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Abstract: For this study we have adopted a comparative approach to better understand Perceived 

Effect of Social Media Marketing on Malaysian Film Audience  including its successes in regards to 

popular social tactics and campaigns as well as where it may fall short within the realm of marketing 

as a whole and to explore the differences marketing strategies. The study also found the benefits and 

challenges using the strategies and takes a look into how social media can best be used and 

implemented to create for a successful marketing campaign for the theatrical release of a film in 

Hollywood to implied on film industry in Malaysia. This study uses Qualitative method which 

utilizes the Focus- Group interview, throughout this study, netizen’s comments and discussions on 

social media are analysed to also determine how the social media marketing may influence the 

audience 
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Introduction  

With the rise of social media, there are new strategies and tactics that marketers and advertisers must take 

advantage of when creating a campaign. Social media platforms are a place for targeted tailoring and 

personalization. Social media is exactly what it is by definition: social. Personally connecting with social 

audiences through a marketing or advertising campaign is the best way to find success with that campaign  By 

investigating current social trends and best practices regarding social media marketing campaigns performed by 

several major film studios in the Malaysia and  Hollywood, it will benefit social media, marketing, advertising 

and film industry professionals who are looking to increase their visibility and create a more successful 

campaign on social media.  

Problem statement 
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Marketing is an essential part of a movie’s success in theatres. Without proper marketing development, a movie 

with fantastic plotlines, characters, actors, sets, and special effects may fail to attract an audience. This study 

focuses on the effectiveness of Social Media Marketing on Malaysian Film Audience. In the last few years, the 

rise of social media as a personal form of expression has exploded. Most of the time, However, companies don’t 

take advantage of the fact that mostly all of their consumers are on social media. To traditional marketers, social 

media is still a relatively new and unexplored terrain and that can be intimidating. However, “today, many 

analysts agree that social communities should be a top priority for marketers.  

A great marketing strategy guarantees a good opening end of the week for the film. Additional social media for 

movie marketing activities are conceivable if the star of the film is included like radio challenge, specials, 

reconciliation, and online chat. There are not very many filmmakers and studios that comprehend the advanced 

medium well yet most concur that the medium should be utilized legitimately. 

Research objectives  

 To identify the marketing tools used in promoting the film in Malaysia. 

 To understand and to explore the effect of audience perception toward film promotion 

Research questions 

 What kinds of social media marketing tools are usually used? 

 What is the effect of audience perceptions towards social media marketing in Malaysia? 

Conceptual framework 

This theory explains that the objectives of social media marketing include boosting sales and brand awareness, 

refining brand image, stimulating consumers’ visits to online platforms, addressing concerns regarding 

marketing costs as well as establishing user interactivity on social media by encouraging them to generate 

content by either posting or sharing anything deemed suitable for the purpose of social media marketing on the 

various social media platforms (Ashley and Tuten, 2015; Bianchi and Andrews, 2015;  Schultz and Peltier, 

2013; Bernoff and Li, 2008).  

Social media marketing is made possible via the availability of the Internet and interactive technologies. Due to 

its accessibility, effectiveness in reaching a wide set of audiences as well as its benefits for branding, social 

media marketing is employed by numerous organisations and firms (Michaelidou, Siamagka, & Christodoulides, 

2011). As indicated by Andersson (2017), through social media marketing, firms can establish relationships with 

consumers, staff, communities and even stakeholders, to name a few. As such, due to the objectives and 

characteristics of the social media marketing theory, it can be said that the theory forms the basis of this study as 

it justifies the role of social media as a platform to promote breastfeeding via social media campaigns. Social 

media marketing is part of the efforts to promote breastfeeding to first-time mothers because it enables 

breastfeeding advocacy campaigns to reach their targeted audience on a larger, cost-effective scale.  
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Figure 1: Conceptual Framework 

 

Literature review 

Social Media Marketing 

Social media can be used in many different ways within a single marketing campaign that is what makes it the 

most versatile platform to structure a campaign on. Social media platforms are becoming bigger and better for 

advertising not only because of the extreme reach potential, but also because social sites “gather all sorts of data 

on each user’s age, consumption patterns, interests and so on” (Economist, 2015,).  

