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Abstract 

This paper seeks to present entertainment marketing’s social media revolution. As consumer engagement 

with digital platforms recursively shape the entertainment brand’s business model, the primary marketing 

tool is social media for real-time, communicative and personalized engagement with customers. Using data 

analytics, influencer collaborations, live events help entertainment marketers increase brand awareness and 

engagement. Advertising reap benefits from social medial in depolarized repertoire because of timely 

interaction conferred to it unlike traditional media where viewers are transformed into active participants. 

The findings of this study bear implications that concern entertainment marketing communication by 

pointing out how trending content, interactive campaign and audience information can help augment the 

reach of the intended entertainment marketing communication. In the paper, the author examines case 

studies and compares industries to reveal that strategic use of social media fosters audience engagement, 

increases market coverage and reflects the shift of consumer trends. The success of engaging customers in 

real-time therefore poses an important lesson for entertainment brands who need to feature real-time as one 

of their most important marketing tools in the current social media age. 
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Introduction 

Social media is therefore an indispensable tool within entertainment marketing due to the highly dynamic 

digital world today. Regardless of if it is a new film, a concert or an endorsement, real time interaction 

shifts the dynamics of any particular market campaign. The arrival of systems such as Instagram, Twitter, 

tik tok and YouTube have shifted entertainment brand-fan interactions to current levels where fans have a 

chance of providing direct response feedback to brand engagements. Entertainment marketers are therefore 

now confronted with the following task: to support content with social media and achieve real-time 

engagement with audiences and build relationships that are authentic in order to strengthen consumers’ 

identification with a specific brand which will lead to sales, or viewership respectively. This paper focuses 

on the role of social media in modern entertainment marketing, best practices, emerging issues and the 

future of real-time audiences. 

 

1. Entertainment Marketing Amongst the Social Networking Websites 

Thus the role of social media on entertainment marketing is immeasurable. As 2023 Statist reveals, at 

this point more than 4.6 billion persons use social media globally; in addition, entertainment has always 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR250135135 Volume 7, Issue 1, January-February 2025 2 

 

been one of the most popular content categories per users. This was a major turn from more 

conventional marketing tropes like the print and TV ad, to agile, socially lead campaigns that have 

enabled entertainment brands to tap into consumer interest. 

Given their strong image-oriented approach to users, Instagram and, in particular TikTok are good for 

advertising entertainment content such as movies, shows, music, and fashion. While, the second one is 

the best for live discussions about trending topics as it directly allows the brands or anybody else to 

chime into to what is precisely going on live. In the meantime, which can store large amounts of videos, 

YouTube has shifted from informative content to trailers, music videos, and popular product promotions 

performed by celebrities or other famous people. 

For instance, the entertainment marketing new central player is TikTok. Songs and movies garner 

millions of views and engagement via viral challenges, hashtag campaigns and partnerships with 

influencers. According to the Forbes journal, the “Dance Challenges” by TikTok have now become a 

norm for music singles to trend their way to the favorite charts 2023. A research done in 2023 and 

published in The Journal of Marketing also acknowledges this fact by asserting that TikTok campaigns 

engage a lot more consumers and go farther afield than the traditional campaign. (Smith & Jones, 2023). 

2. Real-Time Audience Engagement 

Engagement is also another advantage that ENT marketers gains from social media marketing since it is 

timely.  This feature makes the brands to open a real form of conversation, receive feedback 

immediately and even come up with the next move on their campaigns. Real-time engagement is most 

impactful during events like awards’ ceremonies, concerts or product launches, when social media are 

used as a direct line of communication with spectators. For the current circumstances, during the 2023 

Grammy Awards show, artists had their fans via the microblogs of Twitter and Instagram. Majority of 

artists, took the chance to reply to the live comments and posting more vlogs. With live stream the 

connectivity option provided by these sites has made it easier for stars and personalities to engage fans 

as and when they want. Specifically, the 2023 Sprout Social report reveals that with social media live 

video streaming has increased user engagement of year over year by 30% (Sprout Social, 2023). 

 
Besides, real-time involved enhances the feeling of reality. As people gradually pay less attention to 

typical commercials, social media – which does not distort the material – can give entertainment brands 

an insight into their daily lives, mistakes, and messages, thus making the brand/person relatable. This 

brings about audience involvement that makes them feel they are actually part of the process used in 
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material being developed hence they have a lot of stock involved in the brand or project. An even more 

impressive way is how the Star Wars use social networking sites in relation to new movie releases. To 

work with the audiences and fan bases the franchise share pieces of information and respond to the fans’ 

content during the premiere and live streamlining events. Such two way communication creates fans 

enthusiasm and extends the brand loyalty (Trek, 2023). 

