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Abstract  

There Has Been A Paradigm Shift In The Manner In Which Movies Are Marketed These Days. Rather Than Direct 

Advertising, Movie Producers All Over The World Started Harnessing The Potential Of Word-Of-Mouth (Wom) 

And Word-Of-Mouth-Marketing (Womm). Studies Reveal That Wom Creates Numerous Effects Over The 

Recipients. One Among Them Is Information Effect. In This Article An Effort Is Made To Theoretically Establish 

The Relationship Between The Antecedents Of Information Effect Of Wom In Motion Picture Industry (Movie 

Genre, Star Value, Production Budget, Screen Count, Crew Reputation And Poster) And Their Impact On The 

Potential Movie-Goers (Awareness, Attitude Change And Purchase Intention) Based On The Findings Of The 

Previous Studies In This Domain. Moreover, A Hypothesized Model Portraying The Relationship Between The 

Antecedents Of Information Effect Of Wom And Box Office Revenue Is Added To The Existing Literature.  

 

Key Words: - Box Office Revenue, Information Effect, Motion Picture, Motion Picture Industry, Word –Of- 

Mouth, Word-Of Mouth-Marketing 

 

 Introduction 

Word-Of-Mouth (Wom) Is The Oldest And The Most Commonly Used Channel Of Information Exchange 

Between People (Ismagilova Et Al., 2017). In A Layman Point Of View, Wom Refers To Any Form Of Oral 

Interpersonal Communication (Nyilasy, 2005) And In Marketing Scenario, Wom Is Described As An Interpersonal 

Communication Concerning The Commercial Entities Regarding A Brand, A Product Or A Service (Westbrook, 

1987). It Is An Unpaid Informal Conversation Among The Likeminded People About A Particular Product Or A 

Service. Uniqueness And Relevance Of Wom Lies In The Fact That Wom Is Accepted To Be The Most Credible 

And The Trustworthy Source Of Information By The Recipients (Cheung & Thadani, 2012) And Also Its Ability To 

Readily Disseminate Through Social Groups And Networking Sites (Banerjee, 1992). Wom Plays A Vital Role In 

Developing And Introducing New Products Or Services As Awareness Needs To Be Created Among The Potential 

Customers And They Should Be Provided With The Necessary Information For Taking A Favorable Purchase 

Decision (Mahajan, Muller &  Kerin, 1984). 

Thousands Of New Films Are Released Annually Around The Globe And Therefore, The Motion Picture 

Industry (Mpi) Is Worthwhile In Evaluating The Role Of Wom   In The Promotion Of Theatrical Motion Pictures. 

Experts In The Field Of Mpi Are Of The Opinion That Wom Is So Crucial In Deciding A Movie’s Success As It 

Determines The Staying Power Of The Movie In Theatre (Elberse & Eliashberg, 2003). Liu (2006)  And Zhang 

(2016) Are Of The Opinion That Movie Industry Deals With An Experience Product And Its Promotion Greatly 

Depends On Words Of Others.  

There Is Every Possibility To Believe That Wom Occurs Among Movie-Goers. First, Movie Receives 

Great Interest And Public Attention Which Results In Active Interpersonal Communication About The Movie (Liu, 
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2006). Second, Being An Experience Product The Quality Of A Movie Cannot Be Decided By The Movie-Goers 

Before Watching A Movie And So They Engage In Wom. Third, People Have A Tendency To Talk More About A 

Popular Subject Like Cinema Than Less Popular Subject Owing To Its Greater Social Acceptance (Brown & 

Reingen, 1987). Fourth, Like Or Dislike Of A Movie Depends On The Personal Interest And Taste Of The Movie 

Viewers And Hence They Become Part Of Wom. Fifth, Memory Of Conversation About An Interested Topic Like 

Movie Will Last Longer And Hence There Is More Chance That People Will Talk About It (Brown & Reingen, 

1987). Finally, When There Are Multiple Opportunities (Simultaneous Releases), The Alternatives Become 

Difficult To Evaluate And It Calls For Wom References For Gathering Further Information Before Finally Deciding 

Whether To Watch A Particular Movie Or Not (Bristor, 1990). 

