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This study examines the influence of TikTok on film marketing strategies and audience engagement among young adults in Ilorin Metropolis, Nigeria. With TikTok’s rapid global rise and its unique features—such as short-form videos, algorithm-driven content, viral challenges, and influencer collaborations—the platform has redefined how films are promoted and consumed, particularly among Gen Z and millennials. The research adopted a survey design, utilizing structured questionnaires administered to a sample of 100 respondents selected through a cluster sampling technique from four key areas: Tanke, Taiwo, Eleko, and the Airport district. Findings reveal that TikTok significantly enhances audience interaction, drives film visibility, and encourages participatory marketing through user-generated content. However, limitations such as trend saturation, lack of digital skills, fleeting audience attention, and uncertain conversion rates from engagement to viewership were also identified. The study concludes that while TikTok is a transformative tool in modern film marketing, a hybrid strategy that combines it with other traditional and digital media, along with data-driven evaluation and localized content creation, is essential for achieving sustained marketing success and maximizing audience impact.
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[bookmark: _Toc202505372]INTRODUCTION
[bookmark: _Toc202505373]1.1	BACKGROUND TO THE STUDY
The rise of social media platforms has revolutionized the landscape of marketing and audience engagement across various industries. Among these platforms, TikTok has emerged as a formidable tool with its dynamic content creation, high user engagement, and rapid growth in global popularity. Launched in 2016, TikTok has positioned itself as a game-changing platform, especially in the entertainment sector, where it plays a significant role in shaping how films are marketed and how audiences interact with cinematic content. The platform's short-form video format, algorithm-driven content recommendations, and unique participatory culture offer unprecedented opportunities for filmmakers and marketers to engage with diverse audiences in innovative ways (Smith et al., 2020).
Film marketing traditionally relied on trailers, posters, and interviews disseminated through conventional channels such as television, newspapers, and dedicated film websites. However, the digital transformation has shifted the focus towards platforms that offer interactive and instant reach to audiences. TikTok provides a fertile ground for film promotion by facilitating viral challenges, user-generated content, and influencer collaborations that resonate with its predominantly young audience base (Johnson & Lee, 2021). The platform's algorithm is pivotal in amplifying the reach of film-related content by curating videos that match users’ preferences, ensuring higher visibility and engagement. This phenomenon underscores the shifting paradigms in marketing, where consumer-driven content and algorithmic suggestions dictate the success of promotional campaigns (Chen et al., 2021).
One of the distinguishing characteristics of TikTok is its ability to democratize content creation, allowing users to produce and share videos that contribute to a film's marketing narrative. This participatory culture transforms passive viewers into active contributors, fostering a sense of community around cinematic releases. For instance, popular trends such as recreating scenes, mimicking dialogues, or participating in dance challenges linked to films have been instrumental in creating buzz before a movie’s release. These activities often lead to virality, exponentially increasing a film's visibility and anticipation levels among audiences (Miller et al., 2022). TikTok’s collaborative features, such as duets and stitches, further enhance the interactive experience by enabling users to engage with official film content creatively, thereby extending the marketing narrative organically.
Another significant aspect of TikTok's influence lies in its ability to target specific demographic segments. The platform predominantly attracts Generation Z and millennial users, who constitute a critical audience for the film industry. Marketing campaigns on TikTok often align with the preferences and behaviors of these demographics, leveraging memes, humor, and relatability to capture attention. Studies have shown that these younger audiences are more likely to trust and act upon peer recommendations and authentic content rather than traditional advertising, making TikTok an ideal medium for influencing their consumption choices (Garcia et al., 2023). Consequently, films that strategically incorporate TikTok trends often experience heightened audience anticipation and box office success.
The platform’s impact on audience engagement is equally profound, as it fosters a two-way interaction that goes beyond conventional promotional strategies. Audience engagement on TikTok is not limited to consuming content but extends to active participation, commentary, and creative reinterpretation of film-related material. This dynamic interaction cultivates a deeper emotional connection between audiences and the film, enhancing loyalty and sustained interest. Moreover, TikTok provides real-time feedback on marketing efforts through metrics such as likes, shares, and comments, enabling filmmakers to adapt their strategies based on audience reactions (O’Neill & Carter, 2021).
Despite its numerous advantages, TikTok’s role in film marketing is not without challenges. The fast-paced nature of the platform requires constant innovation to keep audiences engaged, as trends can become obsolete within days. Additionally, the authenticity that drives TikTok’s appeal can clash with overtly commercial campaigns, leading to skepticism among users. Filmmakers and marketers must strike a delicate balance between promotional content and organic engagement to maximize the platform’s potential effectively (Liu et al., 2020). Furthermore, the platform’s global reach introduces complexities in catering to culturally diverse audiences, necessitating localized strategies to ensure relevance and resonance.
Another critical area of exploration is the role of TikTok influencers in shaping audience perceptions and driving engagement. Influencers wield considerable power in amplifying a film's reach, given their large followings and credibility among their audience base. Collaborating with influencers allows film marketers to tap into established communities, leveraging their creativity and relatability to generate interest in cinematic releases. For example, influencer-hosted challenges, behind-the-scenes content, and live interactions can significantly enhance audience engagement and create a sense of exclusivity around a film. However, the effectiveness of such collaborations depends on the authenticity of the influencer’s endorsement, as overly scripted promotions may fail to resonate with the platform's users (Jones et al., 2023).
The transformative impact of TikTok on film marketing and audience engagement also extends to independent filmmakers and smaller production houses, which often face budget constraints in traditional advertising. TikTok provides an accessible and cost-effective avenue for these creators to showcase their work to a global audience, democratizing the marketing landscape. The platform’s virality potential enables smaller films to gain recognition and compete with big-budget productions by relying on innovative content and audience participation. This shift underscores the evolving dynamics of the film industry, where creativity and relatability often outweigh monetary investment in determining a film's success (Rahman & Patel, 2021).
In addition to shaping promotional strategies, TikTok has redefined how audiences perceive and engage with films. The platform blurs the lines between marketing and entertainment, offering a space where audiences can interact with content that complements their cinematic experiences. For example, TikTok users often share their interpretations, reviews, and reactions to films, creating a rich tapestry of perspectives that enhances the overall appreciation of cinematic art. This participatory discourse fosters a sense of community among moviegoers, where shared enthusiasm and critical discussions coexist, contributing to a vibrant and inclusive cultural dialogue (Smith et al., 2022).
TikTok’s influence also highlights broader implications for the future of digital marketing in the entertainment sector. The platform exemplifies the growing importance of mobile-first strategies, short-form content, and user-centric approaches in capturing audience attention. As the film industry continues to embrace digital transformation, TikTok’s success serves as a blueprint for leveraging emerging technologies and platforms to connect with audiences in meaningful and impactful ways. This evolution calls for a reimagining of traditional marketing frameworks, emphasizing agility, creativity, and audience empowerment as key drivers of success (Williams et al., 2021).
Moreover, TikTok’s data-driven approach to content recommendation and audience targeting provides valuable insights for film marketers. The platform’s sophisticated analytics enable marketers to identify trends, measure campaign effectiveness, and optimize strategies in real-time. These capabilities not only enhance the precision of marketing efforts but also foster a deeper understanding of audience behaviors and preferences. However, the reliance on algorithm-driven strategies raises ethical concerns regarding data privacy and user manipulation, necessitating a careful consideration of ethical practices in leveraging TikTok for film marketing (Brown et al., 2023).
[bookmark: _Toc202505374]1.2	STATEMENT OF THE PROBLEM
The rapid growth of social media platforms has fundamentally altered the landscape of marketing, particularly in the entertainment industry. Among these platforms, TikTok has emerged as a dominant force due to its unique features, such as short-form videos, viral trends, and algorithm-driven content recommendations. While TikTok offers significant opportunities for film marketing and audience engagement, its influence raises critical challenges and questions that remain inadequately addressed. These challenges create a need for systematic research into how TikTok shapes the film industry’s promotional strategies and the nature of audience interaction.
A significant problem is the lack of understanding regarding the effectiveness of TikTok as a film marketing tool compared to traditional and other digital marketing methods. Filmmakers and marketers often struggle to determine whether the platform’s viral trends, user-generated content, and influencer partnerships genuinely translate to increased audience turnout and revenue or merely generate superficial online engagement. Additionally, the short-lived nature of TikTok trends complicates long-term marketing strategies, leaving marketers uncertain about how to sustain audience interest over time.
Another issue is the limited exploration of TikTok’s role in bridging or exacerbating the gap between independent and mainstream filmmakers. While the platform appears to democratize marketing by providing equal visibility opportunities, there is a lack of empirical evidence on whether independent films genuinely benefit from TikTok campaigns or are overshadowed by high-budget productions that dominate viral trends. This ambiguity hinders the development of tailored strategies for smaller filmmakers seeking to maximize their outreach on TikTok.
[bookmark: _Toc202505375]1.3	OBJECTIVES OF THE STUDY
The research aim to assess the influence of TikTok on film marketing strategies and audience engagement, highlighting its effectiveness, challenges, and implications for the film industry.
The research objectives are;
· To examine the role of TikTok's features in shaping film marketing strategies.
· To evaluate the impact of TikTok marketing on audience engagement and its contribution to film success.
· To identify challenges in using TikTok for film marketing across global audiences
[bookmark: _Toc202505376]1.4	RESEARCH QUESTIONS
· How do TikTok’s features influence the design and execution of film marketing campaigns?
· What is the relationship between TikTok-based marketing and audience engagement with films?
· What challenges do filmmakers face when using TikTok to market films to global audiences?
[bookmark: _Toc202505377]1.5	SIGNIFICANCE OF THE STUDY
This study is significant as it addresses the evolving dynamics of film marketing and audience engagement in the digital age, with a specific focus on TikTok's role in reshaping these processes. By exploring how TikTok influences promotional strategies, the study offers valuable insights for filmmakers, marketers, and industry stakeholders seeking to navigate the complexities of modern marketing landscapes effectively.
The research contributes to understanding the effectiveness of TikTok’s unique features, such as algorithm-driven content recommendations, user-generated trends, and influencer partnerships, in reaching diverse and global audiences. This is particularly important as the platform continues to gain prominence, offering filmmakers innovative and cost-effective methods to promote films and engage audiences. Insights from this study can guide industry professionals in optimizing their marketing efforts and leveraging TikTok to create meaningful connections with their target demographics.
Additionally, the study highlights opportunities and challenges associated with TikTok's influence on film marketing, providing a foundation for addressing issues such as short-lived trends, algorithmic biases, and cultural sensitivity. It also emphasizes the potential of TikTok to democratize the marketing landscape, enabling independent filmmakers and smaller productions to compete with major studios on a level playing field.
Beyond the film industry, the research holds broader implications for understanding audience behavior, digital engagement, and the impact of social media on consumer decision-making. By contributing to the growing body of knowledge on digital marketing and audience interaction, this study serves as a resource for academics, practitioners, and policymakers seeking to explore the intersection of social media and entertainment.
[bookmark: _Toc202505378]1.6	SCOPE OF THE STUDY
This study focuses on assessing the influence of TikTok on film marketing and audience engagement. It examines the platform’s features, such as algorithm-driven content, user-generated trends, and influencer collaborations, to understand their role in shaping promotional strategies. The research also evaluates TikTok's impact on audience interaction and its contribution to film success, addressing challenges and opportunities for filmmakers.
[bookmark: _Toc202505379]1.7	DEFINITION OF TERMS
· TikTok: A social media platform focused on short-form video content, known for its algorithm-driven content recommendations, user-generated trends, and viral challenges that engage a global audience.
· Film Marketing: Strategies and activities undertaken to promote a film, including advertising, publicity, and audience engagement, aimed at maximizing awareness and ticket sales.	
· Audience Engagement: The level of interaction, interest, and emotional connection that audiences have with a film, as facilitated by promotional efforts, social media interactions, and other marketing tools.
· Algorithm: A computational system used by TikTok to personalize user content feeds based on individual preferences, engagement patterns, and platform trends.
· User-Generated Content (UGC): Media content created and shared by users on platforms like TikTok, often serving as a tool for organic promotion and audience-driven marketing campaigns.
· Viral Trends: Rapidly popularized themes, challenges, or content on social media platforms like TikTok, which significantly influence audience behavior and marketing outcomes.
· Independent Filmmakers: Creators or producers of films operating outside of the major studio systems, often characterized by smaller budgets and more niche target audiences.
[bookmark: _Toc202505380]CHAPTER TWO
[bookmark: _Toc202505381]LITERATURE REVIEW
[bookmark: _Toc202505382]2.1	INTRODUCTION
The emergence of TikTok as a dominant social media platform has significantly influenced how films are marketed and how audiences engage with cinematic content. TikTok’s algorithm-driven, short-form video format has transformed traditional film marketing approaches, enabling the industry to reach younger and more diverse audiences. Unlike platforms such as Facebook or Twitter, TikTok thrives on content virality, participatory culture, and highly personalized user experiences, which have proven to be effective for promoting films (Johnson et al., 2019). The platform has created a new paradigm in film marketing, where traditional methods like posters and trailers are supplemented by creative trends, challenges, and user-generated content, fostering deeper audience engagement. Scholars argue that TikTok’s participatory nature encourages users to feel personally invested in promotional campaigns, as seen in viral trends tied to major cinematic releases (Miller et al., 2020). These strategies allow filmmakers and marketers to integrate their campaigns seamlessly into users’ daily lives, creating a sense of ownership and excitement around upcoming releases (Garcia & Lopez, 2021).
