictures. It was only 
available to watch through online streaming services such 
as HBO Max during its first release day because of the 
Covid-19 pandemic. This marketing strategy additionally 
used TikTok strategically and provocatively, creating an 
online task called Suicide Squad Task Force in which they 
encouraged people to do challenge videos incorporating 
the film's music; this promoted over 1.5 billion views 
along with producing video content for just over a million 
contenders. The campaign successfully attracted the 
challenge: challenging the participants and asking them 
about their excitement before getting acquainted with 
anything that had already promised that what would be 
given later was much more exciting. 

4 Evolution of film marketing 

4.1 Traditional vs innovative film marketing 

Traditionally, cinema marketing was centered on 
producing theatrical previews and associated print, TV, 
radio, and outdoor campaigns to interrupt audiences via 
conventional broadcasting channels since they were based 
on disseminating polished information to gain widespread 
reach. In contrast, social media strategies capture 
audiences by generating discussion, engagement, and peer 
dissemination on pre-existing online platforms where 
followers already participate [6]. At the same time, 
studios used to shell out large sums of money for intercuts 
between shows, whereas social networks currently use 
algorithms that boost organic content sharing. Although 
buying promotional boosts can help, the most significant 
improvements are now made through organic growth 
supported by community talk. 

What was the traditional film marketing landscape has 
unquestionably been revolutionized in its own right, 
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continuously shifting from one to another. Historically, 
significant expenditures were committed to the traditional 
outlets for advertising print media, radio network stations, 
and television networks, which relied on teaser spots that 
used 30 seconds during primetime TV programming, 
billboards and ads in prominent locations of significant 
cities, and local media segments including merchandising 
tie-ins or using entertainment publications to seize. 
Recently, blockbusters of the modern era have assigned 
up to 50 percent of their budget for progress and 
interactive online publicity. 

Through traditional means, a wide array of visibility 
was available. Still, more attention was often needed to 
pay to the finer details of effect and interactivity that a 
contemporary approach can deliver. The new methods 
adopted to market movies benefit greatly from online 
communities as studios begin broadcasting right through 
the community and then, all along, build a suspense 
culture. While the advantages are clear, recognized 
weaknesses should also be depicted. Hence, there is 
always a danger of over-reliance on fleeting hype cycles 
and adequate control of influencer partnerships to sustain 
authenticity. The comparison shows the evolution from 
passive one-way communication to active two-way 
involvement, a climatic shift in film marketing strategies. 

4.2 Short video platform marketing 

Vertical video platforms such as TikTok, Snapchat, and 
Instagram Reels have emerged as the primary pillars of 
marketing for film teams. Their short videos – under sixty 
seconds long – are perfect for trailer uploading, movie 
teasers, behind-the-scenes clips, celebrity interviews, and 
other movie content explicitly edited for mobile viewing. 
The goal is to increase interest in the brief and fun video 
content and facilitate circulation via hashtags, music 
integration, and meme usage based on popular culture 
intellectual property. This is further compounded by 
collaborations, adaptations, and re-imagined versions by 
fans and producers catching the loop of continuing 
interaction to keep films alive in social media feeds. 

Studios enjoy the benefits of targeting and touching on 
generations that tend to be younger, more mobile phone-
inclined, and share content more than older cultures 
dominating social media feeds. The humorous and 
personal filmmaking approach makes major blockbuster 
movies seem relatable. The community’s creative 
capacity is effectively mined through hashtag challenges 
and UGC initiatives. Such methods go beyond the reach 
of traditional media. TikTok and Reels inspire users to 
interact by highlighting the top contributions of millions 
of people.  

Additionally, the ability to distribute the content 
across various platforms enhances its visibility. However, 
if the attention is not turned into permanent commitment 
or loyalty, hazards are connected with that. Although 
mimetically customized clips may draw attention, they do 
not fully reflect the whole essence of an attraction by a 
film because of their limited nature [7]. Moreover, over-
entrainment in the language popularized on the platform 
could make a brand less unique. But for the distributors 

who seek to engage their young audience, changing the 
current marketing strategies to these short video channels 
might create several advantages. 

4.3 Social media influencer marketing 

Social media influencers are one of the most enforcing 
tools currently used in cinema marketing. These 
influencers have turned their audiences into loyal 
followers due to their digital content and personalities. 
Studios are starting to realize that carefully selected online 
celebrities significantly impact people due to their reliable 
and genuine bonds with followers. Also, studios often 
follow a basic strategy – they choose influencers who fit 
their category target and have vital metrics like many 
strongly engaged users, stabilized views, high followers, 
and excellent engagement rates [8]. However, such 
arrangements can be facilitated by multi-channel 
networks designed to manage them. The payment 
schemes adopted to acquire endorsements are 
heterogeneous, from flat fees to payments based on 
performance linked to the site traffic and converted sales. 
Besides, producers may obtain such non-monetary 
benefits as introduction or access to the intellectual 
property. Influencers, with the help of the creative 
directions prescribed above, promote these benefits 
publicly on Instagram unboxing videos, YouTube 
reactions for film trailers, TikTok duets to incorporate 
their views into public film clips featuring green screen 
visual effects and live tweeting about any event or 
premiere related to films.  