Regardless of when social media marketing is established during the campaign, using this form of non-

traditional advertising allows a company to develop and actively communicate with customers, increase brand 

awareness and brand equity, and do it all for a lower cost than traditional methods (Elliot, 2011).  

Effectiveness Social Media Marketing on Audience                             

Effective marketing means being able to communicate the strengths of the movie to an audience who would 

appreciate those strengths. As younger audiences continue to spend significant amounts of time on the Internet, 

marketers are trying to reach those people in ways that reliably drives ticket sales. Though it would seem as if 

incorporating social media into movie marketing campaigns would be an effective means of reaching these 

younger audiences  

There are many factors that influence a movie’s box office success. Effective marketing means being able to 

communicate the strengths of the movie to an audience who would appreciate those strengths. As younger 

audiences continue to spend significant amounts of time on the Internet, marketers are trying to reach those 

people in ways that reliably drives ticket sales. Though it would seem as if incorporating social media into 

movie marketing campaigns would be an effective means of reaching these younger audiences 
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Twitter  

Twitter is different kinds of social networking informal communication locales that have same character and 

impacts on the utilization of Twitter as it works in associating the other individuals from alternate spots to 

alternate places in a speed of time. The utilization of Twitter would furnish its clients to remain refreshed with 

the ongoing updates with the majority of the Twitter clients that share their sentiment or words through the 

Twitter.  

Twitter is being found as the microblogging where individuals ready to retweet their tweets with numbers of 

users that utilization Twitter as one of their medium or divert in correspondence and conveying their data that 

they needed to share on (Kwak, H., Lee, C., Park, H. also, Moon, S., 2010). highlighted that,  Twitter gives a 

viable method for correspondence in impacting the other user's which the clients who tailed somebody on the 

Twitter would going to as it would ready to make alternate clients to be affected with the words that has been 

"tweeted" among them, which they would likely going to trust the posted things in the profile. 

Instagram 

Instagram can be viewed as both the first and last level of interaction with a movie picture: from a customer 

initially seeing a post in pre-production, to following the channel and providing a community for fans after the 

movie’s release. Movies have additionally had the capacity to take advantage of the adolescent and picture-

based intensity of Instagram. Since its dispatch, Instagram has given us an astounding stage to interface with our 

fans and recount our story outwardly. Besides, presently Instagram have new highlights which is IGTV. IGTV 

will be a noteworthy player declared and propelled in June, IGTV is the new video organize committed 

exclusively to portable clients. Not in any way like YouTube and other video spilling stages, is IGTV committed 

to vertical video playback and, along these lines, sensible for advertisers and substance producers that are 

watching out for a convenient crowd 

Social Media Marketing Theory 

This theory explains that the objectives of social media marketing include boosting sales and brand awareness, 

refining brand image, stimulating consumers’ visits to online platforms, addressing concerns regarding 

marketing costs as well as establishing user interactivity on social media by encouraging them to generate 

content by either posting or sharing anything deemed suitable for the purpose of social media marketing on the 

various social media platforms (Ashley and Tuten, 2015; Bianchi and Andrews, 2015;  Schultz and Peltier, 

2013; Bernoff and Li, 2008).  

Social media marketing is made possible via the availability of the Internet and interactive technologies. Due to 

its accessibility, effectiveness in reaching a wide set of audiences as well as its benefits for branding, social 

media marketing is employed by numerous organisations and firms (Michaelidou, Siamagka, & Christodoulides, 

2011). 

Methodology 

The study is a methodological inquiry into the interpretation of qualitative data. It explores a grounded theory 

approach to the synthesis of data, examining, in particular, the identification and building of categories, as one 

part of the coding, categorizing, and thematic development sequence and it focuses on ways of organizing data 

and attaching meaning, as research problems embedded in cultural context are explored. 