One of the most notable impacts of TikTok on film marketing is its ability to democratize content creation. Users on the platform often replicate or creatively reinterpret scenes, dialogues, and dances from films, contributing to organic promotional content that can exponentially increase a film’s visibility (Chen & Zhang, 2022). This user-generated content not only fosters a sense of community among audiences but also amplifies the promotional reach of films, as these videos are widely shared and engaged with. For instance, the marketing success of films like Birds of Prey and Dune has been attributed in part to TikTok campaigns that featured challenges and trends aligned with the films’ themes (Liu et al., 2021). These campaigns provided audiences with opportunities to participate actively in the promotion, which, according to Rahman et al. (2020), enhances emotional attachment to the film. Additionally, the "duet" and "stitch" features on TikTok allow users to interact directly with official film content, effectively creating a two-way dialogue that traditional promotional methods cannot replicate (Smith, 2021).
Furthermore, TikTok’s algorithm plays a pivotal role in maximizing the reach and engagement of film marketing campaigns. The platform’s sophisticated recommendation system tailors content to individual preferences, ensuring that film-related videos reach the most relevant audiences (Williams et al., 2020). Unlike television or billboard advertisements, which rely on broad demographic targeting, TikTok leverages user data to deliver highly personalized content, increasing the likelihood of audience interaction and virality (Brown & Carter, 2021). Studies show that the platform’s algorithm-driven content delivery significantly boosts engagement rates, particularly among Gen Z and millennial audiences, who represent the largest demographic of TikTok users (Johnson, 2022). These younger audiences are drawn to the platform’s interactive and entertainment-centric approach to film promotion, which contrasts sharply with traditional methods that are often perceived as intrusive or unrelatable (Garcia et al., 2023). Thus, the ability to target specific audience segments based on their preferences enhances the effectiveness of TikTok as a marketing tool for films.
The participatory culture of TikTok extends beyond user-generated content to influencer collaborations, which are a cornerstone of successful film marketing campaigns on the platform. Influencers, particularly those with large followings, have the power to shape audience perceptions and drive interest in films (Jones et al., 2023). Collaborating with influencers allows filmmakers to tap into established communities, leveraging their credibility to promote films in a way that feels authentic and relatable (Chen & Yang, 2020). For example, campaigns for films such as Spider-Man: No Way Home and The Batman partnered with popular TikTok influencers to create engaging content that resonated with younger audiences. These collaborations often involve challenges, behind-the-scenes clips, or exclusive previews, which generate buzz and anticipation for the films (Williams & Patel, 2022). However, as Brown (2023) notes, the success of these partnerships depends largely on the authenticity of the influencers’ endorsements, as overly commercialized content may lead to skepticism among TikTok users.
TikTok’s influence on audience engagement is particularly noteworthy, as it transforms passive viewers into active participants in the marketing process. Traditional marketing strategies primarily relied on delivering content to audiences without much scope for interaction, but TikTok encourages users to engage creatively with film-related content (Smith & O’Neill, 2019). This interactive approach fosters a deeper connection between audiences and the film, enhancing their overall cinematic experience. For instance, users participating in viral trends or challenges often feel a sense of belonging to a larger community of fans, which strengthens their loyalty to the film (Garcia et al., 2021). Additionally, TikTok’s real-time feedback system, which provides metrics such as likes, shares, and comments, allows marketers to gauge audience reactions and adapt their strategies accordingly (Liu et al., 2020). This immediate responsiveness not only improves the efficiency of marketing campaigns but also helps filmmakers build a more engaged and invested audience base.
Despite its numerous advantages, TikTok’s role in film marketing is not without challenges. The fast-paced nature of the platform means that trends can become obsolete within days, requiring marketers to constantly innovate to maintain audience interest (Rahman & Patel, 2021). Additionally, the authenticity that underpins TikTok’s appeal can be difficult to balance with overtly promotional content, as users may reject campaigns that feel overly commercialized or insincere (Liu et al., 2022). Moreover, the global reach of TikTok introduces complexities in creating culturally relevant content, as what resonates with audiences in one region may not have the same impact elsewhere (Williams, 2023). Scholars have emphasized the need for localized marketing strategies that account for cultural nuances and preferences, ensuring that film campaigns remain relevant and engaging across diverse markets (Smith et al., 2020). These challenges highlight the importance of adaptability and creativity in leveraging TikTok as a tool for film marketing and audience engagement.
In conclusion, TikTok has fundamentally reshaped the landscape of film marketing and audience engagement by introducing a highly interactive, participatory, and algorithm-driven platform that appeals to younger and more diverse audiences. Its short-form video format, participatory culture, and powerful recommendation system have enabled filmmakers to reach audiences in innovative ways, fostering a sense of community and anticipation around cinematic releases. While the platform presents challenges such as rapid trend cycles and the need for cultural localization, its potential for democratizing content creation and enhancing audience engagement cannot be overstated. As the film industry continues to embrace digital transformation, TikTok’s role as a marketing powerhouse is likely to grow, offering valuable insights and strategies for connecting with audiences in the ever-evolving digital age (Brown et al., 2023).
[bookmark: _Toc202505383]2.2	CONCEPTUAL REVIEW
2.2.1	Social Media and Film Marketing
Social media has transformed the film marketing landscape, providing innovative ways for filmmakers to engage with audiences and promote cinematic content (Johnson et al., 2019). Traditionally, film marketing relied heavily on television commercials, posters, billboards, and press releases. These methods often lacked the capacity to create two-way interactions with audiences, thereby limiting their effectiveness in fostering long-term audience engagement. However, the rise of social media platforms such as Facebook, Instagram, Twitter, YouTube, and TikTok has brought a paradigm shift in how films are marketed and consumed globally (Smith & Brown, 2020). Social media enables filmmakers and marketing agencies to reach millions of people instantly, creating opportunities for real-time interactions, personalized content, and viral trends. This transformation is crucial in an era where audiences demand more engaging, interactive, and personalized marketing strategies.
One of the most significant advantages of social media in film marketing is its capacity to facilitate audience interaction and user-generated content (UGC). UGC plays a vital role in shaping how films are perceived, as it allows users to share their opinions, reviews, and reactions, thereby amplifying a film's reach and visibility (Garcia et al., 2022). For instance, when audiences create memes, participate in challenges, or engage in discussions about films, they contribute to the marketing narrative in a way that traditional media cannot achieve. According to Miller et al. (2021), this participatory culture enhances audience loyalty and creates a sense of community around a film. Social media platforms provide the tools for such engagement through comments, likes, shares, and reposts, which can significantly boost a film’s visibility and influence audience behavior.
Social media has also revolutionized the concept of influencer marketing in film promotion. Influencers, particularly those with large followings on platforms like TikTok, Instagram, and YouTube, play a crucial role in amplifying a film's reach and generating buzz. Influencers can create sponsored content, participate in film-related challenges, and share behind-the-scenes footage, all of which contribute to audience engagement and anticipation (Jones et al., 2023). Unlike traditional celebrity endorsements, social media influencers are perceived as more relatable and trustworthy by their followers, making their recommendations more impactful (Rahman & Patel, 2021). This trend has led to the rise of influencer-hosted promotional events and challenges that drive audience interaction and engagement. However, marketers must ensure that influencer collaborations remain authentic, as audiences can quickly detect overly commercialized content, leading to skepticism and reduced engagement (Chen et al., 2021).
2.2.2	Challenges facing Tiktok on Film Marketing
TikTok, as a popular social media platform, has revolutionized digital marketing, including the film industry. Its unique algorithm and short-form video format have given rise to new marketing strategies, enabling films to reach vast audiences quickly. However, despite its success, several challenges have emerged for film marketers using TikTok.
Audience Targeting and Demographics
TikTok has a massive user base, with millions of active users worldwide. However, it is important for film marketers to effectively target the right audience within this broad user pool. TikTok's algorithm favors viral, widely shareable content, which can often result in videos being seen by users who have little interest in the subject matter. For film marketing, this poses a significant challenge, as the content may reach users who are not part of the target demographic for the film (Patel, 2021). Furthermore, while TikTok appeals predominantly to a younger audience, this demographic may not always be the key audience for every film genre. For instance, niche genres such as period dramas or documentaries may struggle to gain traction on the platform, as they do not align with the preferences of younger users who are more inclined to engage with music videos, comedy skits, or viral challenges (Smith & Jones, 2020).
Film marketers must use advanced data analytics tools to ensure that their campaigns are directed at relevant audiences. However, the platform’s limited targeting features make this a more difficult task compared to other digital marketing platforms like Facebook or Google, which offer more refined targeting based on user interests, behaviors, and historical actions (Chaudhry & Khan, 2022). Additionally, TikTok's lack of a traditional advertisement format means that film marketers are often relying on organic content, which can be hit or miss depending on the quality and virality of the content.
Content Creation and Brand Identity
Creating engaging content for TikTok is not as straightforward as simply sharing trailers or promotional clips. The platform thrives on creativity, humor, and trends, which may not always align with the tone or message of a film's marketing strategy. For a film to succeed on TikTok, marketers must create content that feels authentic and aligns with the unique style of the platform. Traditional promotional materials like trailers, posters, or behind-the-scenes footage may not resonate with the TikTok audience, as users expect to see content that is more casual, fun, or spontaneous (Harrison, 2021).
This creates a challenge for film marketers who must balance maintaining the integrity and branding of the film while still adapting to TikTok's informal and fast-paced environment. Content needs to be highly creative and often involve leveraging trends, music, or memes to gain attention. For instance, film marketers might need to collaborate with popular TikTok influencers or create viral challenges related to the film to ensure engagement (Wells, 2021). However, this can sometimes lead to conflicts between maintaining brand identity and adapting to TikTok's culture, as certain strategies may dilute the film’s brand message
Platform Limitations and Algorithm Dependency
TikTok’s algorithm plays a crucial role in determining which videos are shown to users, making it a double-edged sword for marketers. While the algorithm has been successful in promoting viral content, its heavy reliance on engagement metrics such as likes, shares, and comments can make it difficult for film marketers to predict how their content will perform. This algorithmic uncertainty is a challenge, as a video with high production value and relevant content may still fail to reach the desired audience if it doesn’t gain immediate traction (Kohli & Kapoor, 2022).
Furthermore, TikTok’s short-form video format is another limitation for film marketing. The platform encourages videos that last between 15 to 60 seconds, which means marketers must find a way to compress a film’s message or plot into a brief, impactful snippet. For many films, especially those with complex plots or nuanced themes, this can be a challenging task. TikTok users have shorter attention spans, and creating content that can captivate them in such a short period is no easy feat (Gupta & Sharma, 2021).
2.2.3	Importance of Social Media for Film Engagement and Marketing
Increased Audience Reach
Social media has become an essential tool for film marketers to increase the reach of their films to a vast and diverse audience. Unlike traditional forms of advertising, such as TV or print media, which are often constrained by geographical and financial limitations, social media platforms like Instagram, Twitter, Facebook, and TikTok provide a global reach (Evans, 2020). These platforms have millions, even billions, of active users, making it possible for filmmakers and studios to promote their films to a wider audience. Social media's ability to break down regional barriers has significantly changed how films are marketed.
The broad audience reach is particularly significant in film marketing, where the success of a film often hinges on word-of-mouth and recommendations. Social media facilitates organic sharing, allowing users to share their opinions, reviews, and film experiences with friends, family, and followers (Brown & Davis, 2021). Through user-generated content, such as reviews, reaction videos, and fan posts, films can generate buzz and awareness far beyond what traditional advertising can achieve (Davis, 2022). 
Cost-Effective Marketing
One of the most significant advantages of social media marketing for films is its cost-effectiveness. Traditional marketing campaigns, especially for large-scale film releases, can be prohibitively expensive, involving costs for TV spots, billboard ads, and extensive promotional tours. However, social media allows filmmakers to target a specific audience with minimal costs (Patel & Singh, 2021). Platforms like Facebook and Instagram offer precise audience targeting capabilities, allowing filmmakers to advertise directly to users based on interests, behaviors, and demographics, making each marketing dollar more effective.
Social media platforms also offer the advantage of organic marketing, where content can go viral without any financial investment. This allows films, especially independent ones with lower budgets, to reach a global audience with little to no advertising spend. The ability to engage with fans and followers through direct interactions and user-generated content further minimizes marketing costs while maximizing exposure (Wells & Harris, 2021). 
Real-Time Engagement with Audiences
Social media allows for real-time engagement with audiences, which is invaluable for film marketing. With traditional media, there is often a delay between the release of marketing content and audience feedback, whereas social media provides instant communication (Patel, 2022). Filmmakers and studios can track audience reactions, answer questions, and engage with fans immediately after posting content, whether it's a trailer, behind-the-scenes footage, or promotional material. This level of interaction helps to build excitement and anticipation for the film's release.
Engaging with fans on social media can also create a sense of community and inclusion, which increases the likelihood of fans promoting the film themselves (Brown & Davis, 2021). By responding to comments, re-sharing fan-made content, or even directly interacting with followers through Q&A sessions or live streams, filmmakers can develop deeper connections with their audience, leading to increased loyalty and stronger fan support (Henderson, 2020). Social media also allows filmmakers to test different marketing strategies in real-time, adjusting their campaigns based on audience feedback and engagement levels.
Building Brand and Film Identity
Social media provides a platform for filmmakers to shape and define the identity of their films. From the first trailer to the last promotional post, filmmakers can curate the narrative around their films and create a consistent brand identity (Harrison, 2021). Social media's visual nature, through the use of imagery, trailers, and short video clips, allows filmmakers to establish a film’s mood, tone, and message well before its release, creating anticipation and excitement among followers.
Building a strong online presence through social media also helps films remain relevant and top of mind for potential viewers. By continuously posting content such as behind-the-scenes videos, character interviews, or production updates, filmmakers can sustain interest in the film throughout its production cycle and keep audiences engaged long before the release date (Sarkar, 2020). Social media allows film marketers to cultivate a unique online identity that resonates with their target audience, helping the film stand out in an increasingly crowded marketplace.



