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The current film and television industry is thriving, with movies being the most
representative form that has always received attention. In the past, public relations in the
film industry was limited to hosting premieres and issuing press releases. Nowadays, public
relations in the film industry is no longer limited to basic administrative assistance, but has
developed into a strategic field. It fundamentally shapes the audience's perception of the
movie, promotes word-of-mouth dissemination, and enhances brand value in the long run.
Not only that, public relations work starts from the script creation stage and continues even
after the movie is released. The PR team not only creates topics. It will also help the
production team gain a deeper understanding of the changing trends in audience values, such
as focusing on sustainability, diversity, or corporate ethics issues. Then integrate these
values into the public relations story. This continuous two-way interaction makes public
relations a "dynamic feedback loop" between the film industry and the audience.

public relations, movie marketing, managing public perception, media relations
strategic messaging

The 2023 Global Film Market Report points out that while the film industry has been recovering
after the pandemic, competition has also gotten fiercer—audience attention is all over the place,
whether watching movies in theaters, streaming online, or catching clips on short-form video
platforms [1]. In this kind of "everyone's into their own thing" environment, PR works like a flexible
"coordinator." It pulls together all those scattered channels—things like media coverage, influencer
recommendations, discusses film festivals, and in-person experiential events—and lines up around a
single promotional message and timeline [2].

These days, movie studios and distributors don't just do one-off promotions; they put together
"package campaigns." People sync up trailer releases, film festival premieres, influencer early
screenings ( to hype the movie), pop-up experiences, and data-driven social media activities. The
goal? To build up excitement little by little before the movie even comes out. Here's the thing:
traditional ads pay for views, but PR earns attention and real engagement—and that makes it more
trustworthy. Plus, today's campaigns are all about getting the audience involved. Instead of just
making people watch ads passively, turning promotions into cultural moments that people actually
want to take part in [3]. On top of that, influencers' credibility and the way small, tight-knit

© 2025 The Authors. This is an open access article distributed under the terms of the Creative Commons Attribution License 4.0
(https://creativecommons.org/licenses/by/4.0/).

1



Proceedings of ICFTBA 2025 Symposium: Data-Driven Decision Making in Business and Economics
DOI: 10.54254/2754-1169/2025.BL28818

communities share info can make word-of-mouth spread super-fast. That actually has a big impact
on how well a movie does in its opening week and how many people stream it later on [2,4].

A 2023 Pew Research Center survey on online film fandoms had some interesting findings: 58%
of Gen Z respondents said researchers find out about new movies mostly through influencer
recommendations [2]. Compare that to just 34% who hear about it from paid ads. This shift also
shows a bigger trend in the industry: audiences these days don't focus for long, but when they find a
niche audiences will love and dive deep into it.

The post-pandemic era didn't just change the in-person moviegoing experience—it also shifted
how audiences think. On one hand, people are harder to impress; people's standards are higher. But
on the other hand, when they find a show or movie that audiences really like and get emotionally
invested in it. This "pick and choose, but go all in" mindset means PR for these films can't just be
shallow hype. It needs to give audiences real "extra value"-like exclusive video clips, live Q&As
with the cast or crew, or joint charity projects, even something that audiences really care about.

Take the 2022 underdog film Everything Everywhere, All at Once, for example. It doesn't have
gorgeous promotions. Instead, it built grassroots support with small fan meetups and conversations
about cross-cultural topics. That just goes to show: even "small" movies can win the attention game
—you just need PR that connects with the community.

So, here's a practical tip: before a movie comes out, do an "audience value check." Figure out
what the audience cares about, such as inclusivity, sustainability, or giving back and then design
promotions around those things. That's how audiences actually resonate with people.

Film PR is a collection of activities that, together, manage perception, conversation and relationship
throughout the life of a film. These activities may be taken individually, but in practice work in
concert as interchangeable modules within a bundle of campaign silos.

Knowing what will count as earned media: careful briefing of the press, orchestrated critic
screenings under embargo, one-on-one interviews that lend an air of authority that an advertising
spot may not.

Partnerships with influencers extend that hard-won credit of expertise to niche audiences [3];
research on effective,it suggests that the success of an influencer marketing campaign depends on
the messages or source's value and credibility with its audience [5].

Initiatives released in stages—teaser releases, discussing festival placement, and staged
experiential events—keep the drum beating, avoiding wear-down long before the film's early
audiences have worn out their welcome [6].