Instrument 

In an attempt to understand the successful promotion strategies from the audience’s point of view, group 

observations and interviews were conducted in the area Klang Valley aged between 20-35 years old. Focus 



Proceedings of the 5th World Conference on Media and Mass Communication, Vol. 5, Issue 1, 2019, pp. 154-160 

 

 158 

group is used as a tool to collect primary data for this study. Small groups are often used “to reveal consumer 

needs, motives, perceptions and attitudes”. Small group consists of 6 respondents with equal proportion of males 

and females. The focus group took approximately 60 minutes. All respondents are are movie lovers and highly 

involved in movie watching. Respondents hailed from a range of different states of the country and cultural 

backgrounds 

Focus Group 

Focus Group is a type of in-depth interview accomplished in a group, whose meetings present characteristics 

defined with respect to the proposal, size, composition, and interview procedures. The focus or object of 

analysis is the interaction inside the group. The participants influence each other through their answers to the 

ideas and contributions during the discussion. The moderator stimulates discussion with comments or subjects. 

The fundamental data produced by this technique are the transcripts of the group discussions and the 

moderator's reflections and annotations.  

Data Gathering and Data Analysis 

According to the Braun and Clarke (2006), thematic analysis was the qualitative study that emphasize on 

existing and actions with the classifiable subjects in order to recognize, examine and report the information. 

Besides systematizing the information in generous way, the researcher had to be conversant with prerequisite of 

the segments which involved the information, produce the preliminary code, point for the subjects, study the 

research topic as well describe the research studied before generating the report. 

Findings 

Social Media Marketing used in Film Promotion  

Film marketing in Hollywood are more updated to compare with Malaysia. It's important to keep the ball rolling 

with your marketing, starting to spread the word and build interest in your project early will ultimately pay off 

by getting audiences to see your film.  It is especially if you're focusing on a how-to promoting your film, it's 

crucial that you and make contact not only with fans but with taste-makers and decision-makers. They want to 

hear about the making of it, the ups, the downs, the bloopers, behind the scenes, the funny bits and giving more 

of an insight into film processes will help the audience become more emotionally invested in the film.   

Effectiveness of Social Media Marketing on Malaysian Film Audience  

A film can be used as one of the most prominent media for storytelling (Fuchs, A., 2012) and is used in many 

studies to explore human behaviour. Film as a channel and scientific device, documents and exposes phenomena 

(Kracauer, 1960), not only because it enables the analysis of a large scope of time occurrences, it can also record 

reality. The researcher's finding could relate to this  A look at some of the biggest hits at the box office this year 

proves that many of the most successful films also had strong social media campaigns. the most popular social 

media platforms include Facebook, Twitter, and Instagram. Things become viral on the internet for many 

different reasons. Whether it be a fun or a hilarious meme that people can relate to. All of these social media 

platforms are being used in different ways for fans to interact with and learn more about the characters and the 

movie, while at the same time Connect with social media influencers 

Conclusion 

The purpose of this study was to analyses social media marketing and how it affected the relationship between 

the audience and film promoting. Since most people use social media as a means of communicating, utilizing it 

can help develop relationships between audience and film promoting. Social media consists of distributing 
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content that will give the audiences a chance to gain an in-depth look at different aspects of the movie. This can 

include photos and videos, articles, or behind-the-scenes content in a  film promoting. 

Most participants said that they were most likely to learn about movies through social media, which gave 

evidence that this medium does have an impact on moviegoers. In these channels, people were mostly looking 

for videos, pictures, or behind the scenes content. Other suggested content included reviews, trailers, and 

information about the actors of the movie. This suggests that people would be interested in visiting these 

profiles if they had more diverse content in addition to what they already supply.  

Doubtlessly, 'social media’ has a very important role to become a small village of the world. Social media while 

eliminating walls and distances, it was closed people in many ways. A major turning point in the history of the 

world that the impact of the internet and social media being felt more and more every day of our economic, 

political and socio-cultural lives. This power affecting all aspects of human life has been integrated into the film 

industry. Today the film companies see that social media and internet are one of the indispensable 

elements competitive powers. Users are now not passive watcher in this environment; they have started to 

become active players. Consumers with have written blogs, their Tweets and sharing on Instagram, social media 

with product evaluations has been the scene of the birth of creative consumers and content created by 

consumers. 
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