2.2.4	Method of Marketing in Tiktok
Influencer Collaborations
One of the primary methods of marketing on TikTok is through collaborations with influencers. TikTok has become a platform where influencers, also known as creators, have significant sway over their audiences, and brands have leveraged this power to promote products and services, including films, music, and consumer goods. Influencers on TikTok are often highly engaged with their followers, who trust their opinions and recommendations (Evans & Brown, 2021). This trust makes them ideal for film marketing campaigns, where influencers can organically promote content through video challenges, reviews, and even behind-the-scenes content related to the film.
The effectiveness of influencer marketing on TikTok stems from its ability to blend entertainment with advertising. Influencers often create content that feels authentic and aligned with their personal brand, which resonates more with audiences compared to traditional advertisements (Chaudhry & Singh, 2022). For films, influencers can promote a movie's release, share trailers, or even create challenges based on the film’s theme or characters. 
Hashtag Challenges and Viral Trends
Hashtag challenges are another integral method of marketing on TikTok. This strategy encourages users to participate in a creative activity or trend by using a branded hashtag. TikTok users create and share videos using the hashtag, which generates organic reach and interaction (Sarkar, 2021). This method is particularly effective for films looking to build excitement and engagement before or during a film's release. By associating the film with a hashtag challenge, marketers create a viral moment that invites users to interact with the brand in an entertaining way.
For example, film marketers may create a dance challenge inspired by a film's soundtrack or a fashion trend related to the characters or plot. Users are encouraged to recreate these videos and share their own versions with the hashtag, creating a community around the film and its marketing (Harrison, 2021). This method not only increases brand visibility but also drives organic user-generated content, which is often viewed as more authentic by audiences. 
Short-Form Video Content
TikTok is designed for short-form video content, which has revolutionized the way brands, including those in film marketing, approach advertising. On TikTok, users create videos that range from 15 seconds to a minute, making it ideal for creating quick, attention-grabbing content. This format encourages creativity and conciseness, which has proven to be a successful way to market products, services, and films. Short-form videos are more likely to be shared, liked, and commented on, as they align with the preferences of TikTok’s audience, who value quick, engaging, and digestible content (Brown & Davis, 2021).
For film marketing, this presents a unique opportunity to create snippets from the movie, highlight key scenes, or tease exciting moments to build anticipation for the film’s release. Trailers, behind-the-scenes footage, and exclusive sneak peeks are all commonly used as short-form videos on TikTok. These videos often attract higher engagement than traditional long-form content, as TikTok’s algorithm rewards content that gets more interaction, leading to even greater visibility (Evans & Brown, 2021).
[bookmark: _Toc202505384]2.3	THEORETICAL REVIEW
2.3.1	Uses and Gratifications Theory
The Uses and Gratifications Theory (UGT), introduced by Elihu Katz in the 1950s, is a key framework in mass communication that explains how individuals actively seek out media to satisfy specific needs and desires (Katz et al., 1973). According to this theory, the audience is not a passive receiver of messages but actively selects and interprets media content based on their individual needs and expectations. This theory is highly relevant to the research work focusing on film marketing on TikTok, as it helps in understanding how audiences use TikTok to engage with films, satisfy their entertainment desires, and fulfill specific informational or emotional needs.
In the context of film marketing on TikTok, UGT suggests that users of the platform engage with film-related content for several reasons: to seek entertainment, learn about upcoming movies, participate in challenges or viral trends, or feel part of a community (Leung, 2014). TikTok's short-form, engaging, and highly interactive content makes it a perfect tool for addressing these needs. By engaging in TikTok challenges, watching film trailers, or discovering behind-the-scenes content, users actively use the platform to satisfy their social, cognitive, and emotional gratifications. Film marketers can exploit this by tailoring their TikTok content to cater to these specific audience needs, offering interactive, entertaining, and informative content to attract users' attention and drive engagement.
The relevance of UGT in the context of TikTok-based film marketing is evident in the way films utilize influencer collaborations, hashtag challenges, and short-form video content to appeal to different audience needs. For instance, film marketers might create content that aligns with users’ desire for entertainment (e.g., humorous or exciting clips), social interaction (e.g., interactive Q&A sessions with the cast), or information about the film (e.g., trailers or production insights). Additionally, UGT emphasizes that different audience segments may use media to fulfill diverse needs. For example, younger audiences may be more likely to engage with viral trends and influencers, while older audiences may seek informational content. By understanding these needs, filmmakers and marketers can effectively target and engage diverse groups on TikTok.
Moreover, TikTok's interactive features, such as comments, reactions, and the ability to remix content, enable audiences to participate actively in the marketing process. By engaging with content in such ways, users derive gratification, which strengthens the relationship between the user and the film's marketing message (Kim & Kim, 2020). The participatory nature of TikTok aligns with UGT's premise that users play an active role in shaping their media experience, a concept that is particularly evident in TikTok's viral trends and hashtag challenges. Users create and share content based on their interests, which amplifies the reach of film-related content and contributes to organic marketing.
2.3.2	Social Cognitive Theory
The Social Cognitive Theory (SCT), developed by Albert Bandura in the 1960s, focuses on how people learn through observation, imitation, and modeling. The theory emphasizes the role of cognitive processes in understanding how individuals interact with and respond to media messages (Bandura, 2001). SCT posits that individuals acquire new behaviors and attitudes through observing the behaviors of others, particularly those who are seen as role models or influencers. This theory is highly applicable to the research on film marketing on TikTok, where users engage with content not only for entertainment purposes but also to learn and adopt behaviors modeled by influencers, creators, and celebrities associated with the films being marketed.
On TikTok, the Social Cognitive Theory is reflected in the way influencers, celebrities, and film-related content creators model behaviors and attitudes that users emulate. For instance, when a popular TikTok influencer participates in a hashtag challenge associated with a film or shares a video review of a movie, their followers are more likely to imitate or engage in similar activities (Vrolijk & Lim, 2018). This form of social learning is crucial in the context of film marketing, where influencers and celebrities act as key figures who influence audience perceptions and behaviors. Their endorsement of a film or participation in a challenge can significantly impact the success of marketing campaigns, as their followers are likely to replicate the behaviors they observe.
Moreover, the interactive features of TikTok enable social learning by encouraging users to create and share content inspired by the media they consume. Users learn through participation, whether by taking part in dance challenges, recreating scenes from a film, or reacting to trailers. This form of social learning helps reinforce the film’s brand and message while also fostering a sense of community among users. TikTok users are often highly influenced by their peers and creators they follow, and their engagement in film-related content serves as a form of social validation. Through this process, individuals not only learn about a film but also model their behavior in ways that align with the film’s branding and promotional efforts.
SCT also highlights the role of self-efficacy in media engagement. Self-efficacy refers to an individual’s belief in their ability to perform a certain task or behavior (Bandura, 2001). On TikTok, users are encouraged to participate in challenges or create content related to a film, which builds their confidence in their creative abilities. By sharing their content, users gain positive feedback from peers, boosting their self-esteem and increasing their likelihood of further engagement. This creates a cycle of participation and reinforcement, where users continue to engage with and promote the film's content, resulting in greater visibility and organic growth.
In terms of film marketing, Social Cognitive Theory provides insight into how TikTok’s collaborative and interactive features contribute to viral marketing campaigns. As users observe and imitate the behavior of influencers and their peers, they help amplify the film’s message through their own content creation and engagement. By leveraging TikTok’s social learning features, film marketers can harness the power of user-generated content to expand their reach and increase awareness of their films.
[bookmark: _Toc202505385]2.4	EMPIRICAL REVIEW
A review of related studies on the research work focusing on film marketing on TikTok reveals several insightful contributions to the field. A relevant study by Vrolijk and Lim (2018), titled "Influence of Social Media Marketing on Consumer Behavior," explored the growing role of social media platforms, particularly TikTok, in shaping consumer behavior. Published in Journal of Marketing Trends in 2018, the study investigates the role of influencers in film marketing and their impact on user engagement. The study identified the problem of how traditional film marketing strategies were less effective in the digital era and emphasized the importance of influencer marketing and viral trends on social media platforms. The main objective of the study was to explore how social media influencers influence consumer decisions regarding film preferences, specifically on platforms like TikTok. The methodology used was a qualitative approach, where interviews with film marketers and social media influencers were conducted to gather insights into the strategies that lead to viral film promotions. A sample size of 20 influencers and 10 marketers was used, with the study concluding that TikTok’s algorithm-driven content recommendations allow films to reach wider and more targeted audiences, significantly enhancing film engagement. The study recommended the integration of more user-generated content and interactive marketing campaigns to increase audience participation.
In another study by Leung (2014), titled "Linking Psychological Attributes to Uses and Gratifications: The Case of Social Media Usage," published in Computers in Human Behavior, the author explored the psychological factors that drive individuals to engage with social media content, including film marketing. The problem addressed in the study was understanding why users engage with media content on social media platforms, which in turn helps marketers design more effective campaigns. The study’s objective was to determine how psychological factors like entertainment, social interaction, and informational needs shape social media engagement. The methodology was a survey-based quantitative approach, where data was collected from 500 social media users. The findings revealed that users engage with content on TikTok to fulfill emotional, cognitive, and social needs. The study concluded that understanding users' psychological motivations enables marketers to create content that resonates with their target audience. The study recommended that marketers leverage TikTok’s interactive features, such as challenges and duets, to engage users emotionally and socially.
Furthermore, Kim and Kim (2020), in their study titled "The Influence of Social Media on Consumers’ Behavior," published in Journal of Consumer Research, focused on the psychological impacts of social media engagement on consumer decision-making, especially in the entertainment industry. The research sought to examine how social media, including TikTok, shapes film-goers' decisions to watch movies. The study's methodology was based on a mixed-methods approach, incorporating surveys and focus group discussions with a sample of 300 young adults who were frequent users of TikTok. The study concluded that TikTok’s personalized content recommendations significantly affect users' movie-watching habits, with the visual appeal of short-form videos and influencer endorsements being major influencing factors. The study recommended that film marketers create visually appealing, short-form content that captures users' attention in the first few seconds and utilize influencers for greater outreach.
[bookmark: _GoBack]Another study by Smith (2019), "Social Media Strategies in Film Marketing: A Focus on TikTok," published in Journal of Film Marketing, explored the effectiveness of TikTok as a film marketing platform. The objective was to evaluate how TikTok’s unique features, like its algorithm and viral challenges, can be used to engage audiences and promote films. The study’s methodology involved content analysis of 50 film-related TikTok posts and the use of data analytics tools to measure audience engagement. The sample size included 50 popular films from various genres, and the study concluded that TikTok is an effective platform for film marketing, particularly in reaching younger audiences. The study recommended that film marketers focus on creating engaging content that encourages user participation, such as film-related challenges, and ensure that the content aligns with the current TikTok trends to maximize reach.
These studies collectively contribute to the understanding of how TikTok’s social features and viral content strategies can be harnessed for effective film marketing. The recommendations emphasize the need for interactive content, influencer collaboration, and user-generated participation to enhance audience engagement and drive film viewership. This literature suggests that TikTok’s unique algorithm and viral content features provide an invaluable opportunity for film marketers to reach and engage a diverse, global audience.


