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Abstract:

The dynamic film industry has witnessed significant growth
in theaters, movie screens, and new releases, making movie
trailers a crucial element in shaping viewer perceptions
and driving box office success. However, current trailer
marketing strategies face challenges, including excessive
use of spoilers, lack of originality, and a stagnant approach
to trailer formats, which risk diminishing audience interest
and engagement. To address these issues, businesses can
implement spoiler warnings, emphasize unique selling
points (USPs), and leverage audience data to create more
targeted and effective trailers. Additionally, fostering
creativity by exploring diverse formats and techniques can
help distinguish films in a crowded market. This paper
introduces the concepts of cross-cultural marketing and
audience targeting, analyzes the phenomenon of over-
marketing on social media platforms like TikTok, and
offers practical suggestions to enhance trailer marketing
strategies. By adopting these innovative approaches, the
film industry can improve the movie-going experience
while optimizing marketing efforts and sustaining its
growth in an increasingly competitive landscape.
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1. Introduction

1.1 Research Background

US. The statistics show how successful movies are in
attracting audiences. However, the cinema industry
is currently in the process of regaining its peak in
2018, when the yearly revenue reached remarkable

In 2023, a total of 3990 theaters and 33896 movie
screens were built [1]. Additionally, 590 new movies
have been released in America, revealing a growth
rate of 20.9% compared to 2022 [2]. It fostered a
business empire that generated $79.22 billion in the

levels of 113.63 billion until the COVID-19 pandem-
ic halted its growth. To sustain the fast expansion of
this sector, it is crucial to comprehend the reasons
behind the appeal of particular films, the strategies
employed by the movie industry to boost sales effi-
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ciently, and the niche techniques they utilize. An effective
tool in achieving box office success is the movie trailer,
which this paper will thoroughly examine. After acquiring
knowledge of these elements, people may get huge ad-
vantages. For studios, such knowledge enables the estab-
lishment of suitable marketing strategies to attract bigger
audiences at a reduced investment. For small to medi-
um-sized studios with restricted marketing expenditures,
this is especially vital. It would be a pity for high-quality
films to remain inaccessible to broader audiences. Gaining
knowledge about this subject helps spread various cultures
within society, as movies serve as a platform for world-
wide cultural influences. Furthermore, by this research,
individuals can be aware of significant social issues by
viewing films that depict environmental difficulties, social
inequality, and historical events. In summary, this paper
will focus on studying a vital instrument for movie adver-
tising, the movie trailers, to know about how they attract
the audience and utilize marketing strategies.

1.2 Literature Review

Boksen & Smidts proposed that human brains can re-
spond to film trailers by measuring electroencephalog-
raphy (EEG) and use it to measure one’s preference for
the movie [3]. Therefore, it can also be used to study the
effectiveness of movie trailers. In their paper, they utilize
EEG data to predict box office numbers and come to the
conclusion that brain information from EEG can be used
to predict a film’s financial performance. They asked vol-
unteers to watch some of the trailers and rank them. Based
on volunteers’ feedback, Johnston and Vollans found a
direct relationship between neural responses and movie
preference. Ultimately, people were able to measure au-
dience engagement and optimize marketing strategies. In
conclusion, their EEG analysis offers a method that pro-
vides more scientific insight into the emotional and cogni-
tive involvement of viewers with trailers, enabling people
to investigate the specific aspects of a trailer that strongly
resonate with audiences.

Boksem & Smidt concentrated on the brain activity of
viewers to forecast box office, and Johnston & Vollans
suggested that viewers’ emotions also matter and can im-
pact how effective trailers are [4]. Because most people
will watch trailers to know about the movie, trailers will
greatly impact people’s first impressions. Warm and hap-
py content will arouse positive feelings. Human feelings
are related to their own experiences and memories, which
means it is possible to arouse their empathy through these
kinds of trailers. In summary, the trailers aren’t just used
to inform the audience but also serve as a place to express
people’s emotions. In addition, Johnston & Vollans dis-

cussed the impact of audiences’ disappointment on the
trailers. They found that adding new content that will not
appear in movies into trailers will certainly make the trail-
ers more attractive to the audience and raise their expec-
tation. However, because the content doesn’t show up in
the movie, people will feel a sense of contrast , leading to
strong disappointment. This will have a negative effect on
movie sales, and it is inevitable.

