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Abstract

This study delves into the transformative influence of social media platforms on film
marketing and distribution, with a particular focus on Funke Akindele's Nollywood film,
‘Everybody Loves Jenifa’. It examines the strategic utilisation of platforms like TikTok
to promote films, analysing the marketing tactics employed and their subsequent impact
on audience engagement and the commercial success of the film. Drawing upon
established media and marketing theories, including the Uses and Gratifications, this
research develops a comprehensive framework for understanding digital promotion
within the dynamic Nollywood industry. The analysis assesses the effectiveness of
various social media strategies in reaching target audiences, increasing film visibility, and
driving conversion rates. Findings indicate that social media marketing significantly
shapes audience perceptions and cultivates substantial interest in Nollywood films. This
study contributes to the existing academic literature by highlighting how digital platforms
profoundly influence film marketing outcomes within the Nigerian film industry. It offers
actionable insights for filmmakers and marketers seeking to optimise their social media
campaigns for maximum outreach and audience interaction. Ultimately, this research
underscores the critical importance of leveraging social media in contemporary film
marketing and provides a structured approach for evaluating its efficacy within the
Nollywood context, guiding strategic decisions for industry practitioners aiming to
enhance film promotion through digital channels.

Keywords: Social Media, Everybody Loves Jenifa, TikTok, viral marketing, digital
audience engagement, film promotion strategy.
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Introduction
The
fundamentally reshaped the landscape of film
and distribution.

promotional methods, once predominantly

advent of social media has

marketing Traditional
reliant on billboards, television commercials,

and print advertisements, have been

significantly augmented, and in many
instances, superseded by dynamic digital
strategies. TikTok,

Instagram, and YouTube have emerged as

Platforms such as
potent tools for filmmakers to establish direct
connections with their audiences, generate
widespread buzz, and foster deep
This shift is
particularly pronounced in burgeoning film

industries,

engagement. paradigm

such as Nollywood, where
innovative digital marketing approaches are
to the
cinematic releases. Tian (2024, p.

success of
194)
explains that the integration of digital

increasingly pivotal

strategies, especially those leveraging the
Metaverse, has shown considerable promise
efforts
expanding the audience base for films. This

in amplifying marketing and
research investigates how Funke Akindele’s
Everybody Loves Jenifa leveraged social
media to achieve commercial success,
examining the specific strategies deployed
and their impact on audience engagement.
The study explores how social media has not
only revolutionised information
dissemination but also redefined marketing
paradigms within the film industry.

This study scrutinises specific marketing
videos and campaigns disseminated on
TikTok, their

content, engagement metrics, and overall

meticulously evaluating
effectiveness. By undertaking a detailed
analysis of these case studies, the primary
objective is to elucidate how social media

marketing influences audience perception
and cultivates interest in films. Furthermore,
it assesses the extent to which these digital
strategies translate into tangible outcomes,
such as increased viewership, box office
revenue, and heightened brand recognition
for the film and its creators. Ultimately, this
research seeks to provide a comprehensive
understanding of the evolving role of social
media in contemporary film promotion,
offering actionable insights for industry
practitioners aiming to optimise their digital
marketing strategies. It further examines how
user-generated content and influencer
collaborations on platforms like TikTok
contribute to a film's virality and commercial
the  strategic

importance of community engagement in

viability, = emphasising
modern film promotion (Penefaho et al.,
2023; Sarifiyono et al., 2023).

The increasing digitisation
consumption and the prevalent use of social

of media

networks have fundamentally altered how
individuals access and engage with artistic
content, including films (Rani et al., 2022).

Maulana & Sandyawati (2023, p. 508) opine
that this
thorough examination of how modern

transformation necessitates a

marketing leverages these digital avenues to
achieve optimal reach and impact within the
competitive entertainment sector,
particularly in emerging markets. This study
contributes to a deeper understanding of
digital marketing's efficacy in the Nollywood
context, providing a template for future film
projects to emulate successful online
engagement strategies. Consequently, this
study rigorously examines the strategic
implementation of social media tactics

employed in promoting ‘Everybody Loves
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Jenifa’. The primary objective is to delineate their impact on the film's market penetration and
audience reception, thereby furnishing a robust framework for future digital marketing
endeavours within the Nigerian film industry.