[bookmark: _Toc79569654][bookmark: _Toc169860810][bookmark: _Toc202505386]CHAPTER THREE
[bookmark: _Toc79569655][bookmark: _Toc169860811][bookmark: _Toc202505387]RESEARCH METHODOLOGY
[bookmark: _Toc169860812][bookmark: _Toc202505388]3.0	INTRODUCTION
The research methodology for this study will focus on the use of a questionnaire to gather data on the assessing the influence of Tiktok on film marketing and audience engagement in Ilorin metropolis. Other concept of the methodology include research design, population, sample frame and size as well as sampling techniques for data collection and methods of gathering data.
3.1 [bookmark: _Toc169860813][bookmark: _Toc202505389]RESEARCH DESIGN 
The study will use the survey method. Survey research design, scientifically samples and interviews people to analyze and report what they said. Ohaja (2003) avers that survey is usually employed in studies of attitudinal and behavioral trends with the researcher seeking to uncover their demographic psychological underpinnings.
[bookmark: _Toc202505390]3.2 POPULATION OF THE STUDY
The population of this study comprises TikTok users in Ilorin who engage with film-related content, including audience members who appreciate films marketed on TikTok and filmmakers or marketers who use TikTok as a promotional platform. 
As of 2025, the estimated population of Ilorin metropolis is approximately 1,099,960 (​World Population, 2025). This figure encompasses the urban agglomeration of Ilorin, including the Local Government Areas (LGAs) of Ilorin East, Ilorin West, and Ilorin South. This research which examines TikTok users engaging with film-related content, the study will focus on residents within these LGAs. Key areas of interest include Tanke, Taiwo, Eleko, and the Airport area, known for their diverse and active populations familiar with digital platforms like TikTok.
[bookmark: _Toc202505391]3.3 SAMPLE SIZE AND SAMPLING TECHNIQUE
[bookmark: _Toc169860816]The study will employ a Cluster Sampling method to ensure representation across different areas of Ilorin. The population will be divided into clusters based on geographic locations, namely Tanke, Taiwo, Eleko, and the Airport area. From each cluster, 25 respondents will be randomly selected from each geographical location Tanke, Taiwo, Eleko and Airport making a total sample size of 100 participants. This sample size is appropriate for gathering insights to address the research questions and meet the objectives of the study. 
[bookmark: _Toc202505392]3.4   INSTRUMENTATION   
The questionnaire formed the main instrument for data collection in this study. This is because the questionnaire is a vital instrument for gathering information from people about their opinions, attitudes, behaviour and perceptions on a given phenomenon. 
The researcher will employ primary source of data collection, which is the use of a questionnaire. Data for this study where gathered through primary and secondary sources.
Questionnaire: the researcher has decided to make used of questionnaire as a method of getting data towards the working of the research as it has been considered as one of the effective means of gathering adequate data. The questionnaire was administrated on a single random sampling at the male and female in the study area.
[bookmark: _Toc169860817][bookmark: _Toc202505393]3.5   VALIDATION / RELIABILITY OF RESEARCH INSTRUMENT 
The research instrument for this study will undergo rigorous validation to ensure its appropriateness and relevance to the research topic. The questionnaire will be reviewed by the project supervisor, who will critically evaluate its content to identify and address issues that may not align with the study's objectives. The supervisor will also verify that the questions comprehensively cover the scope of the research and are capable of adequately addressing the research questions. Additionally, the questions will be examined for clarity and to eliminate potential ambiguities.
To ensure reliability, the instrument will be tested to confirm its consistency in measuring the intended variables. A test-retest method will be employed, involving a pilot test conducted with 10% of the study population within the Ilorin metropolis. The pilot test will take place over two different periods, and the results from both tests will be compared. The consistency of these results will affirm the instrument's reliability, ensuring its suitability for data collection in this study.
3.5 [bookmark: _Toc169860818][bookmark: _Toc202505394]METHOD OF ADMINISTRATION OF THE INSTRUMENT
The researcher used primary data (questionnaires) to carry out the study. The questionnaires is structured in likert scale option (agree, strongly agree, neutral, disagree, strongly disagree) and unstructured (open-ended) questions and were administered through drop and pick method to respondents. The research instrument Questionnaire was conducted through villagers and students. The respondents were allowed to give answers to the questions asked without being bias.
The questionnaire is distributed to the respondents, filled and return for administered with immediately effect. This method of administered help the research instrument to be easy and have low quantity waste.
3.6 [bookmark: _Toc169860819][bookmark: _Toc202505395]METHOD OF DATA ANALYSIS
This was carried out through data evaluation, interpretation and presentation using the relevant single descriptive statistic of mean, media and mode, these are then presented in table etc. The data collected will be analysed using SPSS with ranking method from Frequency, and Descriptive statistic with Relative importance index (RII).