Similar to Johnston & Vollans’ ideas, Karray and Deberni-
tz discussed that trailers conveying appealing plots would
lead to greater abnormal returns in the future [5]. But they
also discovered the influence of trailers on the company’s
income. On one hand, trailers can also be used as a source
of information and attract investors. Investors can eval-
uate the risk and profit of investing through trailers. In
this way, the companies can sustain financial health and
guarantee the quality of the movie once they are invested.
On the other hand, companies can create brand awareness
through trailers, gaining long-term advantages and rising
stock prices.

Gutzeit & Tiberius mainly introduced the role of social
media in film marketing. By posting trailers or advertis-
ing on social media platforms, companies can receive
real-time feedback quickly and make adjustments. Also,
when people write comments, it is easy to start a discus-
sion on whether the movie or the trailer. This promotes the
effects of Word of Mouth (WOM), and when other people
see the reviews and discussions, they may become inter-
ested and thus become aware of this movie.

Most research is dedicated to viewers’ emotions, neural
responses, and commercial purposes. However, people
seldom investigate the long-term negative effects of the
over-promotion of movie trailers on social media. Also,
seldom do people investigate the benefit of cross-culture
marketing and audience targeting.

For this paper, the author will introduce cross-culture
marketing and audience targeting, and then, the author
will reveal the phenomenon of over-marketing of movies
on social media, such as TikTok. After that, this paper will
give some suggestions according to the problems that may
enhance the marketing strategies.

2. Case Description

Social media has developed so rapidly that it has become
part of people’s life. According to the graph, there are
about 5.17 billion social media users worldwide [6]. It
has become an important medium for both entertainment
and receiving up-to-date information. The case is more
obvious in China; more than 1.05 billion people use social
media, and movie trailers are very common and popular
on social media [7]. Based on a survey, in October 2023,



content related to movie trailers on TikTok reached a total
of 26.827 billion views, marking a year-on-year increase
of 213.78% [8]. Over 410,000 videos were posted, with
more than 361 million likes. The movie trailers catered to
the taste of most people and used trending events cleverly
to gain attention. Moreover, companies worked with ce-
lebrities to promote the sales. Social media also provides
people with opportunities to interact with the movie com-
pany. For example, people can send messages privately
or share content with their friends. The information about
the movie could be spread wider, including movie re-
lease time, character information, and some plot. It was a
great success for movie companies as they could convey
messages so conveniently. However, it also caused some
problems. In order to increase box office performance,
some companies created a massive quantity of trailers.
For example, the famous movie No More Bets created 55
trailers on TikTok containing the main characters, main
plot, movie scenes, and the ending of the movie.

3. Analysis on Problems

3.1 Influence Factor

3.1.1 Cross-culture marketing

Mooij, Marieke, and Hofstede have conducted research
on cultural differences in consumer preferences [9]. They
also suggested companies take a nuanced approach in
order to have successful marketing. By understanding the
cultural differences between different regions, companies
may make different types of marketing strategies to fit the
various cultures. Sobrepere’s study, for example, shows
the different versions of Netflix accounts [10]. US ac-
counts provide more informative data, while Spanish ac-
counts share humorous content. This adaptability enhanc-
es the audience’s engagement and increases the possibility
of finding a client. By applying cross-culture marketing to
trailers, it may help open up a foreign market.

3.1.2 Audience targeting

Audience targeting enables studios to focus on a specific
group of consumers who are most likely to purchase a
film ticket. It includes the process of identifying the audi-
ence. For example, a superhero movie will mostly attract
teenage boys. According to Shellhammer, There are two
factors for audience targeting: Psychographics(study of
consumer’s lifestyles, interests, and values) and demo-
graphics(study of age, gender, and income) [11]. Psycho-
graphics are essential, and trailers should be suggested to
add more content that satisfies emotional needs and im-
proves the audience’s engagement. With the help of social
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media and based on your demographic viewing habits, the
platforms can recommend movies that cater to audiences’
tastes. Studios should make different trailers that satisfy
people of different ages.