Previous Studies Reveal That In Mpi, Wom Generates Numerous Effects Over The Recipients Like 

Information (Informative) Effect (Liu, 2006), Suspense (Surprise) Effect (Hutter & Hoffman, 2011), Diffusion 

Effect (Hutter & Hoffman, 2011), Snowballing Effect (Mohr, 2007), Multiplier (Ripple) Effect (Kim Et Al., 2014), 

Carry Over Effect (Trusov Et Al., 2009) And Economic Effect (Hutter & Hoffman, 2011). This Study Takes Into 

Account The Information Effect Of Wom And Its Antecedent In Motion Picture Industry Namely, Movie Genre, 

Star Value, Production Budget, Screen Count, Crew Reputation And Posters And Conceptually Tries To Create A 

Model That Shows The Interrelationship Between The Information Effect Of Wom And Its Antecedents In Mpi And 

How These Lead To The Promotion Of Cinema. This Study Thus Aims To Fill The Conceptual Gap That Exists In 

The Available Literature Regarding The Role Of Information Effect Of Wom In The Movie Promotion. This Study 

Puts Forward The Following Research Objectives.  

 Research Objectives 

Ro1: To Identify The Antecedents Of Information Effect Of Wom In Mpi 

Ro2: To Know The Consequent Of Information Effect Of Wom In Mpi 

Ro3: To Develop A Conceptual Model Showing The Relationship Between The Antecedents And The Consequents 

Of Information Effect Of Wom And Its Role In Increased Cinema Viewership   

Remainder Part Of This Conceptual Paper Is Arranged As Follows. A Thorough Review Of The Existing 

Literature Has Been Carried Out To Identify The Popular And The Possible Antecedents And Consequents Of The 

Information Effect Of Wom In Mpi. The Role Of These Antecedents In The Generation Of Wom In Movie Industry 

And Thereby The Promotion Of Motion Picture Is Established By Joining Together All The Strings Of Research 

Conducted So Far In This Field. Also An Effort Has Been Made To Theoretically Propose And Establish A 

Conceptual Model Portraying The Relationship Between The Antecedents Of Information Effect Of Wom And 

Movie Sales. This Paper Concludes By Stating The Practical Implication Of The Study. 

 

Review Of Literature And Model Building 

Theatrical Motion Picture Or Cinema Is The Most Common Form Of Family Entertainment When 

Compared To The Other Forms Of Family Entertainments Such As Visiting An Amusement Park, Watching A 

Cricket Tournament Or Football Match In A Stadium…Etc Owing To Its Greater Affordability And Easy Reach 

(Gunter, 2018). High Production And Marketing Cost Coupled With A Very Short Life Span Of Movie In Theatre 

Makes Mpi A Risky Industry (Packard Et Al., 2016).  Previous Studies Reveal That Globally About 60 To 70 Per 

Cent Of Movies Released Annually Yields A Return Less Than The Total Cost Incurred (Vogel, 2014). One Of The 

Main Reasons For The Failure Of Movies In Theatre Is The Lack Of Proper And Effective Promotional Activity Or 

Huge Proportion Of Marketing Cost In The Total Cost Structure Of The Movies (Vogel, 2014). According To Pham 

And Watson (1993) Movie Marketing Is Any Activity Directed Towards Making The Movie Particulars Available 

To The Target Audience At Any Time During Its Life Time. Promotional Measures Adopted, I.E., Forms Of 

Marketing By The Movie Producers Should Be Capable Enough To Attract Target Audience Attention And Drive 

Them To Movie Houses (Moore, 2015) And Also At The Time Affordable To The Movie Producers. Wom Reduces 

The Promotional Expenditure As It Is The No Cost Or Low Cost Medium Of Information Exchange. Moreover, As 

Wom Originates (In Most Cases) From A Non Commercial Source, Its Acceptance Is Much More Than Other Paid 

Forms Of Promotion. Many Research Works Substantiate The Claim That Movie Success To A Great Extent 

Depends On Words Of Others Whether It Is Wom Or E-Wom (Liu, 2006). According To Moore (2015), The 

Promotional Measures Adopted In Mpi Should Lead To Audience Participation In Conversation Known As Wom. 