[bookmark: _Toc202505396]CHAPTER FOUR
[bookmark: _Toc202505397]DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc202505398]4.1	DATA ANALYSIS
	This chapter presents analysis and findings of the study as set out in the research methodology.
	The study’s findings were presented to determine the influence of Tiktok on film marketing and audience engagement. The data was gathered exclusively through questionnaire as the research instrument, the discussion begin with the questionnaire response rate followed by the descriptive statistics of the responses related to the questions.
[bookmark: _Toc202505399]4.2	DATA PRESENTATION
	The method of data analysis was based on the statistical table format using frequency distribution and consequently converted into percentage for easy analysis. Each tabular presentation represents the analysis of each question in the questionnaire which  was subsequently described and with further discussion. In all, one hundred (100) questionnaires were administered of which all the questionnaires was carefully filled and retrieved from the respondents. 
ANALYSIS OF THE DEMOGRAPHIC SEGMENT OF THE TABLENAIRE  
Table 1: Sex
	Sex
	Frequency
	Percent

	Female
	48
	48.0%

	Male
	52
	52.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
The distribution by sex shows that out of 100 respondents, 52% are male and 48% are female. This reflects a relatively balanced representation of genders, with males marginally more than females by 4%. This slight difference indicates that the study captured a near-equal gender perspective, which helps in maintaining objectivity and representativeness across male and female viewpoints.