The immense value of influencer marketing lies in its 
capacity to generate genuine advocacy on a large scale, 
comparable to prime-time advertising. The intimate 
emotional connections and apparent friendships between 
internet celebrities and their followers are nurtured 
through vlogs, conversations, and the documentation of 
shared adventures. The simultaneous perception of stars 
characterizes this paradox as both aspirational and 
relatable. In contrast to traditional advertisements, 
followers place greater trust in the statements made by 
influencers [9]. They consider these statements to be as 
influential as the opinions of close friends. By selecting 
producers with a genuine affinity for cinema intellectual 
property, such as horror enthusiasts assigned to test eerie 
pictures, their enthusiasm is effectively conveyed to 
audiences who are already receptive and prepared. The 
outcomes of impressions, trailer views, and opening 
weekend ticket sales can significantly increase return on 
investment (ROI) compared to traditional marketing 
expenses. 

Additional benefits derive from enhancing the 
precision of targeting specific niche audiences, which is 
impossible through traditional television and print 
channels. Micro-influencers and nano-influencers, even 
with just tens of thousands of followers, can attract highly 
engaged communities that together grow [10]. Meanwhile, 
projects that align with their respective sectors receive 
endorsements from influential figures in the gaming, 
comic book, and other entertainment industries. Strategic 
audience curation allows studios to purchase only a few 
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quantities of content that may include viewers that are not 
relevant to their target audience.  

Nevertheless, this calls for the provision of human 
resources such as staff and legal officers, the promotion 
of artists, and dealing with managing film IP. This means 
giving away some of the marketing ground. Further, there 
are intrinsic risks that transcend the initial cost itself due 
to a lack of control. Although positive outcomes are 
abundant, it cannot be guaranteed that influencers will 
always avoid scandal in their personalities. Such 
controversies and mistakes create the risk of 
contamination by association - especially for celebrities, 
who are constantly subject to intense public critique.  

4.4 Integration of emerging technologies 

In addition to the current focus on social media, data 
analytics, and influencer ecosystems, cinema marketing 
strategy professionals are also watching emerging 
technologies that could be even more immersive and 
engaging alternatives for audiences. The solutions 
predominantly focus on personalized, predictive targeting 
with virtual reality (VR), augmented reality (AR), and 
artificial intelligence (AI). However, virtual reality 
studios have already pre-screened selected audiences with 
setups integrating headsets capable of immersing viewers 
into computer-generated worlds instead of using live 
camera record shots. It looks at sights, characters, 
locations, and situations early on before the film takes 
place [11]. VR enables extending marketing periods and 
grants a glimpse into interactive room-sized imagery. In 
contrast to the impression, engaging in physical activities 
allows for greater immersion and control than altering 
how one clip can be presented. 

Moreover, with the increasing adoption of headsets, 
studios can make large-scale previews through sharing 
VR content that can be viewed on consumer devices. The 
Copyright law that allows international fans to participate 
in virtual premieres and private screenings increases the 
availability beyond the event arena. Besides trailers, VR 
has become a new advanced technology for previews of 
the mood, visual style, and ambiance of the hotly 
anticipated upcoming titles. On AR app development, 
studios have created applications for mobile phones that 
allow users to project virtual components from upcoming 
films into real-life environments using cameras. 3D 
holographic images of characters that appear nearby can 
be activated by the QR codes on posters or standees when 
viewed through devices. Reality and fiction merge to 
imitate the virtual visit to sets with promotion emails or 
advertisements [12]. These advanced computer vision 
methods make it possible to link characters or scenes 
accurately with any outside websites. This may be utilized 
as part of citywide augmented reality treasure hunts that 
seek to involve followers. 

One of the primary purposes that AI-driven solutions 
aim to achieve is to use technical competencies available 
in companies like accurate advertising, electoral 
campaigning, and health messaging communication to 
enhance the audiences. User data includes online 
footprints, purchase histories, location records, declared 

preferences, and other metrics used by machine learning 
algorithms for analyzing user habits to build separate 
models of optimistic respondents using content signals. 
These psychographic data allow the development of 
specialized trailers and social adverts for different tastes. 
In addition, generative AI can generate fake scripts, 
posters, and other creative outputs to increase social 
promotion efficiency effectively. Chatbots that preserve 
their assigned persona enable studios to interact with 
followers naturally. The development of predictive 
analytics, computer vision, and conversational AI will 
allow some studios to simulate behavioral human 
interactions in their film marketing ecosystems with high 
precision. 