Wom Occurs In Mpi Even Before Movies Are Released In Theatres And Last During The Entire Run (Liu, 

2006).Such Conversations, According To Him, Will Create Awareness And Thereby Eagerness In The Minds Of 

The Participants And Listeners Which Will Ultimately Leads To Increased Theatre Admissions. 

Information Effect Of Wom 

Potential Customers Have A Tendency To Collect All The Relevant Information Before Making A 

Purchase Decision So As To Avoid The Chance To Regret In Future. They Collect The Required Information From 
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Various Sources. The Sources Can Be Broadly Classified Into Business-Initiated And Customer- Initiated (Buttle, 

1998; Steffes & Burgee, 2009). Reviews From The Available Literature Clearly Indicate That Consumers Have A 

Strong Affinity Towards Various Customer- Initiated Sources Over Business-Initiated Platforms. This Is Because 

They Believe That The Best Alternative To Get Relevant And Accurate Information Free From The Undue 

Influence Of Companies Is To Engage In Conversation With Others (Jalilvand Et Al., 2011). According To 

Varadarajan And Yadav (2002), Interaction With Others Results In The Acquisition Of Required Information 

Relating To A Product. Thus, Before Making A Purchase Decision People Seeks Other’s Opinion Or Suggestion. As 

The Inter Personnel Conversation Regarding A Product Increases, Greater Will Be The Chance That More People 

Will Be Informed About Such Products (Godes & Mayzlin, 2004). Moldovan Et Al. (2006) Are Of The View That 

Innovative Products (In This Case New Products) Stimulate The Emergence Of ‘Awareness Wom’. According To 

Liu (2006), ‘Information Effect’ Of Wom In Movie Industry Refers To The Extent Of Understanding Regarding The 

‘Whereabouts’ Of The Movie Under Discussion. According To Him Larger The Volume Of Wom, Higher Is The 

Information Effect Generated. Liu (2006) And Zajonc (1968) Are Of The Opinion That Audience Exhibit A Greater 

Liking To Products They Are Aware Or Familiar. Thus, In This Study Information Effect Is Defined As 

 “Increased Liking Or Preference For A Product Or Service Developed As A Result Of Better Awareness About The 

Whereabouts Of The Products Or Services Is Termed As Information Effect” 

It Is Also Known As ‘Informative Effect’ (Liu, 2006) Or Exposure Effect (Zajonc, 1968).  Thus ‘Information Effect’ 

Leads To Better Awareness About The Whereabouts Of The Matter Discussed. Lee And Pee (2013) Are Of The 

Opinion That Exposure To Products Basic Information Creates Expectation Among The Recipient And Such 

Expectation Has A Significant Role In Deciding The Intensity Of Information Effect. In Mpi, There Are Numerous 

Pre-Release Actions Leading To The Generation Of ‘Information Effect’ Of Wom.  Table 1 Shows The Popular Pre-

Release Actions Leading To The Generation Of Information Effect Of Wom In Mpi.  

 

Table 1: Pre-Release Action Leading To The Generation Of Wom In Mpi 

Source Genre Star 

Value 

Production 

Budget 

Screen 

Count 

Crew 

Reputation 

Poster 

Henning-Thurau Et Al., 2001 ✓ ✓ ✓ _ ✓ _ 

Desai And  Basuroy 2005 ✓ ✓ _ _ _ _ 

Liu 2006 ✓ ✓ ✓ ✓ _ _ 

Mohr 2007 ✓ ✓ _ _ ✓ _ 

Karniouchina, 2011 _ ✓ ✓ ✓ _ _ 

Mohammadian And Habibi 2012 ✓ ✓ ✓ _ ✓ ✓ 

Lee Et Al., 2016 ✓ _ ✓ ✓ _ _ 

Rawal And Saavendra,2017 _ ✓ ✓ ✓ _ _ 

Source: The Authors 

 Antecedents Of Information Effect Of Wom In Mpi 

In Any Industry, The Initial Exposure To A New Product Is The Direct Contribution Of Various       Seller-

Initiated Efforts (Narayanan Et Al., 2005). Thus, It Is Not Possible To Think Of A Promotion Strategy Excluding 

Business-Initiated Promotion Strategies. However, The Acceptance Of Business-Initiated Promotion Strategies Is 

Decreasing Day By Day And Gradually Giving Way To People’s Opinion. People’s Opinion Or Wom Has Got A 

Greater Acceptance Among The General Public As They Believe That Wom Gives A Real Representation Of The 

Product Unlike Exaggerated Picture Depicted By Commercial Sources. Moreover, The Business Houses Feel That 

Their Promotion Expenses Can Be Reduced Considerably If They Resort To Womm Along With Paid Promotional 

Techniques.    