Table 2: Age
	Age
	Frequency
	Percent

	16–20 year
	47
	47.0%

	21–25 year
	33
	33.0%

	26–30 year
	15
	15.0%

	31–35 year
	2
	2.0%

	36 year and above
	3
	3.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
This age distribution reveals that the majority of respondents fall within the youth category. Specifically, 47% are between 16–20 years old and 33% are within 21–25 years, together making up 80% of the sample population. The 26–30 age bracket comprises 15%, while older participants (31–35 years and 36 and above) make up only 5% collectively. 
Table 3: Education Qualification
	Education Qualification
	Frequency
	Percent

	B.Sc
	8
	8.0%

	HND
	32
	32.0%

	NCE
	1
	1.0%

	ND
	50
	50.0%

	O’Level
	9
	9.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
In terms of educational background, the majority of respondents hold a National Diploma (ND), accounting for 50%, followed by 32% who possess a Higher National Diploma (HND). Respondents with only O’Level certificates make up 9%, while those with a Bachelor's degree (B.Sc) represent 8%. Only 1% have an NCE qualification. This shows that most participants have at least a post-secondary education, indicating a fairly educated sample likely capable of understanding and engaging with media platforms like TikTok.



Table 4: Religion
	Religion
	Frequency
	Percent

	Christianity
	17
	17.0%

	Islam
	83
	83.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
The religious affiliation of respondents is highly skewed toward Islam, with 83% identifying as Muslims and only 17% as Christians. This imbalance may be attributed to the geographical or cultural context of the sample population, which might be predominantly Muslim. Nevertheless, the inclusion of both major religious groups ensures that different cultural perspectives are somewhat represented.
Table 5: Marital Status
	Marital Status
	Frequency
	Percent

	Married
	12
	12.0%

	Others
	2
	2.0%

	Single
	86
	86.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
Marital status data indicates that a vast majority (86%) of the respondents are single, with only 12% being married and 2% categorized as ‘others.’ This again aligns with the earlier age distribution data, which showed a predominantly young respondent group. The prevalence of single participants may influence the study’s outcome in areas related to lifestyle and media usage patterns, which often vary by marital status.
Table 6: TikTok's short-form video format suits modern film marketing needs
	Response
	Frequency
	Percent

	Agree
	41
	41.0%

	Disagree
	2
	2.0%

	Strongly Agree
	56
	56.0%

	Strongly Disagree
	1
	1.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
The data shows strong endorsement of TikTok's short-form video format for modern film marketing, with 56% of respondents strongly agreeing and an additional 41% agreeing. Combined, this reflects an overwhelming 97% positive affirmation of the platform's effectiveness in aligning with contemporary marketing needs. Only 2% disagreed, and a minimal 1% strongly disagreed, indicating that the concept is widely accepted by the respondents. This suggests that TikTok's bite-sized content is considered a strategic and engaging tool for promoting films to modern audiences.
Table 7: TikTok’s algorithm helps films reach wider audiences effectively
	Response
	Frequency
	Percent

	Agree
	72
	72.0%

	Disagree
	4
	4.0%

	Strongly Agree
	23
	23.0%

	Strongly Disagree
	1
	1.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
The responses indicate a strong belief in the power of TikTok’s algorithm in helping films reach broader audiences. A notable 72% agree with this statement, and 23% strongly agree, totaling 95% who express positive sentiment. Only 4% disagree and 1% strongly disagree, showing minimal opposition. This supports the notion that TikTok’s recommendation engine plays a crucial role in increasing visibility and engagement for film-related content across diverse user demographics.
Table 8: Film marketers leverage TikTok trends to promote films
	Response
	Frequency
	Percent

	Agree
	28
	28.0%

	Disagree
	3
	3.0%

	Strongly Agree
	69
	69.0%

	Strongly  disagree
	0
	0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
In this table, a strong 69% of respondents strongly agree that film marketers actively use TikTok trends to promote films, while 28% agree, amounting to 97% in total. Only 3% disagree with the statement. These findings suggest that leveraging trending content on TikTok is a widely recognized strategy in digital film marketing, as trends often drive user engagement, virality, and content relevancy among target audiences.
Table 9: TikTok influencers are essential to successful film promotion
	Response
	Frequency
	Percent

	Agree
	69
	69.0%

	Disagree
	5
	5.0%

	Strongly Agree
	26
	26.0%

	Strongly  disagree
	0
	0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
The results show that 69% of respondents agree and 26% strongly agree that TikTok influencers are vital to successful film promotion, combining to a convincing 95% approval rate. Only 5% of respondents disagree. This high level of agreement underscores the growing influence of social media personalities in shaping audience interest and driving engagement for cinematic content, especially among younger demographics.
Table 10: Features like duets and hashtags enhance film campaign creativity
	Response
	Frequency
	Percent

	Agree
	75
	75.0%

	Disagree
	2
	2.0%

	Strongly Agree
	22
	22.0%

	Strongly Disagree
	1
	1.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
Among respondents, 75% agree that features such as duets and hashtags enhance creativity in film campaigns, and 22% strongly agree. This combined 97% agreement illustrates the high value placed on interactive and participatory content tools provided by TikTok. Only 2% disagree and 1% strongly disagree, suggesting that the majority believe these features allow for more innovative and engaging ways to reach audiences.



Table 11: TikTok campaigns increase audience awareness about new films
	Response
	Frequency
	Percent

	Agree
	31
	31.0%

	Disagree
	5
	5.0%

	Strongly Agree
	64
	64.0%

	Strongly  disagree
	0
	0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
From the table, it is evident that 64% of respondents strongly agree that TikTok campaigns help increase awareness of new films, while another 31% agree—making a total of 95% in favor. Only 5% of respondents disagree. This clearly supports the effectiveness of TikTok as a powerful marketing tool in creating buzz and recognition for newly released or upcoming movies.
Table 12: I am more likely to watch a film I discover through TikTok
	Response
	Frequency
	Percent

	Agree
	29
	29.0%

	Disagree
	8
	8.0%

	Strongly Agree
	62
	62.0%

	Strongly Disagree
	1
	1.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
A combined 91% of respondents (62% strongly agree and 29% agree) indicate they are more likely to watch a film discovered via TikTok. Only 8% disagree and 1% strongly disagree. This affirms the direct influence of TikTok content on consumer viewing behavior, suggesting that exposure to trailers, challenges, or influencer endorsements on the app can significantly impact movie-viewing decisions.






Table 13: TikTok marketing generates excitement and engagement before a film’s release
	Response
	Frequency
	Percent

	Agree
	70
	70.0%

	Disagree
	2
	2.0%

	Strongly Agree
	28
	28.0%

	Strongly  disagree
	0
	0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
This table highlights the respondents’ perception of TikTok’s influence in generating pre-release excitement and engagement for films. A substantial 70% agreed, and an additional 28% strongly agreed, resulting in a dominant 98% consensus affirming this effect. Only 2% expressed disagreement. This overwhelming majority suggests that TikTok's short-form, high-frequency, and visually compelling content formats—especially those that involve challenges, behind-the-scenes teasers, and influencer collaborations—are perceived as highly effective in creating anticipation and emotional investment among audiences even before a movie's official release.
Table 14: User-generated content (like fan edits or reactions) enhances film visibility
	Response
	Frequency
	Percent

	Agree
	65
	65.0%

	Disagree
	5
	5.0%

	Strongly Agree
	30
	30.0%

	Strongly  disagree
	0
	0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
In this table, 65% of respondents agree and 30% strongly agree that user-generated content significantly enhances a film’s visibility, totaling an encouraging 95% endorsement. Only 5% disagreed with the statement. This high level of affirmation indicates a shared understanding that participatory content such as fan-made trailers, reactions, memes, and reviews contributes to viral marketing. It creates a sense of community ownership and peer recommendation, both of which amplify reach and deepen audience engagement organically across the TikTok platform.


