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ABSTRACT 
Indian Entertainment Industry is a billion dollar industry. A huge amount of money is spent every year on the promotion of movies and music by Bollywood. With 

the emergence of various social media outlets like Twitter, Orkut, Facebook, Youtube and Blogs, it has become easier for the celebrities to stay connected with 

their fans online and it helps them in promotion of films and music. Some celebrities have more than 2 million followers on the social networking sites like Twitter 

and Facebook. This research paper focuses on exploring the use of social networking sites by entertainment industry and how the use of social media marketing 

can provide opportunities to Bollywood for increased market penetration, reduced marketing cost and whether the viewers can be influenced by the use of social 

media marketing. We examine the use of social media by celebrities for promotion of their movies. The research paper provides a reference point to the media 

agencies and film makers for using social media as an effective marketing tool. 

 

KEYWORDS 
Entertainment Industry, Followers, Online communities, Promotion, Publicity, Marketing campaign. 

 

INTRODUCTION 
he Indian Film Industry is finally waking up to the power of social media. Filmmakers have started creating websites and doing promotion online. Today 

Bollywood is using social Media Marketing for promotion of Films and Music. Social networking sites like Twitter, Orkut, Facebook and Blogs are being 

used by the Bollywood celebrities to stay connected with their fans, build reputation and have conversation and interaction with the audience in the 

online world. Social networking sites offer advantage over traditional marketing techniques for movies and music as it gives a chance to celebrities through 

personalized messages and ‘Tweets’ and fans can give direct feedback on any issue related to the film/music/celebrity. Social media has provided social outlets 

where people create contents, share it, bookmark it, and comment/’tweet’ on it. Features like ease of use, speed and reach attributes to the emergence of 

Social media marketing. Social media can be used to diffuse information, conducting opinion polls and survey. Gathering information on how people converse 

regarding movies and music can help Bollywood to design marketing and advertising campaigns for the films. The paper reports on such a study which predicts 

how social networking sites can influence the user’s attitude and opinion about particular movies and songs. In this paper, the researchers have focused on the 

entertainment industry for the two main reasons- 

1) The topic of films and music is of considerable interest among the social media users of India as large number of users discuss about movie reviews and music 

and their opinion varies on the concerned issues. 

2) The research focuses on analyzing whether viewers get influenced by promotion and positive reviews of the movies on the social networking sites. 

Before a movie is released a lot of buzz and attention is created by involving the cast and crew for the promotion through various media channels. Film makers 

spend a lot of time and efforts on publicizing their movies. The focus of research study is on the pre-released hype through social networking sites like Twitter, 

Facebook, Orkut and Blogs. The main objective is that movies that are well-talked about in public will be well watched. Apart from it, we have studied how 

sentiments are created about a movie, how positive and negative opinion propagate through word-of-mouth through social media channels and how they 

influence viewer’s attitude and behavior for a movie. If a movie is bad, the initial reviews by various media channels like T.V., Newspaper and Social media can 

discourage others from watching it as it happened in the recent case of much talked about movie Ra.One. While on the other hand it is possible to generate 

positive sentiments about a low budget movie by propagating positive reviews and ratings or various Social media channels. The rate at which ‘tweets’ and 

‘comments’ are generated can be used to build positive sentiments about a movie.  

 

LITERATURE REVIEW 
Social networking involves use of an online platform or website that enables people to Communicate, usually for a social purpose, through a variety of services, 

most of which are web-based and offer opportunities for people to interact over the internet, e.g. via e-mail and ‘instant messaging’. While internet usage has 

grown, the way people are using the internet has also changed. More interactive online technology such as blogs, social networking sites such as Twitter and 

Facebook and other innovations which are part of greater interactivity and user-generated content that characterize so-called ‘Web 2.0‘ – i.e. sites allowing 

users to interact and collaborate with each other in a social media dialogue – have become more prominent. 49 per cent of internet users engage in social 

networking online, up from 17 per cent in 2007 (Dutton Helsper & Gerber 2009). Prior research on social uses of the Internet has shown that people often 

develop friendships and personal relationships online with people that share their beliefs, interests and values (McKenna, K., Green, A.S. and Gleason).Social 

media channels provide celebrities an opportunity to manage reputation online, build social connection, and share personal information, photos, videos related 

to the movies and music. Much before the film is released, online reviews and comments on the movies get available on Social networking sites by celebrities 

and cast and crew members of the movie. This kind of frank communication and exchange promote a sense of equality between celebrities and their fans unlike 

any other medium. As fans become the followers and friends with the celebrities on social networking sites so fans become more likely to comment on their 

idol’s new movie and songs, leave testimonials and even send private messages. Social networking sites successfully removes constraints on potential 

communication between celebrities and their fans, making it all “just a click away”. Celebrities and fans successfully developed a symbiotic relationship where 

celebrities are able to “collect” fans, thus increasing the reach of their self-promotional activities, and fans use their connection to celebrities as part of their 