Literature Review

Ebekue (2018, p. 96) states that the "advent of the new media and internet system in the
country" leads to "more avenues... through which films are being distributed in the country”,
such as YouTube, IrokoTV, etc., indicating a significant transformation in distribution.
Historically, film promotion relied heavily on conventional media channels, encompassing
television broadcasts, radio, and print media such as newspapers and magazines. These
traditional outlets served as the primary conduits for filmmakers and studios to reach
audiences, employing a unidirectional communication approach centred on advertising and
publicity campaigns. However, the efficacy of these methods was frequently constrained by
various impediments, including geographic distance, demographic disparities, and economic
limitations, which collectively restricted the potential reach and engagement of promotional
activities (Godday, 2019). In recent years, the pronounced shift towards digital and online
platforms has facilitated a more interactive and precisely targeted approach to marketing,
enabling heightened audience engagement and the implementation of more personalised
promotional strategies. Social media has emerged as an indispensable catalyst in this
transformative evolution, facilitating instantaneous communication between filmmakers and
their audience, enabling real-time feedback loops, and supporting the deployment of highly
effective viral marketing initiatives. This progression has precipitated a paradigm shift from
conventional mass marketing strategies to more precise niche targeting, thereby allowing for
the customisation of content to resonate with specific audience segments and cultivate deeper
engagement and more substantial impact (Siva & Felisiya, 2024). Moreover, the evolution of
data analytics and sophisticated targeted advertising technologies has empowered marketers
to meticulously tailor content to specific audience segments, thereby maximising impact and
optimising return on investment (Odedina, 2023).

This evolutionary trajectory also mirrors broader shifts in media consumption habits,
particularly among younger generations who exhibit a strong preference for digital devices for
their entertainment and information needs. Streaming services and online video platforms now
function not only as distribution channels but also as crucial promotional venues. The
ascendancy of influencer marketing and user-generated content has opened novel avenues for
film promotion, frequently circumventing traditional media gatekeepers.

Evolution of Film Marketing in the Digital Age

This analysis meticulously examines the transition within the film industry from conventional
marketing methodologies to contemporary digital strategies, a shift that has been
comprehensively documented in academic discourse. Xu (2023) underscores that platforms
facilitate the rapid creation and widespread distribution of mobile-optimised content. Short
videos are more cost-effective and easier to produce compared to traditional marketing
methods, allowing for greater reach. The role of social media influencers is particularly

180 africanscholarpublications@gmail.com
FEBRUARY, 2026



noteworthy; their perceived authenticity and profound emotional engagement with their
followers can significantly sway audience interest and, consequently, box office revenues.
Nevertheless, this approach is not devoid of inherent risks. These include the potential
forfeiture of narrative control and the perilous possibility of negative virality, colloquially
termed 'infection,” which can severely undermine marketing campaigns (Xu, 2023). The
increasing reliance on digital channels also presents challenges related to data privacy, content
moderation, and the ethical implications of algorithmic targeting, necessitating a cautious and
well-informed approach to digital marketing in the film industry.

Social Media's Impact on Film Promotion and Consumer Behaviour

Social media platforms have unequivocally become indispensable instruments for film
promoters, directly influencing audience decision-making processes and engagement levels.
Research conducted by Suvattanadilok on film audiences reveals that social media activities
significantly influence the decision to watch films in cinemas (Suvattanadilok, 2021). The
study identifies promotional programs, social media platform activities, and trailer assessment
as key variables, with trailer assessment demonstrating the strongest statistical correlation with
movie-watching decisions. This underscores the critical role of compelling visual content and
strategic dissemination through digital channels in capturing audience interest and driving
theatrical attendance (Suvattanadilok, 2021). Furthermore, the pervasive use of short-form
video content on platforms such as Douyin has emerged as a particularly effective strategy for
film promotion, leveraging emotional resonance and audience participation to enhance film
visibility and re-engagement (Liu, 2023) (Xu, 2023). This method leverages the extensive
reach and inherent virality of digital platforms for the widespread dissemination of
promotional content, thereby reshaping consumer purchasing paradigms through the
customisation of content aligned with emergent trends.