Mpi Employs Certain Pre-Release Action Or Decision With A Purpose To Trigger Inter-Personnel 

Conversation Among Movie Audiences. These Pre-Release Actions Include Movie Genre, Star Value, Screen 

Count, Product Budget, Crew Reputation, Posters, Trailers, Critic Reviews…Etc. In This Study These             Pre-

Release Actions Are Termed As Antecedents As These Action Or Decision Leads To The Generation Of       Inter-

Personnel Communication Among Movie-Goers. Previous Literature Reveals That Pre-Release Action Such As 

Movie Genre, Star Value, Screen Count, Product Budget, Crew Reputation, And Posters And The Resulting Wom 

Leads To Movie Promotion By Informing The Potential Cinema-Goers With The Whereabouts Of The New Movie. 

The Rationale Behind The Exclusion Of Other Pre And Post Release Actions Leading To The Generation Of Wom 

https://scholar.google.com/citations?user=5IobZKsAAAAJ&hl=en&oi=sra
https://scholar.google.com/citations?user=Ftj0utEAAAAJ&hl=en&oi=sra
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In Mpi (Trailers, Critic Reviews, Ratings, Customer Reviews Tv Shows, Online Discussion…Etc) Is That These 

Action Leads To The Generation Of Other Effects Such As Suspense, Diffusion…Etc And Not The Information 

Effect.  

 Movie Genre And Wom 

Movie Genre Is The Classification Of The Movie On The Basis Of The Story Type Such As Action, 

Comedy, Adventure, Horror, Romantic, Thriller, Drama…Etc. Some People Have A Strong Liking Or Preference 

Towards A Particular Genre. Movie Genre Is An Important Factor That Influences The Cinema Viewership 

(Neelamegham & Chintagunta, 1999). According To Desai And Basuroy (2005), Audience Stores Certain 

Impressions About Different Movie Genre In Their Memory Based On Their Previous Experiences. Thus, Movie-

Goers Can Be Segmented Into Different Groups Based On Their Taste About Movie Genre. So Movie Genre Is 

Taken As A Construct To Be Incorporated In The Proposed Model As A Potential Antecedent Of Wom In The Mpi.  

Prang And Casavant (1994) In Their Study State That Information About A Newly Released Or Going To 

Be Released Movie Will Help The Movie-Goers To Conclude Whether The Film Suits Their Interest Or Not. So 

There Is Every Possibility To Conclude That Cinema Viewers Naturally Engage In Interpersonal Communication 

Before Watching A Movie So As To Know Whether The Theme Of The Film Is In Line With Their Taste And 

Preferences. Once They Came To Know That A Particular Cinema Is Of A Specific Genre, It Will Automatically 

Create Certain Impression About The Entertainment Experience That The Cinema Viewers Will Be Receiving After 

Watching The Movie Based On Their Previous Experience (Musun, 1969). Liu (2006) Is Of The Opinion That 

Movie Genre Thus Acts As A Potential Antecedent Of Information Effect Of Wom In The Mpi. Thus, Movie Genre 

Of A New Movie Acts As A Potential Antecedent Leading To The Generation Of Wom. Hence, The Following 

Hypothesis Is Proposed For Empirical Verification. 

H1: Wom Mediates Movie Genre And Information Effect 

Star Value And Wom 

Star Value Refers To The Intrinsic Value Attributed To An Actor Or Actress Based On His/Her Previous 

Experience Of Attracting The Audiences To The Movies In Which They Have Acted (Lampel & Shamsie, 2003). A 

Superstar Is Any Person Who Through His Creative Talent Is Capable Enough To Contribute Significantly To The 

Movie Sales Irrespective Of The Script, The Co-Actors, The Producer And The Director ( Sharda And Delen, 2006). 