identity performance. When fans “friend” celebrities, they want to publicly display their fandom, receive a celebrity’ updates, and ideally, encourage the 

celebrity to validate their expression of appreciation and support through a comment. By explicitly featuring connection to their favorite celebrities, fans use 

music and celebrity status to express what they are (Liu, H., Maes, P. and Davenport, G). Increased access to technologies of content creation and distribution 

has popularized techniques of ‘micro-celebrity’, using social media to develop and maintain an audience (Senft, 2008). Micro-celebrity can be understood as a 

mindset and set of practices in which audience is viewed as a fan base; popularity is maintained through ongoing fan management; and self-presentation is 

carefully constructed to be consumed by others. Just as we now see ‘regular’ people adopting micro-celebrity tactics to gain status online, we also see famous 

people using similar techniques on social media sites to maintain popularity and image. Some Famous people lack the time or interest to maintain an account 

but view it as a good marketing tool; some have managers who discourage direct access to fans; and still others are under contract to a team, studio or 

T
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production which expressly forbids candid tweeting (Wallenstein and Belloni, 2009).Social networking sites act as word of mouth marketing for the promotion of 

the movie. Twitter, Facebook, YouTube, Orkut and Blogs allow celebrities and individual followers to “Retweet” or “repost” comments made by the individual 

user and all of the user’s connections are able to see the message, therefore reaching more people. The role of Twitter however is significant as most of the 

celebrities connect with fans on this social networking outlet. Like much social media, Twitter creates a ‘context collapse’ (boyd, 2008) in which multiple 

audiences, usually thought of as separate, co-exist in a single social context. The practice of celebrity involves negotiating these multiple audiences to 

successfully maintain face and manage impressions. Celebrity practitioners use public acknowledgment, in the form of @replies, to connect with others. Fans 

reply to celebrities not only in the hope of receiving a reply, but to display a relationship, whether positive or negative. If fans receive replies back, they function 

as a mark of status and are publicized within the fan community. Celebrity practitioners’ public acknowledgement of friends, peers, and colleagues is rarely 

critical, primarily adhering to front stage norms of public appearance. Famous people mention fans to perform connection and availability, give back to loyal 

followers, and manage their popularity. While gossiping about celebrities is a common practice that creates social bonds and provides a frame for discussion of 

larger issues (Feasey, 2008), participants on Twitter run the risk of being publicly shamed by the individual they are discussing. Social Networking sites allow 

celebrity practitioners to create a sense of closeness and familiarity between themselves and their followers. Highly followed accounts vary in performed 

intimacy; while some mostly broadcast information about an upcoming tour or book, others write about personal subjects, post exclusive content, or chat about 

their daily lives. This type of strategic revealing found on confessional talk show appearances, tell-all autobiographies, and magazine interviews has been 

criticized as ‘second order intimacy’ (Rojek, 2001: 52) or the ‘illusion of intimacy’ (Schickel, 1985: 4; Turner, 2004). This point of view maintains that performed 

intimacy is synonymous with para-social interaction and a poor substitute for actual interaction. Social Medias provide the possibility of actual interaction with 

the famous celebrities, and the life-streaming functions social networking sites encourages ‘digital intimacy’ (C Thompson, 2008). The many seemingly 

insignificant messages serve as phatic communication (Miller, 2008); rather than sharing meaningful information, many tweets and comments serve a social 

function, reinforcing connections and maintaining social bonds (Crawford, 2009). Some scholars argue that the popularity of celebrity gossip has increased the 

public’s capacity to ‘exercise control’ over the processes of celebritization (Feasey, 2008; Turner, 2004: 20); this process is compounded in online venues where 

people can contribute content, post comments, or simply view a larger set of opinions than those presented in the mainstream media. Arguably, this ‘new media 

democracy’ (Braudy, 1986; Turner, 2004: 79) allows celebrity personas to be constructed and interpreted in an ongoing process that exists between reader, fan, 

and celebrity, both on and offline. Concurrently, the increasingly uncertain economics of the entertainment industry have led some performers and personalities 

to seek alternative means of publicity. Up-and-coming bands book tour dates, arrange press opportunities, create fan clubs, release music over blogs or social 

networking sites, and manage fans using YouTube, MySpace, Twitter, and other social media tools (Knoppner, 2009). For most workers in the entertainment 

industry, social media is a necessary part of creating and maintaining a fan base. Spread of word of mouth through social networking sites is frequent and 

important. Viewers talk about the music they love; post reviews of the movies they like and dislike; and forward video and audio clip of the songs they like to 

their friends on Social networking sites. Social transmission has significant impact on how people behave (Godes et al.2005; Godes and Mayzlin 2004; 2009; 

lyengar, Van den Bulte and valente 2011; Leskovec, Adamic and Huberman 2007).Consequently, marketers have come to realize that generating word-of-mouth 

is an important part of marketing strategy for film promotion. Word-of-mouth and online reviews have been shown to boost new customer acquisitions 