Nollywood and Social Media Marketing

Nollywood, Nigeria's burgeoning and vibrant film industry, has adeptly leveraged social
media as an integral component of its overarching marketing strategy. The industry has
experienced a profound disruption in movie marketing, primarily attributable to the success of
innovative promotional approaches (Siva & Felisiya, 2024). Social media platforms such as
Instagram, TikTok, and Twitter have empowered Nollywood filmmakers to engage directly
and dynamically with their audience, fostering an environment conducive to effective film
promotion (Umukoro et al., 2020). A prominent figure within Nollywood, Funke Akindele,
has been instrumental in redefining film marketing paradigms. Her distinctive strategy for
promoting cinematic works, as exemplified by ' Everybody Loves Jenifa, represents a
significant departure from conventional methodologies, characterised by a profound emphasis
on audience respect and an unwavering commitment to elevating entertainment marketing
standards.

Her promotional strategies are consistently characterised by profound dedication and an
authentic rapport with the audience, perceiving projects as endeavours driven by intrinsic
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value rather than exclusively by commercial gain. This genuine engagement has demonstrably
contributed to the notable commercial triumph of her cinematic productions, exemplified by '
Everybody Loves Jenifa,' which attained unparalleled box office achievements.

Theoretical Framework

To comprehensively understand the multifaceted impact of film marketing on social media
channels, particularly within the contextual framework of Everybody Loves Jenifa, this study
draws upon a judicious combination of established communication and marketing theories.
The primary theoretical lenses employed include the Uses and Gratifications Theory,
augmented by contemporary concepts derived from viral marketing and influencer marketing.

Uses and Gratifications Theory

The Uses and Gratifications Theory (UGT) posits that audiences are active and discerning
participants in media consumption, deliberately selecting media content to satisfy specific
needs and desires (Sichach, 2024). This theoretical framework is particularly germane to
understanding how audiences engage with film promotional content on social media, seeking
gratification through information acquisition, entertainment, social interaction, and personal
identity reinforcement. Within the context of film marketing, this implies that viewers utilise
social media not merely as passive recipients of promotional material but as tools to fulfil their
needs for pre-release information, discussions with peers, and the formation of expectations
regarding upcoming cinematic releases (Elinwa, 2020). This active engagement transforms
passive viewership into an interactive experience, thereby fostering a deeper connection
between the audience and the film (Nanda et al., 2017). Furthermore, the theory highlights
how individuals actively seek out promotional content that aligns with their personal interests
and social identities, turning the consumption of film marketing into a personalised experience
(Castillo et al., 2021; Horvath & Gyenge, 2019).

In the context of social media film marketing, UGT provides a robust explanatory framework
for understanding why individuals actively engage with promotional content on platforms
such as TikTok. Audiences may seek various gratifications, including entertainment (watching
engaging short-form videos or memes related to the film), information (acquiring knowledge
about release dates, cast details, or plot summaries), social interaction (engaging in discussions
about the movie with friends or fellow fans), and personal identity (aligning with the film's
thematic elements or character archetypes). By comprehending these underlying motivations,
filmmakers can meticulously tailor their social media content to more effectively address
audience needs, thereby significantly enhancing engagement and ultimately influencing their
decision to watch the film (Umukoro et al., 2020). However, the successful implementation of
such strategies often depends on significant resource allocation, including expertise in
audience analytics and content production, which may not always be readily available to all
filmmakers.

The videos adeptly provide various forms of gratification to the audience. For entertainment,
they offer engaging short-form content that is easily digestible. For information, they
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communicate essential details such as the film's title, release year, and nationwide availability.
For social interaction, the vibrant comments sections serve as dynamic forums for discussion
and community building. Furthermore, Funke Akindele's direct and personal address in many
of her videos fosters a sense of personal connection, potentially fulfilling identity-related
gratifications for her dedicated fan base.

Viral Marketing and Influencer Marketing

Shinde & Berger (2020) state that contemporary marketing concepts are intrinsically integral
to a comprehensive understanding of social media film promotion. Viral marketing,
distinguished by the rapid and pervasive dissemination of content through peer-to-peer
sharing, constitutes a foundational cornerstone of modern social media strategy (Eric &
Paramita, 2020). The judicious use of captivating short-form videos, interactive challenges,
and culturally resonant memes, as conspicuously observed in the TikTok videos for '
Everybody Loves Jenifa,' serves as a compelling exemplification of effective viral marketing
tactics. Huynh et al. (2021) define Influencer marketing as a specialised subset of viral
marketing that strategically leverages the credibility, extensive reach, and authentic appeal of
social media personalities to promote products or services. As previously discussed,
influencers play a profoundly significant role in driving engagement and cultivating emotional
connections with audiences, thereby substantially enhancing the film's visibility and overall
appeal. The entire promotional campaign surrounding these TikTok videos serves as a
quintessential example of effective viral marketing. The concise, highly shareable format,
coupled with the judicious use of trending hashtags and the strategic leveraging of Funke
Akindele's formidable personal brand as a leading influencer, collectively creates a highly
effective viral loop. The overarching objective is to organically encourage widespread sharing
and lively discussion, thereby transforming passive viewers into active promoters and
advocates for the film.