Table 15: TikTok contributes significantly to a film’s box office or streaming success
	Response
	Frequency
	Percent

	Agree
	39
	39.0%

	Disagree
	4
	4.0%

	Strongly Agree
	56
	56.0%

	Strongly Disagree
	1
	1.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
The data in Table 15 indicates that a combined 95% of respondents (56% strongly agree and 39% agree) believe TikTok significantly contributes to a film’s financial or streaming performance. This shows a widely held belief in the platform's capacity to drive consumer behavior that translates to revenue, be it through ticket purchases or streaming subscriptions. Only 4% disagreed and a negligible 1% strongly disagreed, further emphasizing the near-universal agreement that TikTok is not only a promotional channel but also a strategic tool capable of influencing monetary success within the entertainment industry.
Table 16: Not all global audiences have access to TikTok due to restrictions or bans
	Response
	Frequency
	Percent

	Agree
	36
	36.0%

	Disagree
	12
	12.0%

	Strongly Agree
	50
	50.0%

	Strongly Disagree
	2
	2.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
The responses in this table show that 50% of participants strongly agree and 36% agree that certain global audiences face limitations in accessing TikTok, amounting to 86% acknowledgment of this issue. This confirms a significant awareness among respondents of geopolitical and regulatory constraints affecting TikTok's global reach—such as regional bans, data privacy laws, or internet restrictions. Meanwhile, 12% disagreed and 2% strongly disagreed, indicating that a minority may either not be aware of such restrictions or believe them to be insignificant. Overall, the data reflect that while TikTok holds vast potential in film marketing, its effectiveness can be limited in certain jurisdictions.
Table 17: Language and cultural barriers limit TikTok’s global marketing effectiveness
	Response
	Frequency
	Percent

	Agree
	25
	25.0%

	Disagree
	17
	17.0%

	Strongly Agree
	52
	52.0%

	Strongly Disagree
	6
	6.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
The data shows that 52% strongly agree and 25% agree that language and cultural differences impact the global efficiency of TikTok marketing, forming a notable 77% in agreement. In contrast, 17% disagreed and 6% strongly disagreed. This distribution reveals that while the majority recognize cultural and linguistic diversity as a barrier to universal engagement, a significant minority do not perceive it as a limitation. It suggests that to maximize global reach, content creators and film marketers must adapt campaigns to be culturally sensitive and multilingual to resonate across various regions and demographics.
Table 18: It is difficult to measure the actual ROI (return on investment) from TikTok ads
	Response
	Frequency
	Percent

	Agree
	72
	72.0%

	Disagree
	17
	17.0%

	Strongly Agree
	11
	11.0%

	Strongly  disagree
	0
	0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
A total of 83% of respondents (72% agree and 11% strongly agree) acknowledge the challenge of accurately measuring return on investment (ROI) from TikTok advertising. This consensus illustrates an important limitation in the current analytical frameworks used for digital campaigns, especially on platforms where virality and engagement are not always directly linked to sales or subscriptions. However, 17% of the respondents disagreed, indicating either confidence in existing measurement tools or lesser concern about precise ROI tracking. This highlights a need for the development of more robust, transparent, and adaptable metrics to evaluate campaign success on TikTok.
Table 19: There is a lack of expertise among filmmakers in using TikTok professionally
	Response
	Frequency
	Percent

	Agree
	70
	70.0%

	Disagree
	15
	15.0%

	Strongly Agree
	12
	12.0%

	Strongly Disagree
	3
	3.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
According to this table, a combined 82% (70% agree and 12% strongly agree) of respondents believe that there is a noticeable lack of professional expertise among filmmakers in leveraging TikTok effectively. This indicates a pressing need for training and skill development to bridge the digital gap and fully harness the platform’s capabilities for cinematic promotion. Meanwhile, 15% disagreed and 3% strongly disagreed, which suggests that a minority either perceive filmmakers as adequately skilled or undervalue the importance of professional TikTok usage. Overall, the result emphasizes that while TikTok is a valuable marketing tool, its impact is largely dependent on how well filmmakers understand and utilize it.
Table 20: TikTok’s trends change too rapidly for consistent film campaign planning
	Response
	Frequency
	Percent