Successful Theatrical Opening Is The Guarantee Of The Superstars (Bing, 2002). According To Albert (1998), 20 

Per Cent Of The Box Office Revenue Is The Direct Contribution Of The Star. Basuroy Et Al. (2003) Says That The 

Best Way To Hedge The Risk Involved In The Promotion And Release Of A High Risky Product Like Motion 

Picture Is To Employ Superstars In That Movie. Some Audiences Are Addicted To The Movie Of Certain Stars 

(Prang & Casavant, 1994). Hence Star Value Is Taken As An Important Construct To Be Included In The Study. 

A Major Concern Of The Cinema Viewers Is Regarding The Question Of Who Are The Major Players Of 

The Movie Planning To Watch And Thus It Becomes A Topic Of Conversation Among The Cinema Viewers (Liu, 

2006). There Is A General Belief Among Movie Lovers That Stars Will Commit Only To Those Projects Which Are 

Career-Wise Promising And Economically Rewarding (Ravid, 1999). Alternatively Producers Prefer Actors And 

Actresses With High Reputation In Their Cast As They Generate High Media Attention And Thereby Increased 

Publicity Of The Movie Through Wom (Karniouchina, 2011; Wei, 2006). According To Rawal And Saavendra 

(2017), Conversation About The Major Stars In The Movie Acts As A Potential Antecedent Of Wom And It 

Mediates The Relationship Between Star Value And Information Effect Of Wom. Information About The Presence 

Of Their Idol (Superstar) In The Main Cast Of A Newly Released Movie Or Going To Be Released Movie Act As 

Catalyst Among The Movie- Goers In The Generation Of Conversations About The Movie In Their Social Circles. 

Such Conversation Creates A Buzz About The Movie Which Leads To The Further Spread Of The News About The 

Movie Among The Potential Movie-Goers And Thereby More And More People Getting Informed About The 

Movie. Hence We State The Following Hypothesis For Empirical Verification 

H2: Wom Mediates Star Value And Information Effect 

Screen Count And Wom 

Screen Count Refers To The Number Of Screens Through Which Movies Are Exhibited On The Releasing 

Day. This Opening Strength, I.E. The Screen Count, Is A Common Topic Of Conversation Among Cinema-Goers 

And It Determines The Distribution Intensity And Thereby Audience’s Accessibility To Movies (Liu, 2006). . Einav 

(2007) Is Of The Opinion That Opening Screen Count Is An Important Factor That Decides The Movie Success As 

40 Percent Of The Total Box-Office Revenue Is Collected In The Initial Week In Which The Movie Is Released. In 

This Study Screen Count Is Taken As An Antecedent Of Wom In Mpi. 

Screen Count Contributes To Movie Promotion In Two Ways.  First, There Is A General Belief Among 

The Cinema-Goers That Movies With High Screen Count Are Considered To Be A Movie Of High Quality. Second, 

As The Number Of Screens Through Which A Particular Cinema Is Released Is Large, Greater Is The Chance That 

https://scholar.google.co.in/citations?user=7GZTM98AAAAJ&hl=en&oi=sra
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It Will Be Watched By More People. This Increases The Publicity Of The Movie And Triggers More People 

Talking About The Movie (Karniouchina, 2011). As A Result It Will Lead To Increased Likelihood Of More People 

Becoming Aware About The Movie (Suominen, 2011). Studies Reveal That There Is A Positive Relationship 

Between The Screen Count On The Releasing Day And Box Office Success As Wide Opening Results In Greater 

Accessibility To Movies (Elberse & Eliashberg, 2003; Karniouchina, 2011) Empirical Studies In This Area Show 

That Screen Count Acts As A Pre-Release Action Leading To The Generation Of Wom About The Movie Which, In 

Turn, Results In Higher Box Office Revenue (Rawal And Saavendra 2017). Therefore The Following Hypothesis Is 

Proposed For Verification. 