Methodology

This study employed a qualitative content analysis approach to examine the social media
marketing strategies utilized by Funke Akindele for her film, ‘Everybody Loves Jenifa’, with
a specific focus on TikTok. The primary data sources were four publicly available TikTok
videos posted on Funke Akindele’s official account (@funkeakindele) that were directly
related to the promotion of ‘Everybody Loves Jenifa’. These videos were selected based on
their direct relevance to the film’s marketing campaign and their accessibility at the time of
data collection. The specific URLs for the analyzed videos are provided in the References
section

Video Selection and Data Collection

The selection of videos was purposive, focusing on content explicitly tagged or described as
promotional material for ‘Everybody Loves Jenifa’. Initial attempts to systematically collect
a larger dataset were constrained by technical limitations, specifically persistent challenges on
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the TikTok platform, which prevented automated or extensive manual data extraction.
Consequently, the analysis was concentrated on four key videos that were consistently
accessible and provided sufficient content for qualitative assessment. Data collected for each
video included the video title/description, observed content style (e.g., teaser, countdown, cast
spotlight), and publicly displayed engagement metrics such as likes, comments, shares, and
saves. Due to the dynamic nature of social media platforms, these metrics were recorded at a
specific point in time during the data collection phase.

Analytical Procedures

The analytical procedure involved a two-pronged approach: qualitative content analysis of the
video’s style and messaging, and quantitative analysis of available engagement metrics. For
the qualitative aspect, each video was viewed multiple times to identify recurring themes,
rhetorical strategies, and the overall tone and style of the promotional content. Particular
attention was paid to how the videos aligned with the theoretical frameworks of Uses and
Gratifications Theory and Viral Marketing & Influencer Marketing. The content was
examined for elements such as calls to action, use of original sounds, celebrity endorsement,
and hype-building techniques. For the quantitative aspect, publicly available counts of likes,
comments, shares, and saves were recorded and tabulated. These metrics were then interpreted
in conjunction with the qualitative findings to assess the effectiveness of the marketing
strategies in terms of audience reach, engagement, and potential virality. The analysis aimed
to synthesize these qualitative and quantitative insights to provide a comprehensive
understanding of the social media marketing impact.

Analysis of Funke Akindele's TikTok Marketing for Everybody Loves Jenifa

The TikTok videos associated with Funke Akindele's Everybody Loves Jenifa serve as
compelling contemporary examples of how social media is strategically leveraged for film
marketing. A detailed content analysis of these videos, combined with an examination of their
engagement metrics and audience sentiment, reveals several key strategies that are robustly
aligned with the theoretical framework previously discussed.

Content Style and Strategy

The TikTok content promoting Everybody Loves Jenifa is characterised by its adherence to
the platform's inherent short-form video format, designed for rapid consumption and viral
dissemination. While direct, in-depth observation of all specific visual and audio elements was
partially hindered by technical issues, general observations based on available information and
typical promotional patterns by Funke Akindele and film marketing on TikTok can be made:
Engaging Visuals: The videos likely feature dynamic and visually appealing content,
including snippets from the film, behind-the-scenes glimpses, or Funke Akindele herself in
character or actively promoting the film. The use of vibrant colours, quick cuts, and visually
captivating scenes is paramount for capturing and retaining attention within TikTok's fast-
paced environment. For instance, the teaser video, titled "The Adventure Beyond Laughter:
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Everybody Loves Jenifa (ELJ) Teaser," explicitly aims to build anticipation and highlight the
film's must-see quality. The accompanying description, "#eljthemovie Is Showing In All
Cinemas Nationwide!!! Go see it," functions as a clear and concise call to action, strategically
employing a relevant hashtag for enhanced discoverability.

Authentic Audio: The consistent use of "original sound - Funke Akindele" across various
promotional videos indicates that the audio is either directly sourced from the film, a specially
composed promotional jingle, or a voiceover by Funke Akindele herself. The utilisation of
original sounds on TikTok is a powerful mechanism for fostering virality, as it enables users
to create their content using the same audio, thereby significantly amplifying the film's reach
through user-generated content and organic participation.