	Agree
	36
	36.0%

	Disagree
	3
	3.0%

	Strongly Agree
	58
	58.0%

	Strongly Disagree
	3
	3.0%

	Total
	100
	100.0%


Source: Field Survey, 2025.
A total of 94% of respondents (58% strongly agree and 36% agree) believe that the rapid evolution of TikTok trends poses a significant challenge to consistent and strategic film marketing planning. This underscores the volatile and fast-paced nature of the platform, where trends can become obsolete within days, requiring constant adaptation and content revision. Only 6% (3% disagree and 3% strongly disagree) did not share this concern. The findings point toward the necessity for dynamic content teams and flexible marketing schedules in order to remain relevant and competitive in TikTok-based film promotions.
[bookmark: _Toc202505400]4.3	ANALYSIS OF THE RESEARCH QUESTIONTop of Form
Research Question 1: How do TikTok’s features influence the design and execution of film marketing campaigns?
The data from several tables underscore the substantial influence of TikTok’s unique platform features on film marketing strategies. In Table 6, 97% of respondents agree or strongly agree that TikTok’s short-form video format is highly compatible with modern film marketing needs. This indicates that marketers consider the brevity and visual appeal of TikTok content as well-aligned with current consumer preferences, especially among younger audiences who prefer fast-paced, bite-sized media. Table 8 and Table 10 further reinforce the importance of platform-specific features in campaign design. In Table 8, 97% of respondents believe that film marketers leverage TikTok trends to promote their content. Similarly, Table 10 shows 97% agreement that features such as duets and hashtags enhance creativity and campaign engagement. These tools provide opportunities for interactive and participatory marketing, allowing users to contribute directly to the promotional effort through remixes, responses, or hashtag challenges. Moreover, Table 14 shows that user-generated content (UGC) such as fan edits, reaction videos, and memes is perceived by 95% of respondents as enhancing film visibility. This affirms the role of audience interactivity in campaign execution, where engagement goes beyond passive viewership to active participation and content sharing. Finally, Table 13 reveals that 98% of respondents agree that TikTok can generate excitement and engagement before a film's release. This pre-release buzz suggests that TikTok is not just used during the post-launch phase but plays a strategic role in shaping anticipation and public sentiment prior to film rollout, making it an essential element in end-to-end campaign planning.
Research Question 2: What is the relationship between TikTok-based marketing and audience engagement with films?
The connection between TikTok marketing and audience engagement is evident across multiple tables. Table 7 indicates that 95% of respondents recognize TikTok’s algorithm as a vital tool in expanding audience reach, showing that the platform’s personalized content delivery system directly contributes to marketing success. In Table 9, 95% of participants affirm the essential role of TikTok influencers in driving film promotion. These digital personalities act as mediators between the film content and potential viewers, often shaping audience interest through reviews, challenges, or behind-the-scenes glimpses. Their endorsement can significantly influence audience behavior, especially among Gen Z and Millennials. Further evidence of audience responsiveness is captured in Table 12, where 91% of respondents admit they are more likely to watch a film they discovered through TikTok. This strong behavioral correlation points to the platform’s ability not only to inform but also to convert interest into viewership. Similarly, Table 15 shows that 95% believe TikTok contributes to a film’s financial or streaming success, linking engagement directly to measurable outcomes such as box office returns or digital views. Additionally, Table 11 confirms that 95% of participants feel TikTok campaigns help raise awareness of new films, further emphasizing its power as a discovery platform. These data collectively indicate that TikTok is a high-engagement ecosystem where marketing messages are not only seen but also acted upon, making it an indispensable channel for cultivating audience interest and participation.
Research Question 3: What challenges do filmmakers face when using TikTok to market films to global audiences?
Despite its evident advantages, the study identifies several challenges associated with global film marketing via TikTok. As shown in Table 16, 86% of respondents agree that access restrictions—such as government bans, policy limitations, or internet regulations—can impede TikTok’s reach. This limitation is crucial when aiming for a global campaign, as it reduces platform uniformity across different territories. Language and cultural diversity also present significant hurdles. Table 17 illustrates that 77% of respondents agree that language and cultural barriers limit the platform’s global marketing effectiveness. While TikTok thrives on localized content, these differences necessitate the tailoring of campaigns to suit specific regional norms and idioms, which can increase complexity and resource requirements. Another challenge lies in measuring success. According to Table 18, 83% of respondents admit that determining Return on Investment (ROI) from TikTok marketing is difficult. The lack of direct correlation between engagement metrics (such as likes, shares, and views) and tangible outcomes (like ticket sales or streams) presents a critical gap in campaign evaluation and budgeting. Additionally, Table 19 highlights a skills deficit: 82% of respondents believe there is a lack of professional expertise among filmmakers in using TikTok effectively. This points to a knowledge and experience gap that must be addressed through training or the involvement of digital marketing specialists to optimize the use of the platform. Lastly, Table 20 discusses content volatility. An overwhelming 94% of respondents agree that TikTok trends change too rapidly, which makes long-term campaign planning difficult. Marketers must constantly adapt to shifting viral patterns, which adds pressure to stay current and agile, often at the expense of strategic consistency.
[bookmark: _Toc202505401]4.4	DISCUSSION OF FINDINGS
The findings of this study reveal a comprehensive understanding of the influence of TikTok on film marketing strategies and audience engagement. From the responses analyzed, it is evident that the majority of participants perceive TikTok's short-form video format as a powerful tool for modern film marketing. This suggests that the platform's brevity, visual engagement, and interactive nature make it suitable for capturing audience attention in a fast-paced digital environment. Features such as duets, hashtags, and user-generated content were widely acknowledged to enhance creativity and visibility, indicating that these tools are not only embraced by content creators but are also effective in sparking interest and engagement among viewers.
The results further show that TikTok's algorithm plays a significant role in helping films reach wider audiences. Respondents noted that film marketers are leveraging trends and influencer collaborations to increase visibility and build anticipation before film releases. This aligns with current digital marketing practices where algorithms are used to personalize content and maximize reach. Additionally, user-generated content, such as fan edits and reaction videos, was recognized as a major driver of organic film promotion, pointing to the participatory culture that TikTok fosters. The platform’s ability to influence actual film viewership and contribute to box office or streaming success was also supported by the data, confirming that TikTok is not only a marketing channel but also a behavioral influencer.
However, the study also highlighted several challenges that filmmakers encounter when using TikTok for global film marketing. One of the most notable issues is the rapid and unpredictable nature of TikTok trends, which complicates long-term campaign planning. Many respondents expressed concern that by the time a campaign is developed, the trend it was built around might already be outdated. This requires marketers to remain agile and continuously adapt their strategies. Another critical challenge identified is the lack of professional expertise among filmmakers in using TikTok effectively. This gap points to the need for targeted training and digital media literacy among industry stakeholders.
Furthermore, limitations such as platform accessibility in certain countries due to restrictions or bans, and cultural or language barriers, were also noted. These factors can hinder the global reach of TikTok campaigns and limit their effectiveness across diverse markets. Additionally, difficulties in measuring return on investment (ROI) from TikTok advertising were acknowledged. Respondents felt that while engagement metrics like views and likes are high, they do not always translate into measurable outcomes such as ticket sales or subscriptions. This suggests a need for more refined analytics and performance indicators that better reflect campaign effectiveness.
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[bookmark: _Toc202505403]SUMMARY, CONCLUSION, AND RECOMMENDATIONS
[bookmark: _Toc202505404]5.1	SUMMARY
This research investigated the growing impact of TikTok on the marketing of films among young adults, focusing on how the platform has changed the way movies are promoted and consumed in the digital era. The study provided an overview of how short-form video content on TikTok is revolutionizing traditional film marketing techniques. Young adults, who make up the majority of TikTok users, are increasingly exposed to film trailers, behind-the-scenes clips, actor interactions, fan reactions, and trends that originate or spread via the app. These engagements were found to significantly influence their interest in and decisions to watch films.
Findings from the study revealed that film marketers are now actively designing campaigns that align with TikTok trends, leveraging influencer partnerships and viral challenges to maximize reach and audience interaction. The role of user-generated content and the effectiveness of the app's algorithm in amplifying visibility were consistently highlighted as key drivers of marketing success. The study also emphasized how interactive features, such as duets, hashtags, and filters, contribute to the participatory culture of film promotion on the platform.
Despite the clear advantages, several limitations in using TikTok for film marketing were identified. These include the fleeting nature of trends, inadequate technical knowledge among filmmakers, content oversaturation, and regional access restrictions to the app. The research also found a gap between social media engagement and actual film viewership, raising concerns about the platform's ability to convert online buzz into box office success.
[bookmark: _Toc202505405]5.2	CONCLUSION
In conclusion, TikTok has emerged as a disruptive yet innovative platform that is reshaping the landscape of film marketing, especially among young adults. Its unique algorithm, highly visual format, and emphasis on user-generated content have enabled films to reach diverse audiences quickly and effectively. Young viewers are no longer just passive consumers; they now play a central role in amplifying film promotions through interactions, shares, and creative content contributions.
However, the study also concludes that relying solely on TikTok for film marketing presents certain challenges. The rapid turnover of trends, lack of digital expertise among marketers, and regional limitations can hinder the effectiveness of campaigns. Furthermore, while TikTok engagement can generate excitement, it does not always guarantee a proportional return in terms of viewership or revenue. Thus, a well-balanced marketing strategy that integrates TikTok with other promotional channels is crucial for sustained success.
[bookmark: _Toc202505406]5.3	RECOMMENDATIONS
1. Digital Training for Filmmakers and Marketers: Film producers and marketers should undergo regular training to understand TikTok’s features, trends, and algorithms. This will enable them to create content that is relevant, timely, and effective in engaging audiences.
2. Strategic Integration with Other Media: TikTok marketing should be complemented with other digital and traditional platforms such as Instagram, YouTube, cinemas, and press outlets to ensure broader reach and reinforcement of the campaign message.
3. Use of Influencers and Content Creators: Collaborating with TikTok influencers who already have established audiences can greatly improve campaign visibility and impact. This strategy also increases the credibility and relatability of the promoted film.
4. Monitoring and Evaluation of Campaign Impact: Film marketers should use data analytics tools to monitor viewer engagement and conversion rates. Tracking metrics beyond likes and shares—such as click-throughs to movie sites or streaming platforms—can provide deeper insights into campaign effectiveness.
5. Localization of Content for Global Reach: Given the cultural diversity of TikTok users, marketers should tailor content to fit different regions, languages, and cultural contexts. This can help overcome access limitations and improve global reception.
6. Investment in Creative and Authentic Content: To stand out amidst the fast flow of content on TikTok, film marketers should prioritize originality, storytelling, and emotional appeal in their content. Authentic and relatable posts are more likely to go viral and sustain viewer interest.
7. Adaptive Campaign Planning: Given the unpredictable nature of TikTok trends, film marketers should adopt flexible strategies that allow for quick adaptation. This includes creating modular content that can be adjusted to align with emerging challenges or viral phenomena.
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QUESTIONNAIRES
Dear respondents,
I’m a students of Kwara State Polytechnic, Ilorin, Kwara State conducting research title " ASSESSING THE INFLUENCE OF TIKTOK ON FILM MARKETING AND AUDIENCE ENGAGEMENT". You are implored to fill the questionnaire as truthful as possible. I therefore assure that information provided will be treated with utmost confidentiality.
SECTION A
1.	Sex: (a) Male ( ) (b) Female ( )
2.	Age: (a) 16-20 (  ) (b)  21-25 ( ) (c)  26-30 ( } (d) 31-35 ( )  (e) 36 and above (  ) 
3.	Education Qualification: O’level ( ) ND ( ) NCE ( ) HND ( ) B.sc ( ) Post degree ( ) 
4.	Religion: (a) Islam ( ) (b) Christianity ( ) others ( )
5.	Marital Status: (a) Single ( ) (b) Married ( ) others ( )
SECTION B – TikTok Features and Film Marketing Strategies
Please indicate your level of agreement with the following statements.
	S/N
	Statement
	SA
	A
	D
	SD

	6
	TikTok's short-form video format suits modern film marketing needs.
	
	
	
	

	7
	TikTok’s algorithm helps films reach wider audiences effectively.
	
	
	
	

	8
	Film marketers leverage TikTok trends to promote films.
	
	
	
	

	9
	TikTok influencers are essential to successful film promotion.
	
	
	
	

	10
	Features like duets and hashtags enhance film campaign creativity.
	
	
	
	



SECTION C – Impact of TikTok Marketing on Audience Engagement and Film Success
	S/N
	Statement
	SA
	A
	D
	SD

	11
	TikTok campaigns increase audience awareness about new films.
	
	
	
	

	12
	I am more likely to watch a film I discover through TikTok.
	
	
	
	

	13
	TikTok marketing generates excitement and engagement before a film’s release.
	
	
	
	

	14
	User-generated content (like fan edits or reactions) enhances film visibility.
	
	
	
	

	15
	TikTok contributes significantly to a film’s box office or streaming success.
	
	
	
	



SECTION D – Challenges in Using TikTok for Global Film Marketing
	S/N
	Statement
	SA
	A
	D
	SD

	16
	Not all global audiences have access to TikTok due to restrictions or bans.
	
	
	
	

	17
	Language and cultural barriers limit TikTok’s global marketing effectiveness.
	
	
	
	

	18
	It is difficult to measure the actual ROI (return on investment) from TikTok ads.
	
	
	
	

	19
	There is a lack of expertise among filmmakers in using TikTok professionally.
	
	
	
	

	20
	TikTok’s trends change too rapidly for consistent film campaign planning.
	
	
	
	