H3: Wom Mediates Screen Count And Information Effect 

Production Budget And Wom 

Production Budget Is The Aggregate Amount In Monetary Terms That The Producer Of A Movie Spends 

For The Total Crew And For The Allied Activities Till The Movie Reaches The Theatre. According To Vogel 

(2014), Around 50 Per Cent Of The Production Budget Is Attributed For The Promotional Activities. Big Budgets 

Add Value To The Movie Through The Publicity And The Buzz It Generates (Gunter, 2018). Discussions About 

The Movie Budget Lead To The Spread Of Information About The Movie To Multitude Of People. Consequently, 

The Construct Of Production Budget Is Included In The Proposed Model As An Antecedent Of Wom In The Mpi. 

Production Budget Of Movies Is The Subject Matter Of Discussion Among Cinema-Goers. This Is 

Because, The Production Budget Is Considered To Be An Indication Of Movie Quality (Prang & Casavant, 1994). 

There Is An Implied Belief Among The Cinema Viewers That The Big Budget Movie Selects The Best Director, 

Chooses The Best Scriptwriter, Employees The Most Talented, Popular And Well Accepted Stars, Carries Out 

Shooting In The Most Suited Locations And Expensive Sets…Etc (Gunter, 2018). This Creates A Feeling Among 

Them That It Would Be Worth Watching Such Movies.  Rawal And Saavendra (2017) In Their Study Found Out 

That There Exist A Partial Mediation Of Wom In The Case Of Production Budget And Box Office Revenue. 

Following Hypothesis Is Hence Proposed For The Verification. 

H4: Wom Mediates Production Budget And Information Effect 

Crew Reputation And Wom 

Crew Reputation Refers To The Repute Of The Team Involved In The Development Of A Movie Such As 

The Goodwill Of The Director, Script Writer, Producer…Etc. Packard Et Al., (2016) In Their Study Divided The 

Film Core Team Into Two Namely On-Camera Cast Consisting Of Actors Or Actresses And Off-Camera Crew 

Consisting Of Director, Scriptwriter, Music Director, Cinematographer...Etc. Packard Is Of The Opinion That The 

Formation Of The Film Core Development Team I.E., Their Identification And Assembly, Is A Very Important 

Criterion That Decides Box Office Success Of A Movie. Hence, Crew Reputation Is Included In The Proposed 

Model As An Antecedent Of Wom In The Mpi. 

The Repute Of The Crew Is A Silent Indication Of The Quality Of The Movie And It Automatically Adds 

Publicity To The Movie And Thereby The Generation Of Wom About The Movie And Its Crew Members. 

Information About The Crew Mix Contributes The Subject Matter Of Discussion Among The Cinema Viewers 

Leading To The Generation Of Wom. Liu (2006) In His Study Stated That Crew Reputation Is Equally Important As 

Star Power In Determining The Movies’ Success In The Mpi. Hence Crew Reputation Is Taken As An Antecedent 

Of Wom In The Mpi. Therefore, Following Hypothesis Is Put Forward For Verification.  

H5: Wom Mediates Crew Reputation And Information Effect 

3.6 Cinema Posters And Wom 

Cinema Poster Is The Printed Matter Furnishing The Particulars Of A Movie Using Collage Of Images And 

Text Matters In Colorful Designs Usually Pasted On A Wall Or On A Vertical Surface (Gosling, 2012).Posters 

Provide First-Hand Information About The Movie Going To Be Released And It Can Raise The Public Awareness 

About The Whereabouts Of The Movie Just Released Or Going To Be Released. For A Common Man Posters Serve 

The Easiest And Immediately Available Source Of Information About New Movies. Even Though The Reach Of 

The Poster Is Low When Compared To Similar Sources, It Mainly Targets Audience Who Are The Regular Visitors 

Of The Theatres Situated Within A Locality (Stokmans, 2009). So, In This Study, Cinema Poster Is Taken As An 

Antecedent Of Wom. 

Movie Posters Are Part And Parcel Of Local The Publicity Of A Particular Movie As They Trigger Wom 

About The Movie. The Textual Matters On The Movie Poster Are Usually In The Local Language. These Posters 

Provide Inputs For Conversation Among The Cinema-Goers. Such Conversations Further Enhance The Knowledge 

Level Of Potential Cinema-Goers And Leads To The Creation Of An Interest In The Movie. Hence It Can Be 

Concluded That Wom Assumes A Mediation Role In The Promotion Of Motion Picture Through Cinema Posters. 