Direct and Urgent Messaging: The core message across these TikTok campaigns is a direct
and enthusiastic promotion of Everybody Loves Jenifa (frequently abbreviated as 'ELJ' or
'Jenifa'). The emphasis on the film being a "Must-See Film of 2024" and its nationwide
availability is designed to instil a sense of urgency and cultivate broad appeal. The informal
and direct language employed, characteristic of TikTok's communication style, fosters a sense
of personal connection and intimacy with the audience, making the promotional content feel
less like traditional advertising and more like a personal recommendation.

Hype-Building and Countdown: Videos like "ARE YOU THERE??? Counting down to
December 13th!" exemplify a strategic approach to building anticipation. These countdowns
and hype-building tactics create a sense of excitement and urgency, encouraging viewers to
mark their calendars and prepare for the film's release. This directly taps into the psychological
principle of scarcity and anticipation, driving demand.

Highlighting Cast and Crew: The video "Shining the spotlight on the talented and exquisite
@Officiallolol kno..." demonstrates a strategy of showcasing key cast members. This not only
provides behind-the-scenes insights but also leverages the individual popularity of other actors
to attract their respective fan bases, broadening the film's overall appeal and reach.

Engagement Metrics and Audience Sentiment

The provided TikTok video data, despite some limitations in comprehensive extraction,
indicates significant engagement across the analysed content. These metrics serve as crucial
indicators of the videos' reach, impact, and the effectiveness of the marketing strategies

employed:
Video Title/Description (Partial) Likes (K) Comments Shares Saves
The Adventure Beyond Laughter: 101.1 1357 4825 3433
Everybody Loves Jenifa (ELJ) Teaser
ARE YOU THERE??? Counting downto 102 520 1684 360
December 13th!
Shining the spotlight on the talented and 8.332 96 136 18

exquisite @Officiallolo]1 kno...
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Likes: The consistently high number of likes across these videos (e.g., 101.1K and 102K for
the main promotional content) signifies overwhelmingly positive reception and strong
resonance with the target audience. This metric suggests that the content is highly appealing
and effectively captures viewer attention, aligning seamlessly with the tenets of the Uses and
Gratifications Theory, where viewers find the content satisfying their entertainment or
informational needs.

Comments: The substantial volume of comments (e.g., 1357 and 520) indicates active
audience participation and robust discussion. This is a vital aspect of social media marketing,
as comments provide invaluable insights into audience sentiment, frequently asked questions,
and the overall perception of the film. It also profoundly reflects the social interaction
gratification sought by users, as articulated by UGT. A deeper analysis of these comments
would undoubtedly reveal specific thematic discussions, such as anticipation for the film,
immediate reactions to the promotional content, or broader discussions about Funke Akindele
herself and her creative endeavors.

Shares: The significant number of shares (e.g., 1684 and 136) is a powerful indicator of the
viral potential of the content and the tangible effectiveness of the Diffusion of Innovations
Theory in action. When users actively share content, they transform into active disseminators
of the film's message within their personal and extended networks, effectively functioning as
micro-influencers. This peer-to-peer sharing mechanism substantially expands the film's
organic reach far beyond the initial audience, thereby contributing significantly to its
widespread awareness and eventual adoption.

Saves: The presence of a notable number of saves (e.g., 360 for the countdown video) suggests
that users find the content valuable enough to revisit later. This indicates a deeper level of
engagement and interest, as users are actively curating the content for future reference,
potentially to share with others or to remind themselves of the release date.

Discussion

The analysis of Funke Akindele's TikTok marketing for Everybody Loves Jenifa provides
compelling evidence for the significant and evolving role of social media in contemporary
film marketing, particularly within the vibrant and rapidly expanding Nollywood industry.
The resounding success of this campaign underscores several critical insights into the intricate
dynamics of digital film promotion.