(Schmitt, Skiera and Vanden Bulte 2011; Trusov, Buckin and 2009) and increase sales in various product categories (Godes and Mayzlin 2009; Chevalier and 

Mayzlin 2006). Practitioners often argue that products need to be interesting (i.e, novel or surprising in some way) to be talked about (Dye 2000; Hughes 2005; 

Knox 2010; Rosen 2008), Sernovitz (2006) argues that the most important thing to generate word-of-mouth is to “be interesting” and that “nobody talks about 

boring companies, boring products, or boring ads,”. Interpersonal communication affects everything from decision making and well-being (Asch, 1956; Mehl, 

Vazire, Holleran, & Clark, 2010) to the spread of ideas, the persistence of stereotypes, and the diffusion of culture (Heath, 1996; Heath, Bell, & Sternberg, 2001; 

Kashima, 2008; Schaller, Conway, & Tanchuk, 2002; Schaller & Crandall, 2004. 59% of people report that they frequently share online content with others 

(Allsop, Bassett, and Hoskins 2007), and someone tweets a link to a New York Times story once every four seconds (Harris 2010). Such social transmission also 

has an important impact on both consumers and brands. Decades of research suggest that interpersonal communication affects attitudes and decision making 

(Asch 1956; Katz and Lazarsfeld 1955), and recent work has demonstrated the causal impact of word of mouth on product adoption and sales (Chevalier and 

Mayzlin 2006; Godes and Mayzlin 2009). Consumers may share such practically useful content for altruistic reasons (e.g., to help others) or for self enhancement 

purposes (e.g., to appear knowledgeable, see Wojnicki and Godes 2008). Practically useful content also has social exchange value (Homans 1958), and people 

may share it to generate reciprocity (Fehr, Kirchsteiger, and Riedl 1998).Emotional aspects of content may also affect whether it is shared (Heath, Bell, and 

Sternberg 2001). People report discussing many of their emotional experiences with others, and customers report greater word of mouth at the extremes of 

satisfaction (i.e., highly satisfied or highly dissatisfied; Anderson 1998). People may share emotionally charged content to make sense of their experiences, 

reduce dissonance, or deepen social connections (Festinger, Riecken, and Schachter 1956; Peters and Kashima 2007; Rime et al. 1991). "By understanding the 

social network of users, firms can better understand and influence consumers' behavior," (Raghuram Iyengar). Social networking sites act as mechanism for 

word of mouth advertising (Jansen an others).There has been some previous research on analyzing the correlation between block and review mansions and 

performance. Researchers (Gruhl and others) have shown how to generate automatic queries for mining blogs in order to predict spikes in book sales. Social 

networking affects earning for movies (Joshi and others).There is very small correlation between sentiments in blog posts and movie box-office scores (Mishnan 

and Glance). Zhang and Skiena have used a news aggregation model along with IMDB data to predict movies box office numbers. In the Indian film industry, 

there is also recent focus upon the role of industry structures that are neither market nor hierarchy (integration): Social networks (Powell, 1990; Wasserman and 

Faust, 1994; Philips et al, 2000; Brass et al., 2004; Watts et al., 2002; Powell et al, 2005). The presence of informal social networks that may solve problems of 

transaction costs (Williamson, 1975; 2000) and allow for other economic benefits in the film industry has been documented for e.g. Hollywood (Sorenson and 

Waguespack, 2006) and Italy (Delmestri et al, 2005). In an emerging economy context, there is increasing focus upon how industries are structured by business 

groups (e.g. Boisot and Child, 1996; Khanna and Palepu, 2000; Luo and Chung, 2005). Business groups represent social networks rather than contractual vertical 

or horizontal integration, entry to such groups is restricted and often based on kinship, and group members collaborate with low transaction costs, due to 

reputation and social trust effects. There is ample evidence for such groups in manufacturing, trade and agriculture in emerging countries, including India (Lal, 

1998; Bardhan, 1989; Khanna and Palepu, 2000; Ahlstron and Bruton, 2006), and for how such groups facilitate cross-border knowledge transfer (Bhagat et al., 

2002). There is more scope for film promotion through social networking sites in India. Almost 70% of Indians make their profile public/visible for anyone to see. 

Indians seemed less careful about online privacy (Marshall et al.2008). It is Twitter however, that is preferred as a medium of promotion by celebrities in India. A 

CNN article estimated that 80 ‘tweets’ were being sent to twitter.com via SMS every 5 seconds (Busari, 2008). In India, Sixty percent of adults maintain a profile 

on a social networking site, and 70% read blogs and ‘tweets’ (Galagan). Social media has expanded from a small communication portal between students to an 

advertising gateway for business. Scott Cooley argues in an article titled “Social Networks and Facebook”, that people can go on Facebook and read wall posts to 

get a sense of the reputation of a person. Cooley says that if a company has a large Facebook following it will increase is’s chances of doing business with them. 