3.2 Problems Identified Analysis:

3.2.1 Too much spoiler-filled trailers

Some movie trailers add the most exciting part or even the
deleted scenes into the trailer. This hype advertising will
make the movie less mysterious and lower the audience’s
expectations. It may have a short-term effect on the box
office, but eventually, it will hurt the company’s credit.
Besides, the large number of trailers will not only disgust
the audience but also cause the Psychological Reactance
Theory to happen. Brehm claims that one tends to do
things opposite to what is being advocated or forced to do
[12].

3.2.2 Similar trailers

Many companies paid social media in order to have more
people see trailers. They use similar ways of advertising.
This lacks the precise targeting of potential audiences and
is not creative. There will be less competition, as people
cannot find a reason to choose between movies. Moreover,
the movies may be more and more alike and lose their
distinctive qualities. It may be hard for a brand to set up a
unique identity.

3.2.3 Lack of innovation in trailers

Most trailers on social media show scenes in the movie
that rely too heavily on conventional structures. This may
cause monotonous or even stagnation in trailers.

3.3 Reasons for Problems

First, the company may want to maximize attention and
appeal to a wider range of audiences. Second, some com-
panies face budget crises; they are forced to deal with the
pressure of ensuring box office success. Thus, they must
persuade more people to watch their movies. Third, with
so many trailers, companies can easily stand out from the
crowded market and make the brand more eye-catching.
Finally, by selecting successful trailers and putting them
into research, companies can gain valuable experience in
trailer making.

By copying similar background music, editing methods,
and illustrative sequences, companies can generate lots of
trailers in a very short amount of time. With that quantity,
there will always be a trailer that becomes viral. Second,
it is a low cost to reuse those successful templates. Third,
Alamgir’s study found that people prefer social media
that offer immediate gratification with minimal cognitive
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demands [13]. Because of this, making similar trailers re-
duces viewers’ time spent contemplating, and people may
prefer these kinds of trailers.

On the one hand, small studios don’t have the ability to
take risks by posting innovative trailers, but they get low
returns. They would rather use a safer and conventional
trailer.

4. Suggestions

In recent years, movie trailers have evolved into an es-
sential marketing tool for the film industry, capturing au-
dience attention and building anticipation before a film’s
release. However, they can also present issues, such as re-
vealing too much plot information, which can dampen the
overall movie experience for viewers. To create a more
engaging and effective trailer strategy, a combination of
creative, regulatory, and technological solutions can be
implemented. Below are suggestions on how companies,
governments, and social media managers can improve
trailer production and marketing while enhancing the
viewer experience.

4.1 Implementing Warning Signs and Reducing
Spoilers in Trailers

One of the most common complaints about modern movie
trailers is their tendency to contain spoilers or reveal ma-
jor plot points. To address this, companies should consider
including a warning sign at the beginning of each trailer,
informing viewers that it may contain spoilers. This would
give the audience the option to avoid spoiler information
and preserve the movie’s surprises.

In addition, movie companies should aim to reduce the
number of trailers they release for a particular film. Many
films release multiple trailers and teasers, which some-
times collectively reveal key elements of the plot. By
cutting back on the volume of promotional material, film-
makers can create a sense of mystery around their proj-
ect. Furthermore, instead of crafting trailers that simply
provide a synopsis of the film, companies should focus on
making trailers that evoke emotion and curiosity, drawing
the audience in without giving away too much.

To ensure high-quality production, studios can hire expe-
rienced professionals in the film industry, such as directors
or screenwriters, to assist in creating trailers that are both
compelling and artistic. These experts can help balance
the need for excitement and mystery while avoiding over-
exposure. Moreover, studios should pay close attention to
audience feedback on social media and other platforms,
making timely adjustments to future trailers based on
viewer preferences and criticisms.