Experiential strategies turn the promotional spaces in which audiences see a film's world into a
home away from home.

Collaborations across sectors— setting up a Cinema Expanded Exhibition exhibit, partnering
with a game, or incorporating a fashion collaboration—widen the cultural footprint of a film's world
and gain access to new audiences drawn to the festival circuit or movie theater [7].

According to the Motion Picture Association 2023 titles with cross-promotional tie-ins or
charitable partnerships had nearly nine times as many earned media mentions as titles without such
partnerships [8].

Rapid-response emergency protocols, policies for disclosing relationships to the FDA and other
agencies to stay out of legal trouble, and scenario rehearsals to accelerate reaction time when
controversies do erupt—all these are components of contemporary ethical practice and should be
part of people's toolkit.
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Practical Measure: A studio may choose to create a cross-functional "PR command center" that
can manage earned media, influencer partnerships, experiential events, and other PR activities from
behind a single dashboard.

3. Media relations and influencer networks in contemporary film PR
3.1. Earned media as core credibility

Earned media remains the anchor of credibility. Exclusive press previews, critic roundtables, and
embargoed screeners assist in shaping narratives before release. According to the 2023 Global Film
PR Benchmark Study, films investing in early critic access and tailored press kits averaged 3.1 times
more editorial coverage than those relying solely on generic press blasts [1].

Practical Measure: Develop tiered press-access plans—giving early access to critics and
journalists most aligned with the film's target audience—to secure higher-quality coverage.

Additional Discussion: In addition to quantity of coverage, tone and framing are crucial.
Academic studies show that favorable editorial tone in the first two weeks of release correlates
strongly with second-weekend box office retention [8]. Studios therefore currently focus on building
long-lead relationships with journalists, offering deeper production insights and ethical transparency
to encourage balanced reporting rather than last-minute publicity pushes.

3.2. The expanding role of influencer

Micro- and nano-influencers currently provide access to tightly knit communities, while macro-
influencers may mobilize mainstream reach. Pew Research Center found that 58% of Gen Z
respondents discover new films primarily through influencer recommendations compared with 34%
via paid ads. Influencers translate studio narratives into peer-to-peer conversations, embedding the
film into lifestyle content, memes, and long-tail discussions that extend months beyond release. This
peer interpretation effect may transform an indie release into a "should-see" moment, as seen with
Lives. Past

Practical Measure: Maintain ongoing "micro-influencer councils" who co-create content and
provide early feedback loops to PR teams.

Additional Discussion: This model also decentralizes. Where one famous ambassador might
collapse for smaydal, a bunch of micro ambassadors would be much more robust. In 2013, Netflix
divided its One-Piece influencer outreach by geography and One Piece fan subculture, thereby
enabling the campaign to survive even if some influencers fell out (which happened). This is
portfolio theory for ambassadors: diversify and spread the risk of reputational loss by leveraging a
bunch of modester but more authentic voices.

3.3. Platform-specific strategies

On YouTube, TikTok, Instagram, Discord and other social media, we can distinctly content cultures
and algorithmic triggers. According to Statista, Discord's entertainment-related servers grew from 13
million active monthly users in 2020 to 19 million in 2023 and films and TV shows are communities
accounting for the fastest growth segment.

Practical Measure: Customize campaign assets to each platform's native format while
maintaining a coherent brand voice.

Additional Discussion: Platform convergence additionally allows for "tiered storytelling." A
teaser might appear first on TikTok to spark meme culture, then a behind-the-scenes featurette on
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YouTube for longer engagement, and finally a live Q&A on Discord to solidify community loyalty.
This orchestra rated cascade matches platform strengths to audience behavior, a tactic validated by
Deloitte's report[9], showing a 30% uplift in trailer completion rates when content is sequenced
platform-specifically.

3.4. Amplification through experiential tie-ins

Experiential activations—Ilike pop-up setups, VR previews, or collaborative livestreams—take a
movie's story universe beyond the screen and into real-life spaces or hybrid (online + in-person)
spaces. Variety reported that the immersive pop-up event for the 2023 movie Barbie got over
250,000 mentions on social media during its opening week.

When you design pop-up events or hybrid events, make sure to add "shareable" features. That
way, people who go to the events can naturally become brand promoters and spread the word about
the movie on their own.