Many businesses will actually search a person’s name on Facebook before considering them for hire. Handheld technologies are aiding the increase in social 

networking. According to an article by Pat Galagan, “91 percent of people with mobile devices use them to socialize”. “Why wouldn’t they”? he asks, with the 

amount of people logging on to Social networking sites it only seems natural to be able to access your profile on the go. Most mobile technology supports a large 

number of social networking sites in order to please the customer. 

 

HOW BOLLYWOOD IS USING SOCIAL MEDIA AS A MARKETING TOOL 
According to a recent report released in 2011, visits to Social networking sites in India increased by 51% during 2010. India has the 4th largest user base of 

Internet and Indian youth also use Mobile phones to access Social networking sites to connect with the friends. Facebook has more than 500 million users 

worldwide, out of which, more than 25 million users belong to India. More than 30 billion pieces of contents (web-links, news-stories, Blogposts, videos, photo 

albums etc) are shared each month. Orkut, Twitter, Myspace are also gaining popularity at a large pace. YouTube offers tremendous opportunities in video 

marketing as more than 100 million videos are seen every month on YouTube. Today, celebrities chat with the fans, ‘comment’ and ‘tweet’ and share pictures 
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and videos online. Celebrities are using social networking sites to take the pulse of the viewers and making them more involved in the film projects. Filmmakers 

are using social media to take suggestions for the movie titles, cast and crew for movie, winner of the awards, posters and marketing plan from the viewers. This 

process of directly connecting with the fans is revolutionary. Small screen is also using virtual world to reach out to the audience and involve the audience 

through digital initiatives like online polls and games. Recently, Producer ‘Karan Johar’ posted the first look of ‘Katrina Kaif’s’ item song, ‘Chikni Chameli’, 

from Agneepath, on Facebook. South-sensation Dhanush’s Kolaveri di for his Tamil film, 3, won YouTube’s ‘Recently Most Popular Gold Medal’. From Amitabh 

Bachchan, Aamir Khan, Priyanka Chopra to Anupam Kher, almost every Bollywood celebrity is using social media to connect with the fans across the globe. This 

way celebrities gain personal attention and enhance their personal brand image. A classical example is actor Priyanka Chopra, who is on Twitter from last two 

years. She has more than 1.7 million followers on Twitter. The credit goes to her stardom but her media expert team is also responsible for creating new 

platforms of interaction and engagement for Priyanka’s fans from across the world. The team manages Priyanka chopra’s Twitter account, Facebook page and 

her website and provides timely update on the actor. The professional team to handle her media image has successfully created a strong personal brand that is 

talked about not just in newspapers or TV but in the online world too. Even less commercially successful celebrities like Gul Panag, Kamal Khan are using social 

media to create a successful personal brand online with their profilic Blogging and Tweeting. In 2009, Gul Panag became the first Bollywood star to be the 

“Tweeter face” for the Wills lifestyle India fashion week (WLIFF).She has been successful in creating awareness for her social work projects. Perfectionist Aamir 

Khan chose the medium of Blogging to interact with his fans globally in the year 2007.Through his blogs, he interacted with his fans on a personal level. During 

the promotion of the film “3 Idiots” the actor ventured on the medium of social networking and went on to do a ‘live chat’ with his fan globally. The marketing 

team for ‘3 Idiots’ used Facebook, Twitter, Youtube and Blogging to create a successful viral marketing campaign. This way the film was promoted as well as 

Aamir’s brand image got a positive influence. After all, celebrities are worshipped in India and everything they endorsed or do has an impact on the mind of the 

Indian consumer. A big branding truism is that a positive personal brand image would influence marketers and advertisers to rope in that celebrity to endorse 

products. In the recent times actors like Shah Rukh have relied upon the powerful scope of Social Media for not only promoting their film projects but also for 

enhancing their Personal Brands. On the other hand, Salman Khan, uses a platform like Twitter to share his thoughts and views rather than for just posting 

pictures or links of his movies as a part of a promotional stint. He tweets like an ordinary person, promotes his counterparts more than himself and believes in 

‘word of mouth publicity’. In branding world, all this helps in structuring a positive image amongst his followers and fans. How one uses Social Media is highly 

individual and immune from judgments about its usage.  However, studying how these celebrities use the Social media certainly can provide insights to budding 

social media enthusiasts as well as social media experts about Social media’s increasing influence and power. From film stars to producers and PRs, everyone has 

been using interactive mediums like Facebook, Twitter and Youtube to engage and interact with their fan base.  Due to inherent features such as no 

geographical constraints and easy connectivity, Social Media has created unique opportunities for Bollywood to sell itself, moving away from traditional tools of 

promotions. The success of Tamil-English number "Kolaveri di" even before its official launch has proved the power of social networking platforms. Live bands 

and the concept of posting music online have caught the fancy of many newcomers to reach a global audience 

 