Hence, We Formulate The Following Hypothesis.  

H6: Wom Mediates Posters And Information Effect 
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Information Effect And Cinema Viewership 

Received Information About A Product Or A Service Has Got A Significant Role In The Buyer’s Decision 

Making Process (Fan Et Al., 2013). According To Aramendia (2017), The Availability Of Proper And Prior 

Information Is A Prerequisite For Potential Customers To Decide Which Product Or Service Is To Be Opted. Movie 

Being An Experience Product, Its Quality Cannot Be Evaluated Before Watching It. So, Movie-Goers Naturally 

Engage In Wom To Gather All Available Information Before Making The Decision To Watch A Particular Movie. 

Information About Movie Genre, Screen Count,  Star Value, Production Budget And Crew Reputation Are 

Presumed By The Movie Lovers As Some Quality Signals Which Assist Them In Reaching Their Decision To 

Watch A Movie Or Not. Only Vivid Information Passed Through The Wom Results In Awareness Leading To A 

Change In The Attitude And The Purchase Intension (Herr Et Al., 1991). Table 2 Summarizes The Consequents Of 

Information Effect Of Wom Identified By Previous Researchers. Thus, In This Study Awareness, Attitude Change 

And Purchase Intention Are Taken To Be The Consequents Of Information Effect Of Wom. 

 

 

Table 2: Consequent Of Information Effect Of Wom  

Study Awareness Attitude Change Purchase Intension 

Buttle, 1998 ✓ ✓ ✓ 

Podnar And Javemik, 2012 _ ✓ ✓ 

Cheung,  2014 _ _ ✓ 

Kin Et Al., 2014 ✓ _ ✓ 

Lee Et Al., 2016 _ ✓ ✓ 

Kudeshia And Kumar, 2017 _ ✓ ✓ 

Jamali And Khan, 2018 ✓ _ ✓ 

Briliana And Silaen, 2019 ✓ ✓ ✓ 

        Source: The Authors 

Information Effect And Customer Awareness  

Interpersonal Communication Result In Consumers’ Awareness About A Product Or Service (Lee, 2016). 

Wom Platform Provides Information To Consumers Not Only From Known Sources But Also From Anonymous 

People Having Similar Consumption Behavior (Cheung Et. Al., 2008). Also Theses Platforms Ensures Interactivity 

And Feedback Options Which Further Enhances The Consumer’s Awareness. Awareness Regarding The 

Whereabouts Of The Product Is A Pre-Requisite For A Favorable Purchase Decision. This Is Particular In The Case 

Of New Products.  

Mpi Deals With New Releases. Awareness Regarding The Details Of The Newly Released Movie Is 

Essential For The Movie-Lovers To Arrive At A Decision As To Whether To Watch A Particular Movie Or Not 

Mahajan Et Al., (1984). According To Liu (2006), The Major Role Of Wom In The Mpi Is To Create Awareness 

About A Particular Movie And Its Whereabouts Through The Information Effect. Zajonc (1968) Agrees With This 

Finding. Previous Studies Reveal That There Exists A Direct Relationship Between The Awareness Level Of The 

Potential Movie-Goers Regarding The Particulars Of A Newly Released Movie And Movie Sales (Liu, 2006).  It Is 

The Informative Role Of Wom Leading To Awareness That Matters In Movie Promotion. Thus, Awareness Is 

Taken As Consequent Of Information Effect Of Wom In Mpi. 

H7: Information Effect Leads To Customer Awareness 

 

Information Effect And Attitude Change 

Interpersonal Communication, Commonly Known As Wom, Is An Important Source Of Information That 

Provides Inputs Which Influence Customer’s Attitude (Lee, 2016) And Thereby Their Buying Behavior 

(Christiansen & Tax, 2000). Unlike Other Information Sources, Wom Is Perceived To Be The Most Crucial 

Information Source That Influences The Potential Consumer’s Attitude Especially In Matters Involving High Risk 

(Park Et Al., 2012). According To Liu (2006) Audience Shows A Positive Attitudinal Change To Those Products 

They Are Aware.  