Successful experiential activations also use "transmedia breadcrumbs." For example, hiding QR
codes that let audiences unlock exclusive content, or set up augmented reality (AR) murals—people
can only see the full picture if they scan people with a phone app. These ideas make people feel like
"discovering" something fun. It not only get people to come back to the events multiple times but
also make online talks about the movie more lively. And academic research find that these game-like
elements do two things: make people share event experiences right away, and help people remember
the movie better for a long time [6].

3.5. Data-driven adjustment

Analytics currently inform PR decisions with significantly greater precision. Real-time monitoring
of social sentiment, trailer drop-off rates, and influencer engagement allows teams to iterate
messages mid-campaign. The Digital Media Trends report demonstrates that 71% of media
executives consider real-time analytics a "critical capability" for marketing and PR functions [9].

Practical Implications: Implement a rolling "social listening sprint" every 48 hours during peak
campaign phases to identify emerging narratives and deploy counter-messaging.

Additional Discussion: Beyond reactive listening, predictive modeling may identify which
narrative threads are likely to resonate weeks in advance. For example, by testing alternative trailer
thumbnails or influencer hashtags on modest sample audiences, studios may forecast click-through
and sharing potential before committing major spend. This approach mirrors A/B testing in tech and
significantly reduces wasted impressions while boosting engagement velocity.

4. Reputation management and crisis communication
4.1. Reputation as an ongoing asset

Reputation works like "trust capital"—over time, it affects whether people buy tickets or go see a
movie. There will be many big controversies,including fights over casting choices ,claims of
harassment at work,which can mess up even the most carefully planned PR campaigns. On the other
hand, being open with the public and sharing messages , can help to line up with important values
and also make a brand's value stronger.

Take Everything Everywhere All at Once for example. The movie put a spotlight on the Asian-
American creative team and the workers to connect with communities [10]. By doing that, they
turned inclusivity into a tool that helped market the film.
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Practical Implications: Establish "reputation dashboards" tracking public sentiment for films,
talent, and partner brands.

Additional Discussion: Academic literature on crisis communication demonstrates that speed,
consistency, and sincerity of response determine whether a controversy escalates or subsides [11]. In
film PR, this means maintaining pre-negotiated response scripts with key stakeholders—directors,
cast, legal teams—such that statements are timely and coordinated. A good reputation additionally
acts as a “buffer”: audiences forgive mistakes more readily when people feel a studio or creator has
a history of fairness and inclusivity.

4.2. Transparency and disclosure

Clear labeling of sponsored content, publicized influencer partnerships, and swift acknowledgment
of mistakes are currently key determinants of trust.

Practical Implications: Create standardized disclosure templates for all influencer and partner
communications.

Additional Discussion: This practice not only satisfies legal requirements but additionally
matches shifting audience expectations. In 2023, the Federal Trade Commission (FTC) in the U.S. it
dissued updated guidance emphasizing conspicuous disclosure of sponsored entertainment content
[12]. Compliance with such regulations additionally differentiates studios as "trust leaders" in a
crowded market, which may become a competitive advantage. Viewers currently equate
transparency with authenticity, reinforcing positive sentiment around a film's release.

4.3. Crisis playbooks

Entertainment brands that responded to emerging controversies within 12 hours saw 45% less
sustained negative sentiment compared with those delaying beyond 48 hours. Warner Bros. quickly
shifted messaging for The Flash after lead-actor controversies, emphasizing director-led interviews
to recalibrate fan discourse in 2023.

Practical Implications: Develop a "12-hour crisis sprint" protocol assigning clear roles to PR,
legal, and creative teams.

Additional Discussion: Best-practice models from aviation and healthcare—two sectors with
rigorous crisis management—show the value of tabletop exercises. Film studios may adopt similar
drills, running mock crises in advance of high-stakes releases. These simulations assist PR teams to
refine coordination, identify message bottlenecks, and build trust among cross-functional
departments. A rehearsed plan allows faster and calmer reactions under pressure, reducing the risk of
contradictory statements or "information vacuums" that fuel speculation.

5. Cross-sector collaboration and experiential PR
5.1. Partnerships beyond the film industry

The Motion Picture Association's 2023 report demonstrates that titles tied to cross-industry
collaborations averaged 2.2 times the earned media coverage compared with films without such tie-
ins [1]. Barbie in 2023 aligned with fashion brands and Airbnb-style pop-ups, while Black Panther:
Wakanda Forever in 2022 partnered with nonprofits to promote STEM education.
Practical Implications: Form long-term "brand alliances" at least six months before release.
Practical Implications: Cross-sector partnership is not limited to merchandising, it's high time that
people used it to create soft identity. Partner with a multinational, tech company or local
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government, a film studio can make a movie appear to belong to social discourse (e.g. sustainability,
community development). The partnership may also be used to prolong the film's life: a social
exhibition or marketing campaign scheduled after the film's theatrical run may keep it from being
reeled from the catalog.