PROMOTION OF RA.ONE THROUGH SOCIAL MEDIA - A CASE STUDY 
ShahRukh Khan has been in a lot of news with regards to his pet project Ra.One and the way he has put his heart and soul in the wide scale promotional 

campaign for the film. A promotional campaign that spanned over 10 months, Ra.One was not just treated as a film, but as an international brand or a product 

that everyone was talking about, be it online and offline. The first and foremost strategy for any Bollywood movie today is to build up an online presence, and 

social networking sites are the quickest way to do that. Ra.One’s official Facebook page has more than 3 lakh likes and the beauty of this movie page is that it is 

unconventionally fresh. From posting latest updates (in the form of trivia and pictures) to running polls and contests, the Ra.One official page has been stylized 

as per the standards set by actor himself.  With Facebook tabs like Ra.One Genesis, Deconstruct G.One and Director’s Diary, the page manages to attract enough 

attention of the audience.His next social media promotional strategy was the launch of a custom built movie channel on Youtube. This one stop destination 

platform allowed viewers to see all the promotional videos related to Ra.One. Along with uncut videos and behind the scenes shots, there were also videos of 

Shah Rukh sharing his thoughts and views on Ra.One, all this and more on the exclusive Youtube channel. Apart from this, the actor was regularly promoting the 

film through his official Twitter account himself. SRK and Google both partnered for the promotion of the movie Ra.One.  

 

ROLE OF SOCIAL MEDIA IN WORD-OF-MOUTH PROPAGATION 
As far as the marketing value of a movie is concerned, what matters is that people spend money to watch it at the theatres, which in turn affects the box office 

collections. Leaving apart the actor/director who puts his/her hard-work and money into the film, for others behind a movie, the fact as to how people liked the 

movie does not matter. But there’s a vicious circle: If people don’t like the movie, they will not tell the others to watch it. Word of mouth plays a major role in 

India: a vast majority of the audience will go by what a friend or relative has told them rather than trust printed and published facts. If first show watchers dislike 

a movie they will certainly warn their acquaintances against spending money on the same, inhibiting prospective viewer-ship for the movie. A fact that cannot 

be denied is that the acceptability of a movie by the public is very uncertain. Therefore it becomes important for the marketers of a movie to generate the 

essential first-time audience to at least meet the cost of the movie, if not earn a profit. And the only method to meet this requirement is good publicity.A raging 

medium of publicity today is the internet, especially social networking sites like Facebook and Twitter. Such sites become an interesting platform for publicity 

because the costly department of marketing is eased by the internet, wherefrom publicity can be accomplished almost free of cost, with a direct and 

personalized access to the prospective movie-goers. Most of Facebook publicity is done through fan pages that go by the names of the movies they are 

dedicated to. Sometimes even profiles of film actors are created and managed by the marketers etc. to get more following by making use of the established 

brand name of the actor. A page created in the movie’s name much in advance of the movie’s release seeks to increase its fan base for the movie even before 

people have watched it. Classic management of such fan pages would include an engaging and sustained interaction with the created, virtual community of fans 

via posts and letting out interesting bits of information related to the movie or the people associated with it.The percentage of movie-goers who go to watch a 

movie alone is very small. This one influenced facebook-user-cum-prospective-movie-viewer will take a couple of friends along with him/her to the theatre, 

increasing the viewership. Thus, using internet as a cost-free medium for publicity, a viewership base for the movie can be, and is created: a large number that is 

led purely by curiosity. A reason that this kind of publicity works is that the marketers of a movie can, with a single post speak to a large number of people, while 

each of them believes that he/she is being personally spoken to. One way that cinema-going has become easier for the general public is the information 

availability online. From the rates, timings and locations of theatres and movies down to booking tickets without going through the hassle of standing in queues 

is possible online. If one does not have a friend or relative who has watched the movie and can tell if it is a worthy watch, one can easily find the needed 

information online. Apart from synopses and the luring blurbs provided by the publicity team of a movie, there are forums present where one can find reviews 

by cinema goers. Such views, though mixed and coming from people whom one does not know, can be trusted because they are usually honest opinions, mostly 

unbiased. 

 

SOCIAL MEDIA OUTLETS AND BOLLYWOOD 
Social Media is the growing face of peer- to – peer communications with Social Networks such as Facebook, Twitter, MySpace, Orkut becoming the new opinion 

discovery and sharing engines communication. Social Media is being used as an effective awareness and activation channel by a number of global brands with 

marketers reaching the audience directly. The film industry has made a move in bits and pieces too but it is still not a well thought-out initiative. Here are some 

of the popular social media outlets Bollywood is using. 