 

3. Strategies for Real-Time Engagement 

Real time audience engagement is a worthy process that needs to be planned and executed to the 

highest level. These being said, it is very important the entertainment marketers strive to develop 

contents that they want to share out to reach as many people as possible but at the same time get these 

people to interact with their brands. Several tactics have proven successful in this space: 

3.1. Live Q&A and Interactive Polls: These tactics are particularly useful in order to build an 

impression of urgency. For example, when Taylor Swift had her album dropped, she went to her direct 

Instagram Stories to poll her audience as to which song of theirs should be the next to be released. 

This direct involvement not only will raise participation but also will deepen the relationship between 

the artist and his/her audience. Hootsuite’s (2023) polls and questions increase engagement by 20%. 

3.2 Influencer Collaborations: Collaboration with so-called influencers is one of the pillars of social 

media marketing at the moment. In entertainment, influencers ensure new products such as movies, 

songs, etc. are marketed to audiences who show a great deal of interest in related content. An example 

of this is the combining of efforts undertaken by the 

3.3 Marvel Cinematic Universe and social media influencers to promote Avengers: Endgame, 

which involved influencers passing on snippets of behind the scene footage with millions of their 

followers in the run up to the release of the film (Davis, 2023). 

3.4 User-Generated Content (UGC): Engagement maybe one of the most powerful tools to foster 

by the use of UGC. It tends to feel like people ‘own’ a brand or project when asked to make content 

regarding it. The Frozen 2 promotional strategy was to challenge fans to record themselves 

performing songs from the movie; this created thousands of user-generated posts that not only added 

an extension of brand marketing but also reached more people (Fitzgerald, 2023). 

3.5 Hashtags and Challenges: It’s most popularly seen on entertainment marketing on social media 

platforms like TikTok, where hashtag challenges are popular. These campaigns involves everyone to 

generate contents with a particular hashtag. In particular, viral content will increase in correlation to 

the number of users. It’s not only good for the visibility but as a means to get the community 

involved. For instance, the #InMyFeelings Challenge by TikTok or the #OldTown Road challenge by 

Lil Nas X are evident, which assisted with creation of awareness of Drake and Lil Nas X’s music 

respectively (Johnson, 2023).Employing these strategies, entertainment marketers can ensure greater 

likelihood of ‘’viral’’ content creation, with subsequent, consequent, real-time viewership. 
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4. Entertainment Marketing and Social Media Metrics 

Marketing information resources of social media sites include the provision of vast amounts of data that 

a marketer can use while developing marketing strategies. Likes, comments, shares and views are all 

really good selective measures especially when we are dealing with a campaign. With these metrics, 

marketers could understand what works in the population of people they are marketing to which might 

have helped them adjust it in actual time. For instance, Facebook Insights and Twitter Analytics feature 

as tools through which the marketers could isolate themselves and get real-time information on the type 

of content that works best and that which requires improvement. A highly engaged campaign that draws 

a significant response can and often should be dislodged and extended, while a less effective campaign 

can be modified and potentially even deleted. For instance, consumption of shows and movies can be 

personalized by using data analytics, through suggestions given to customers depending on what they 

have watched. This sensitivity does not only enhance user participation but also enhances the possibility 

of the users continuing with the platform over time (Hernandez, 2023). 
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5. Concerns and threats in performing RTSM differently (lacking an over-arching consolidated 

brand strategy). 

However, it is well appreciated that real-time engagement is not without some its problems and dangers 

as well. Among those, the primary concern is how to handle negative comments which may appear in 

social networks or other forms of social media. Since, the social platform such as Twitter is real-time, 

such a problem can easily snowball into a full-fledged crisis if it is not addressed within a short time. For 

instance, Twitter users were pissed off at Game of Thrones’ makers for what they considered was a poor 

final season in the year 2022. It became negative very soon and to counter the audience, no matter how 

large it may be, was quite a task. The hasty leaving of the party of one of the guests does not pose a 

timeless issue for entertainment brands but it is a good idea that brands have to be willing to handle such 

provocations and respond to them swiftly and clearly, arguing with all the concerns of the audience they 

are working with (Miller, 2023).  Further, real-time response may also bring ambiguity and confusion in 

verbal communication. A single message that is posted at the wrong time or comment that made 

inappropriately can spread for years causing serious harm to the company’s image. What this means 

brands have to ensure that their social media teams are adequately prepared to avoid situations like these 

and stay on a positive light. 

 

Conclusion 

Social media has influenced entertainment marketing in that the entertainment marketers and the target 

groups can now engage in real time . With help of such social media tools as Instagram, TikTok, and 

Twitter, the entertainment marketers are capable to build close contacts with the audience in the shortest 

time and increase its visibility. But like any inventory, it is all about how social media can be effectively 

managed and the ability of the management to measure the effectiveness of the campaigns currently 

running and the potential risks that are associated with the social media. Entertainment marketing is 

already going digital and the ability to connect with the audience in real time will be a key determinant 

of success in the future. 
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