4.2 Creating Targeted and Unique Trailers

To further optimize their marketing efforts, companies
should focus on emphasizing their unique selling points
and distinct features in trailers, helping to differentiate
their films from others in a crowded market. By identify-
ing the film’s most compelling aspects, whether it’s a par-
ticular actor, storyline, or genre, companies can highlight
what makes the movie stand out and pique viewer interest.
In addition to emphasizing uniqueness, big data and social
media analytics can play a significant role in refining trail-
er strategies. Companies can use data to measure audience
demographics and psychological preferences, allowing
them to create highly targeted campaigns. For instance,
trailers can be tailored to appeal to different age groups,
regions, or even individual interests. Through precise tar-
geting, companies can ensure that the right people see the
trailer, maximizing the film’s potential reach and impact.
To enhance these efforts, social media managers should
establish guidelines on the number of trailers a single
movie can release to avoid overexposure. Hiring teams to
monitor trailer releases and ensure quality control is also
crucial. Moreover, movie associations can implement reg-
ulations prohibiting the inclusion of fake or deleted scenes
in trailers, which can mislead audiences and cause disap-
pointment.

4.3 Supporting Creativity and Diversity in
Trailer Content

Governments can play a role in fostering creativity within
the film industry by providing financial support to smaller
studios and encouraging them to experiment with innova-
tive trailer formats. By funding indie studios, governments
can help produce a more diverse array of creative content,
offering audiences a broader selection of films and pro-
moting cultural expression.

Moreover, the structure of movie trailers should evolve to
be more than just a brief outline of the film’s plot. Incor-
porating interviews with the cast and crew, behind-the-
scenes footage, bloopers, or parodies can add layers of
originality and charm to trailers. For example, including
humorous bloopers or quirky Easter eggs can give audi-
ences an insider’s perspective on the filmmaking process,
making the trailer feel more engaging and personal.

By expanding the format of trailers beyond simply pro-
moting the movie, studios can foster a deeper connection
with potential viewers. Creative elements can generate
buzz on social media, encouraging audience interaction
and word-of-mouth marketing. Importantly, trailers that
are designed to entertain and surprise viewers are likely to
be more memorable, translating into increased interest and
higher ticket sales.



Improving the effectiveness and creativity of movie trail-
ers requires a multi-faceted approach involving studios,
social media managers, and even government interven-
tion. First, including spoiler warnings and reducing the
number of trailers can protect the audience’s experience
while ensuring that promotional material remains fresh
and engaging. Additionally, studios should focus on high-
lighting their unique features and use big data to deliver
targeted trailers to specific demographics. Finally, govern-
ments can provide support to small studios and encourage
them to experiment with creative formats, incorporating
a variety of entertaining elements into trailers. Through
these combined efforts, the film industry can produce
trailers that resonate with audiences, enhance viewer en-
gagement, and ultimately boost box office success.

5. Conclusion

In summary, the ever-changing and dynamic film industry
emphasizes how important movie trailers are to influenc-
ing viewer perceptions and achieving box office success.
The industry is still a major player in the entertainment
sector, as seen by the rise in theaters, movie screens, and
new releases in recent years. However, in order to main-
tain and accelerate this growth, the problems and obsta-
cles related to movie trailer promotion must be resolved.
A review of trailer marketing strategies in use today high-
lights a number of important problems. When spoilers
are used excessively, the overall movie experience may
suffer, and audience interest may be reduced. Similar trail-
ers devoid of originality and inventiveness can dilute the
distinctions between different films, which lessens their
capacity to stand out and contributes to viewer fatigue.
Moreover, the absence of creativity in trailer forms indi-
cates a stagnation that may make it more difficult for stu-
dios to hold viewers’ attention successfully.

The use of strategic approaches aimed at improving au-
dience engagement and trailer efficacy is necessary to
address these issues. Businesses can lessen the negative
effects of excessively detailed trailers by putting in place
explicit cautions about spoilers. A more focused and
powerful trailer may be made by highlighting USPs and
utilizing audience information from demographics and
psychographics. Additionally, encouraging inventiveness
in the trailer-making process by utilizing a variety of for-
mats and techniques would aid in setting movies apart in a
competitive market.

In the end, the film industry may enhance its capacity to
draw in and hold the attention of viewers by tackling these
problems and implementing more innovative and strategic
ways of trailer marketing. This improves audiences’ entire
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movie-going experience while also benefiting studios by
optimizing their marketing expenditures. Sustaining the
expansion of the film business and navigating the intrica-
cies of movie trailer marketing will require constant re-
search and adaptation as the industry continues to change.
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