• FACEBOOK: After a long ongoing battle with Orkut, Facebook overtook its competitor to become the top social networking site in India. As of March 2011, 

com.Score research reports 31.6 million unique visitors a month from India to Facebook. India has experienced the fastest growth in Facebook use over the 

past year, increasing in market share of 88% in August 2011 compared to August 2010. Still, the population penetration of Facebook in India is only 

3%.According to the results of an analysis by Experian Hitwise, the average session time on Faceook in August 2011 within India is 20 minutes 21 sec. This 
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average session time is expected to grow as more users within India connect with more people on Facebook, hence brands should not ignore Facebook as 

a marketing platform. 3 Idiots is an excellent example of this one, the official fanpage of the movie on Facebook gathered more than 6 lac fans. But 

creating a page alone would not help. My Name Is Khan and 3 Idiots may have generated equal amount of controversies and news but here 3 Idiots won 

the race. The reason is that the fanpage of MNIK with merely 50 thousand fans was not planned or well-executed. The updates had YouTube links and 

interviews while 3 idiots played it smart by frequent updates, adding contests, quizzes and later by posting most liked dialogues from the movie and the 

outcome was evident.  

• ORKUT- Google’s Orkut was the number one Indian social networking platform between 2005 to July 2010. Although Facebook has taken over the lead, 

Orkut remains a dominant player in the market, with a continually diminishing user base. As of March 2011, the total number of unique visitors is 15.2 

million, down from 19.9 million unique users in July 2010.India is an important market for Orkut, as the users represent approximately 20% of the total 

worldwide user base of the social networking site. Orkut has been observed to be more popular in “Tier 2 and 3” cities, which are the smaller ones 

compared to the metropolitan cities such as Mumbai. Facebook on the other hand has been the choice of users in the metropolitan cities. 

• TWITTER: Currently with about 4.5 million users in India, Twitter is spreading in popularity at a rapid rate just like in the rest of the world. Politicians, 

Bollywood actors & actresses, sportspeople, and other prominent Indians have joined the community 

•  OFFICIAL BLOG: An official blog is where you can put elaborated information about the movie and generate interest. Movie buffs and fans would love to 

read about people they like so it is important to write about everyone associated with the film along with all miscellaneous activities and events. 

• WIKIPEDIA: Signing up on Wikipedia and feeding all the basic and interesting information about the film can make the film get noticed each time anything 

similar is being searched about. Frequent updating of information and events can continue generating traffic and hence developing curiosity. 

• YOUTUBE: YouTube is the web hub of the new generation and uploading the movie’s trailers, songs and behind the scene videos can definitely help keep 

the movie on top of minds. a video-sharing website on which users can upload, share, and view videos. A wide variety of user-generated video content is 

displayed, including film and TV clips as well as amateur content such as video blogging. 

Social Media can be a great help to the film industry if the strategic thought is based on consumer participation as was the case with ‘3 idiots’. The context and 

content go hand in hand in the hearts of the consumer. 

 

USE OF INTERNET AND SOCIAL NETWORKS IN INDIA 
INTERNET PENETRATION IN INDIA 

According to a recent study, the number of active internet users in India is growing at 28% reaching 65 million in 2011. Regular internet users are 61 million and 

India is the second fastest growing presence on Facebook with almost 2 million people only in the last year. Currently ranked number 3 in terms of the number 

of Internet users (behind China and the US), there is plenty of room for growth since current penetration levels are equivalent to just 8.4% of the total 

population. Youths are driving Internet growth in India – Of the total Internet usage in India in 2009, 44% and 28% can be attributed to school and college 

students and young men, respectively. Overall, 75% of all youths in India access the Internet on a regular basis. On the other hand, the older generation seems 

to prefer traditional media to new media. Users from urban India contributed the majority of Internet usage in 2011 (49.96 millions) despite the fact that the 

rural internet use is growing.While accessing e-mails and searching for information remain the top uses of the Internet in India, 2010 saw a significant jump in 

Internet users viewing videos and searching for songs 72% of the total active online population in India watched videos online with YouTube serving as the most 

popular viewing source.  

NOTABLE STATISTICS OF SOCIAL NETWORKING USAGE IN INDIA 

• The non-metro cities contribute to 60% of social networking traffic. However, the metropolitan city Mumbai still accounts for the most social networking 

traffic. 

• Social networking sites are most actively used by the age group 15-24. LinkedIn however is actively used by the age group 25-34; graduates looking for 

jobs. 

• 60% of users of the Internet in India use Social media. 

• The most popular time for use of social media is 6pm-10pm, ie. not during work hours. This bit of information could be useful for a social media marketing 

campaign. 

• The maximum users come from the ‘less than 2 lakhs p.a.’ income category. This is because social networks are primarily driven by the youth. 

RAPID GROWTH IN ONLINE SOCIAL NETWORK USERS 

India has seen a wide jump in the number of users on the various online social networks, increasing 43% to approximately 33 million unique users from the start 

of 2009 to July 2010.What this means for marketers is that online social networks are increasingly becoming tools to consider in order to maximizing the reach of 

brands or business 

STEPS INVOLVED IN CREATING A SUCCESSFUL SOCIAL MEDIA MARKETING CAMPAIGN 

• The campaign has to be owned by the marketing team of the advertiser as a must do project (IT or PR department to have a joint interest and 

sponsorship). 