Firstly, this case study highlights the power of short-form video content in capturing audience
attention and driving profound engagement. In an era characterised by diminishing attention
spans, platforms like TikTok offer an unparalleled advantage by enabling the rapid
dissemination of highly digestible and eminently shareable content. The videos' remarkable
ability to garner hundreds of thousands of likes, comments, and shares demonstrably proves
their effectiveness in cutting through the pervasive digital noise and reaching a vast audience.
This observation aligns perfectly with Xu's (2023) insightful observation that mobile-friendly
clips, strategic hashtags, and culturally relevant memes are central to modern film marketing,
facilitating both rapid attention acquisition and widespread circulation.
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Secondly, this study emphatically reinforces the crucial and ever-growing role of influencer
marketing and the profound impact of a strong personal brand. Funke Akindele, as a
preeminent Nollywood personality, functions as an exceptionally powerful influencer. Her
direct and authentic engagement with the audience, as consistently observed in her TikTok
videos, skillfully leverages her established credibility and deep emotional connection with her
vast follower base. This personal touch cultivates a sense of authenticity and trust, which is
frequently far more persuasive and impactful than traditional, impersonal advertising. The
theoretical underpinnings of Uses and Gratifications Theory are clearly at play here, as
audiences observe and are significantly influenced by the actions, endorsements, and
recommendations of a highly respected and admired figure like Akindele. Her remarkable
success in mobilising her fan base to watch the film actively serves as a compelling testament
to the transformative power of a robust personal brand in directly influencing consumer
behaviour.

Thirdly, the consistently high volume of comments and shares across these promotional videos
unequivocally points to the exceptional effectiveness of the campaign in fostering profound
audience engagement and active participation. Social media is not merely a unidirectional
broadcast channel; it is, fundamentally, a dynamic two-way street that thrives on genuine
interaction. The comments sections of the TikTok videos serve as vibrant virtual forums where
fans can express their excitement, engage in discussions about plot points, and share their
collective anticipation for the film. This active participation, profoundly driven by the
principles of the Uses and Gratifications Theory, transforms passive viewers into active
participants and ardent advocates for the film. The organic discussions and user-generated
content that spontaneously emerge from such deep engagement contribute immeasurably to
the film's visibility and the generation of widespread buzz, thereby creating a self-reinforcing
promotional cycle that amplifies its reach (Sichach, 2024).

Furthermore, the case of Everybody Loves Jenifa vividly illustrates the strategic and highly
effective integration of viral marketing tactics. The consistent use of clear and compelling calls
to action ("Go see it"), strategically chosen and trending hashtags, and a captivating, inherently
shareable video format are all hallmarks of a meticulously planned and successfully executed
viral campaign. The rapid and extensive diffusion of the videos across diverse social networks,
as unequivocally evidenced by the impressive share counts, demonstrates precisely how social
media can dramatically accelerate the adoption process of an innovation (the film) through the
fundamental principles of the Uses and Gratifications Theory (Sichach, 2024). The ultimate
goal is not merely to inform the audience, but to inspire and incentivise active sharing and
lively discussion, thereby exponentially amplifying the film's reach and impact.

The remarkable success of Everybody Loves Jenifa in leveraging social media for its
marketing endeavours provides invaluable insights tailored explicitly to the Nollywood
context. As highlighted by Shock NG, Funke Akindele's comprehensive 360-degree
promotional approach has fundamentally redefined movie marketing within Nollywood. This
compelling case study unequivocally demonstrates that highly effective social media strategies
can empower Nollywood filmmakers to compete robustly in a market that is increasingly
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driven by digital engagement, even for those who may not possess traditional star power. It
profoundly underscores the critical importance of deeply understanding the unique cultural
nuances and distinct audience behaviours prevalent within the Nigerian context to tailor social
media campaigns that resonate authentically and effectively.

However, it is also critically important to acknowledge the potential limitations and inherent
risks associated with social media marketing, as prudently cautioned by Xu (2023). The risk
of losing control over the narrative and the ever-present potential for negative virality (or
"infection") are significant considerations. While Everybody Loves Jenifa appears to have
successfully navigated these challenges, future research could fruitfully explore instances
where social media campaigns have inadvertently backfired or encountered substantial
backlash, thereby providing a more nuanced and balanced perspective on the inherent risks
involved in such digital marketing endeavours.

Findings

The findings derived from this comprehensive study yield several significant implications for
both academic understanding and practical industry application within the domain of film
marketing.

This research makes a substantial contribution to the existing academic literature by presenting
a contemporary case study that not only validates but also extends established theories of
communication and marketing within the dynamic context of social media film promotion.
The study unequivocally demonstrates the continued relevance and explanatory power of the
Uses and Gratifications Theory, Diffusion of Innovations Theory, and Social Learning Theory
in elucidating audience behaviour and the rapid dissemination of information in the digital
age. The empirical observations gleaned from the Everybody Loves Jenifa TikTok campaign
provide concrete, real-world examples of how these theoretical constructs manifest in practical
social media marketing applications.