4.5 Data-driven personalized strategies 

To successfully develop future cinema marketing 
advancements, it is crucial to utilize big data and artificial 
intelligence effectively to improve audience targeting 
accuracy. Studios have conducted extensive tests, 
including evaluating targeted trailer optimizations 
through split geographic testing. Nowadays, it is possible 
to achieve enhanced personalization by obtaining detailed 
empirical insights on user activities in digital ecosystems, 
surpassing the limitations of previous demographic 
categorization. The launch pad originates from the rapid 
growth in data that can be monitored and analyzed. 
Various sources, such as box office revenues, loyalty club 
memberships, online trailer views, social media activity, 
browsing histories, IP affinity scores, and installed app 
analytics, offer a wealth of information. By inputting 
numerous data points into machine learning systems, 
intricate models are trained to categorize viewers into 
highly personalized subgroups based on similar interests 
and predictive preferences on a large scale.  

Through categorization by various exacting 
psychological characteristics, cinema advertising material 
can be individualized on the fly to fit the specific demands 
of classifications pinpointed by modal models. However, 
trailers focusing on the visual qualities are directed 
towards groups who appreciate sci-fi extravaganza style. 
At the same time, those that showcase mystery and drama 
are shown in front of viewers who enjoy slow buildups 
and suspenseful conclusions. Segmenting 
communications for fantasy and romance genre followers 
enables expressing more specific messages [13]. 
Complementary to predictive grouping, neural style 
transfer is a deep learning method. In this research, the 
analysis of framing, color grading, edit rate, and aural 
cues from different recent trailers that have passed tests 
among given audiences has taken place. Therefore, their 
fundamental aesthetic elements are compressed into 
mathematical models that further change the new trailer 
material to match the aesthetics of previously successful 
trailers in each category. Instead of sticking to fixed 
formulas, data-empowered approaches iteratively test and 
adapt the stylistic renditions. 

Optimization of marketing schedules is possible 
through a scrupulous assessment and analysis of the 
tentpole studio slates. Data-driven analysis reads 
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historical blind spots of counterprogramming smaller off-
season projects as blockbuster buffers. However, 
individual appreciation can improve with insights into the 
advantages of strategic sequencing and combinations of 
genres across a series of intellectual properties (IPs). 
These results are based on an extensive study done using 
a broad perspective, such as the research carried out in the 
film industry. In addition, web portals can customize 
trailers and artwork depending on people’s preferences 
based on their site history. Billboard utilizes facial 
recognition technology to offer programmatic creative 
content to targeted passers-by with the highest estimated 
probability of stopping and interacting [9]. In theaters, it 
is possible to analyze age, gender, and emotional response 
with camera feeds with the help of AI technology. The 
information is then applied by changing the sequence in 
which preview films appear, starting with those with 
better chances of being appreciated. 

With the increasing use of machine intelligence, 
cinema marketing is transitioning from relying on 
occasional human guesswork to utilizing advanced 
processing to create dynamic and continuously improved 
appeals. Organizing and categorizing audience 
comprehension on a large scale allows talented 
individuals to devote less time to making educated 
guesses based on statistics and instead concentrate on 
generating creative works. Addressing the risks 
associated with data ethics, algorithmic prejudice, and 
privacy infringement is crucial. In addition, several 
theorists contend that too personalized targeting may 
reduce uncertainty and the shared cultural connections 
that the media has traditionally fostered among different 
groups. However, instead of replacing the lasting appeal 
of excellent cinematic storytelling, wisely utilizing 
technology reduces unnecessary speculation and 
obstacles that hinder relationships with responsive 
viewers. Using data to inform specific relevance and 
refined style while still maintaining creative 
unpredictability and the excitement of live events 
suggests developing an entertainment system 
incorporating advanced technology inspired by science-
fiction. 

5 Conclusion  
This analysis illuminates the evolution of film marketing 
strategies from reliance on traditional broadcast practices 
to data-driven engagement in online fan communities. 
The results provide significant value for practitioners 
working to modernize outdated advertising practices in 
the current digital environment. Studios can find the best 
practices highlighted for producing short-form videos, 
working with influencers, exploring technological 
breakthroughs, and using machine-learning analysis. 
However, the research presents a comprehensive analysis 
of the development of film marketing in the social media 
era involving a study of contemporary strategies and 
methods. Thus, the aim is to showcase solutions that 
reduce vain suppositions, allowing such talent to focus on 
creating genuine communications with different 
audiences. Technologies in personalization and 

immersion need to be closely monitored across genres to 
achieve balanced creativity and data-driven customization. 
The research is focused on preserving promotional 
creativity but aimed at providing the studios with the 
necessary insights to reach first-time and loyal fans 
effectively. This study only looked at case data from 
recent big studio releases. Still, future academics could 
further research the causation between social media 
optimization and direct sales effects. More qualitative 
data that includes the perception of entertainment 
executives would improve the analysis. 
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