• A project manager responsible to develop and execute the campaign. 

• Advertiser should hire a specialized social media marketing agency which can bring perspective on technology & user engagement. 

• The specialized social media marketing agency should be made to work closely with the advertiser’s creative agency to bring about brand understanding to 

the table. 

• Advertiser should insist on a proper content team to be deployed by the specialized agency. 

• Detailed work and budgeting plan should be made for content development and maintenance 

• Advertiser should not be averse to spending media monies to get users to sign up as fans, i.e. advertiser should plan to allocate budget to utilize search 

engine optimization techniques. 

ADVANTAGES OF USING SOCIAL MEDIA FOR THE BOLLYWOOD 

• Increased awareness and popularity of the film. 

• Personal interaction and engagement with fans and followers. 

• Helps in creating brand reputation of celebrities. 

• Decreased marketing cost for the film promotion.  

• Useful feedback and reviews from the viewers. 

• Helps in making viewers feel a part of the film project. 

• Wider reach to viewers. 

• Helps reaching international audience. 

 

OBJECTIVES OF THE STUDY 
Social networking can play a significant role in promotion of films and music. The researchers wanted to study how attention and popularity are generated for 

movies on Twitter, Facebook, YouTube and other social media and the effects of this attention on viewers’ perception and sentiments about the films. This 

research paper focuses on finding out the answers to the following questions- 

1. How extensive is the use of social media marketing for film promotion? 

2. What challenges and opportunities do social media present for promotion of films and music in Bollywood? 
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3. Finding out which social networking site is most popular for film promotion. 

4. Does the use of social networking sites by celebrities can help in creating positive sentiments about a film among the viewers? 

5. Finding out which age group can be most influence by film promotion on social networking sites?  

6.  Finding out whether the use of positive word of mouth about a film can affect the viewer’s thoughts and thus the box office revenues of a movie. 

The findings from this research can help film makers, media agencies to understand the planning, implementation, execution and measurement of social 

marketing campaign carried out by some of the India’s top production houses and media agencies and their use of film marketing techniques specific to social 

networking sites. The study focuses on analyzing opinion of Facebook, Twitter, YouTube users who directly engage with social networking platform on the daily 

basis. 

 

RESEARCH METHODOLOGY 
In order to try to answer the research question the researchers undertook the following- 

• A literature search for secondary research. 

• Questionnaire distribution for primary research. 

The methodology for the study was a questionnaire which was distributed to Social networking users .In total, 100 respondents offered their answers. Both open 

ended and close ended question were asked from the users. The survey aimed at finding out the answers to the following questions: 

1. Which Social networking website is being used by most of the users? 

2. What is the experience level of the users of social networking sites? 

3. What is the age group of the users? 

4. Have users become a follower/fan of any celebrity on Social networking sites? 

5. Which celebrity users are following on social networking sites? 

6. Which is the most popular Social networking website, where users can connect with their favorite celebrities online? 

7. How regularly fans/followers stay in touch with the favorite celebrities on social networking sites? 

8. How likely users are to read celebrity Blogs on a regular basis? 

9. How frequently users forward a movie clip or song to the friends? 

10. How oftenly users spend on Social networking sites talking/posting comment/ tweeting about a film/song/celebrity in a week? 

11. How likely viewers are to comment or tweet about a movie if they are a first show viewer? 

12. How often users seek advice /response about a film before going out for a movie through Social networking sites. 

13. Do users go and watch a movie if they get positive response from their friends on Social networking sites?  

14. Do users still go and see the movie if the response they are getting through heir friends on social networking sites is poor? 

 

FINDINGS OF THE STUDY 
1. POPULARITY OF SOCIAL MEDIA NETWORKS  

Social media networks are an effective tool for promotion of films. Facebook is the top social networking site to be used by 33% of respondents. The ones that 

follow the rank are:-  

Facebook –38%  

Twitter –29% 

Orkut-19% 

MySpace and others-14% 

The number two choice is Twitter with 29%.Orkut comes at number 3 with 19%    users  while Myspace and others comes at last rank with 14% of the users. 

2. EXPERIENCE LEVEL OF THE USERS 

As far as the experience level of the users is concerned, 46% respondents are a member of social networking sites for more than 2 years while the remaining 

54% respondents reported being beginners or being at it for a few months. 

3. AGE GROUP OF THE RESPONDENTS 

The most likely age group to be using media is 14-25 with 55%. The next most likely age group is 25-40 year age group with 35% and finally the age group of 41 

to 55 lies at third rank with 10% of the respondents. 

4. PERCENTAGE OF USERS FOLLOWING CELEBRITIES ON SOCIAL NETWORKING SITES 

79% of the respondents reported following atleast on or more celebrities on the social networking sites while the remaining 21% do not follow any celebrity on 

any social network. 