5.2. Experiential activations

Variety documented that Barbie experiential pop-ups drove over 250,000 social mentions during its
opening week compared with 90,000 for similar campaigns without experiential tie-ins [13]. Spider-
Man: Across the Spider-Verse in 2024 utilized AR filters and murals to encourage fans to post
audiences' hero transformations.

Practical Implications: Incorporate multi-sensory design elements—soundscapes, interactive
installations, AR or VR features—into pop-ups to increase memorability.

Additional Discussion: Research from EventTrack demonstrates that 74% of attendees at branded
experiential events have a more positive perception of the brand afterward. In film PR, immersive
activations may additionally serve as "living trailers" that preview the tone and themes of a film,
creating word-of-mouth before the first screening. Well-designed activations additionally produce
vast quantities of user-generated content, which multiplies earned impressions without additional ad
spend.

5.3. Hybrid strategies

Hybrid PR strategies blend digital and physical elements. According to 67% of respondents who
attended a hybrid entertainment event reported "greater connection" to the brand compared with
45% for digital-only events [9].

Practical Implications: Develop "hybrid engagement maps" outlining how online previews,
offline activations, and post-event digital communities' interconnect.

Additional Discussion: Hybrid strategies create a "ladder of engagement." A viewer may first
encounter a teaser on TikTok, then attend a live panel or VR preview, and finally join a Discord
discussion group. Each step reinforces commitment and expands the narrative universe. This
approach additionally mitigates risk: if in-person events face restrictions (as during the pandemic),
the digital components maintain momentum. Studios may utilize performance data from each layer
to adjust future activations in real time.

6. Data-driven adaptation and ethical frameworks
6.1. Analytics as a live compass

The rise of predictive analytics enables studios to segment audiences with greater nuance,
identifying not only demographic groups but additionally psychographic clusters. Netflix's 2023
campaign for One Piece exemplified this approach, tailoring teaser edits for anime veterans versus
new viewers [14].

Practical Implications: Integrate predictive analytics dashboards with campaign management
tools to pivot messaging within 24 hours.

Additional Discussion: Predictive analytics additionally allow for scenario testing—such as
forecasting the potential backlash of casting decisions or the viral potential of alternate trailers—
such that PR teams may allocate resources to the most promising channels. Deloitte reports that
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organizations using predictive analytics in media planning achieved 29% higher engagement rates
than those relying on retrospective analysis alone [9].

6.2. Ethical frameworks and disclosure policies

Audiences increasingly demand transparency around data utilization, sponsorship, and influencer
partnerships. Labor disputes in entertainment, such as the 2023 SAG-AFTRA strike over Al likeness
rights, reflect the broader transparency and trust challenges [15].

Practical Implications: Develop clear public-facing guidelines explaining how data is collected,
how Al-generated materials are labeled, and how influencer partnerships are disclosed.

Pegasus Additional Discussion: This stance may also foreclose regulatory action down the road.
The proposed Al Act from the European Union and the recent U.S. Federal Trade Commission
requests for comments on digital endorsements point in the same direction: expect rules, not
exceptions, on data use soon. Studios that play this game are best served by moving quickly to
transparency.

6.3. Future research directions

Pew Research Center says that 55% of U.S. adults "often" get entertainment recommendations from
a feed (compared with 29% in 2018) [16]. This dramatically-altered discoverability makes us worry
about homogenization, bias, and discoverability.

Practical Implications: Hire an outside auditor to assess recommendation-system performance,
and analyze how studio partnerships or paid placements might impact discoverability.

Additional Discussion: There is an opportunity for academic research to determine whether
algorithmic promotion increases or decreases diversity in film consideration by region. One
interesting longitudinal study could be conducted across North American, European, and Asian
markets to see how algorithmic discoverability impacts local films vs. global properties.

7. Conclusion

Public relations has shifted from being an accessory of the main actors in movies to the protagonist
of the audience. This study combines some well-known movies as cases to demonstrate from
different dimensions how public relations can become a mirror and amplifier for the creative chiet
designer of movies, influencing public dialogue, protecting future sources of income, and hoping to
provide some inspiration for promoting the development of the film industry.
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