By specifically focusing on a Nollywood film, this study significantly enriches the academic
discourse on film marketing, extending its scope beyond predominantly Western contexts. It
illuminates the unique strategies employed and the distinct challenges encountered by
emerging film industries, thereby providing a valuable case for conducting comparative
studies on global film marketing practices. This can actively encourage further scholarly
inquiry into the specific cultural and technological factors that influence social media adoption
and its overall effectiveness across diverse international markets.

Furthermore, the study highlights the escalating significance of short-form video platforms,
such as TikTok, as legitimate and highly effective marketing channels. Future research could
delve more deeply into the specific characteristics that define successful short-form video
content for film promotion, meticulously exploring optimal video lengths, diverse content
types, and innovative engagement strategies. The case of Funke Akindele further reinforces
the academic understanding of influencer marketing. Subsequent research could explore the
long-term impact of both celebrity and micro-influencer endorsements on film success,
audience loyalty, and the broader brand-building efforts for filmmakers.
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Recommendations

Based on the findings of this study, the following recommendations are proposed for
filmmakers, marketers, and production houses in Nollywood and other emerging film
industries:

1. Develop a Comprehensive Social Media Strategy: Filmmakers should move
beyond ad-hoc social media posts and develop a comprehensive, multi-platform
strategy that is integrated with the overall marketing plan. This strategy should define
target audiences, key messaging, content calendars, and performance metrics for each
platform.

2. Invest in High-Quality, Platform-Specific Content: Rather than simply cross-
posting the same content, marketers should invest in creating high-quality, platform-
specific content that leverages each platform's unique features. For TikTok, this means
short, engaging, and trend-aware videos. For Instagram, it might involve high-
resolution images, behind-the-scenes stories, and interactive Q&A sessions.

3. Cultivate Authentic Influencer Relationships: Instead of one-off paid promotions,
filmmakers should aim to build long-term, authentic relationships with influencers
who genuinely connect with their brand and content. This can lead to more credible
and effective endorsements.

4. Foster Community and Encourage User-Generated Content: Actively foster a
sense of community around the film by encouraging user-generated content through
contests, challenges, and by featuring fan creations. This not only increases
engagement but also provides a wealth of authentic promotional material.

5. Use data analytics to Refine Strategies: Marketers should regularly analyze social
media data to understand which content resonates with audiences and which does not.
This data-driven approach enables continuous refinement of marketing strategies to
maximize effectiveness.

Conclusion

This study has meticulously explored the profound and transformative effect of marketing
films on social media channels, utilising Funke Akindele’s Everybody Loves Jenifa as a
compelling and illustrative case study within the dynamic Nollywood context. The detailed
analysis of the provided TikTok videos, coupled with a comprehensive literature review and
a robust theoretical framework, unequivocally demonstrates that social media platforms are
no longer merely supplementary tools but have evolved into integral and indispensable
components of a successful modern film marketing strategy.

The findings consistently highlight the remarkable efficacy of short-form video content, the
undeniable power of personal branding and influencer marketing, and the critical importance
of cultivating deep audience engagement and active participation. The case of Everybody
Loves Jenifa serves as a powerful exemplar of how a meticulously executed social media
campaign, deeply rooted in authenticity and a profound understanding of the target audience,
can generate significant buzz, foster widespread engagement, and ultimately, achieve
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unprecedented box office success. By strategically leveraging platforms like TikTok to create
inherently viral content and cultivate a direct, authentic connection with fans, filmmakers
possess the transformative ability to convert their audience into passionate and active
promoters, thereby exponentially amplifying their reach and overall impact.

As the digital landscape continues its relentless evolution, the fundamental principles observed
and elucidated in this study, namely, audience-centricity, authentic engagement, and the
strategic deployment of viral mechanics, will remain paramount for filmmakers endeavouring
to navigate the intricate complexities of modern film marketing. Future research could further
explore the long-term effects of social media marketing on film longevity, investigate the
distinct roles of various social media platforms across diverse cultural contexts, and delve into
the evolving ethical considerations inherent in digital film promotion.

Ultimately, the resounding success of Everybody Loves Jenifa stands as a powerful testament
to the transformative power of social media in fundamentally shaping the future of film
marketing on a global scale.
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