5. MOST FAMOUS CELEBRITY TO BE FOLLOWED ON SOCIAL NETWORKING SITES 

Respondents provided open ended answer to this question. Shahrukh khan came out    be number one celebrity to be followed on social networking sites. The 

others which follow in rank are Aamir Khan, Amitabh Bachchan and Salman Khan. 

6. PREFERRED SOCIAL NETWORKING SITE TO CONNECT WITH THE CELEBRITIES 

Among those who follow celebrities on social networking sites, Twitter has been reported to be the top choice to connect with the celebrities by 52% of the 

respondents.28% respondents chose Facebook to stay connected with their favorite celebrity while Orkut and Myspace both come at third number with 10% of 

respondents each. 

7. FREQUENCY OF STAYING CONNECTED WITH THE FAVORITE CELEBRITY ON SOCIAL NETWORK 

Among the celebrity followers on social networking sites, 48% respondents reported to regularly stay in touch with the celebrities on social networking sites and 

regularly comment/tweet on celebrity profile and recent activities while 36% do that sometimes. The remaining 16% respondent have become celebrity fans and 

followers but never tweets/comments on the celebrity profile or about the recent activities. 

8. CELEBRITY BLOGS 

36% of the respondents reported to read celebrity blogs on regular basis while 23% read celebrity blogs sometimes. Remaining 41% respondents have never 

read any celebrity blog. 

9. FREQUENCY OF FORWARDING VIDEO/MUSIC CLIP TO THE FRIENDS 

43% of the respondents reported to forward a video/music clip to friends on  social networking sites most frequently while 32% respondents reported doing that 

once in a month.25% of the respondents have never forwarded a video/music clip to any friend. 

10. FREQUENCY OF TWEETING/COMMENTING ON MOVIE/MUSIC/CELEBRITY 

47% of the respondents reported to comment/tweet on a movie/song/celebrity regularly while 25% of respondents do that only once or twice in a month.28% 

of the respondents have never comment/tweet on any movie/song/celebrity. 

11. TWEETING/COMMENTING ON MOVIE BY FIRST SHOW VIEWERS  

57% respondents reported that they like to comment/tweet about a movie on social networking sites if they have watched it in the first show while remaining 

43% respondents did not show any interest on commenting or tweeting about a movie even if they are a first show viewer. 

12. SEEKING ADVICE FROM FRIENDS ABOUT A MOVIE ON SOCIAL NETWORK 

41% of the respondents prefer to ask their friends and seek advice from the friends before going out for a movie through social networking sites and consider it 

as the most trusted source of movie review while the remaining 59% prefer other sources like Newspaper rating and TV reviews or asking friends out of social 

networks. 
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13.   INFLUENCE OF POSITIVE RESPONSE ABOUT A MOVIE ON SOCIAL NETWORK 

Among those who seek advice from the friends on social networking sites 79% of the respondents reported to watch a movie after they got positive response 

about the movie from their friends.While the remaining 29% don’t go for a movie even after confirming it from friends on social networks. 

14.  INFLUENCE OF NEGATIVE RESPONSE ABOUT A MOVIE 

74% respondents reported that they would not go and see a movie if they gat negative  response about a movie from their friends on social networking sites 

while the remaining 26% said they might still go for a movie even if the response from the friends is poor. 

 

SUGGESTIONS 
• Integrate the use of all Social networking sites. Use a mix of Facebook, Twitter, Youtube and Blogging as these are the most effective social networking 

outlets. 

• Engage audience at the initial stage of the film project so that social network users feel to be a part of the movie. Ask the viewers about the suggestions on 

movie title,  cast and crew of the movie in the initial stages of the movie  

• Conduct timely opinion poll and ask for the feedback from the users about the songs/promotional clips of the movie. 

• Educate users on how/why to share the movie clip and songs with their friends. 

• Engage celebrities ,who are a part of the movie in the social media campaign  

• Encourage people to share and talk about the film. Identify the age group that is most likely to share and acts as opinion leader and motivate this group to 

share and forward movie and music clipping to all the friends. 

• Sharing links should be easy to find and use. 

• Audio and video clipping of the movies should be interesting; else people will not share. 

• Give the rewards/incentives to users who share the most. 

• Encourage users to forward the audio and video clip via Email as well; along with the option to share on Social networks.  

• Conduct contests, quizzes on the Social networking sites and update the information related to the film on a regular basis. 

 

CONCLUSION 
People are following celebrities on social networking sites and tend to talk about the movies, music and celebrities frequently. Social networking sites play a 

significant role in propagating positive and negative word of mouth about a movie thus affects user’s sentiments about a movie. Users tend to seek advice from 

their friends before going for a movie and thus the box office revenues of a movie do get influenced from the way people talk about the movie on social 

networking sites. A large number of users forward movie and music clips to their friends thus promoting the film and music directly or indirectly. Bollywood is 

extensively using social media for promotion of Films and Music and there seems to be immense scope of social media as an effective marketing tool for the Film 

promotion in near future. 
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