In The Case Of Experience Product Like Motion Pictures, It Is The Volume Of Wom That Results In The 

Formation Of A Favorable Attitude And Not The Valence (Positive, Negative Or Neutral). This Is Because The Like 

And Dislike Of Motion Pictures Various From People To People.  Information Received From A Credible Source 

Exerts More Influence In Forming Favorable Attitude By Consumers (Kautsar Et Al., 2012). Product Familiarity 
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Leads To The Formation Of Favorable Attitude Among Potential Buyers (Braunsberger & Munch, 1998). Formation 

Of A Favorable Attitude Is The Second Last Step To Sales. It Is The Strong Desire For A Particular Product Or To 

Avail A Particular Service. Thus, Formation Of Favorable Attitude Towards A Product Or Service Is The Outcome 

Of Information Effect As Information Effect Leads To Awareness. According  Izquierdo‐Sanchez (2019) Wom 

Information Influences Consumers’ Attitude Towards Theatrical Motion Pictures. 

H8: Information Effect Leads To A Change In The Customer Attitude Through Awareness 

Information Effect And Purchase Intension 

Purchase Intention Refers To The Mental State Of The Potential Consumer Regarding The Extent Of His 

Conscious Plan To Purchase A Particular Product Or To Avail A Particular Service (Fishbein And Ajzen, 1975). 

Wom Exerts Both Informative And Customary Influence Upon The Recipients Regarding Post Purchase Evaluation 

And Purchase Intention (Bone, 1995). Individuals Who Are Well Aware About The Particulars Of A Product Or 

Service Are More Prone To Arrive At A Favorable Purchase Decision (Braunsberger & Munch, 1998).  

It Is Evident In The Literature That Received Information Persuades Consumers Towards Purchase 

Intention. According To Hwang Et Al., (2011), The Success Or Failure Any Business Promotion Strategy, Either 

Formal Or Informal, Is Decided By The Extent To Which Such Promotion Strategies Leads To Purchase Intension. 

This Is Because It Is The Intension That Leads To Final Action (Fishbein, 1963). Thus, Future Action Of An 

Individual Is The Outcome Of His Intention To Perform A Particular Task. In This Study Purchase Intention Refers 

To The Decision Taken By An Audience To Watch A New Release On The Basis Of The Received Information 

About The New Movie. Hence In This Study Purchase Intension Is Taken As An Outcome Of Information Effect. 

 

H9: Information Effect Leads To Purchase Intention Through Awareness And Attitude Change 

 

Figure 1: Conceptual Model: Information Effect Of Wom On Movie Promotion 

 
  Source: The Authors 

 

 

Implications And Conclusions 

Research On Mpi Is Greatly Appreciated And Encouraged By Both The Academicians And The 

Industrialists Around The World Owing To Its High Economic Importance. The Contribution Of This Research 

Paper To The Academic And The Industrial Community Is A Conceptualization (Figure 1) Backed By The 

Available Research Findings In This Domain Which Is Capable Of Empirical Verification. The Antecedents Of The 

Information Effect Of Wom In Motion Picture Industry, Namely, Movie Genre, Star Value, Screen Count, 

Production Budget, Crew Reputation And Posters And Its Resultant Outcomes Namely, Awareness, Attitude 

Change And Purchase Intention, Lead To The Promotion Of Motion Picture Industry In A Cost Effective And 

Efficient Manner. 

https://scholar.google.com/citations?user=4EKvntgAAAAJ&hl=en&oi=sra
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The Proposed Model Helps To Reduce The Risk Involved In The Creation And Exhibition Of A 

Commercial And Experiential Product Like Cinema. Since Motion Pictures Have A Very Short Life In Theatres (2-

12 Weeks) And More Than 40 Per Cent Of Revenue Received During The First Two Weeks Of Movie Release, The 

Potential Movie-Goers Should Be Informed With The Details Of The Movie. Proper Employment Of The Proposed 

Model Will Definitely Drive Them To Theatres. Thus, The Risk Of Failure Of Movie Owing To Its Poor Promotion 

Can Be Avoided. 

Second, As Stated In The Study, The Volume Of Wom Plays An Informative Role. Larger The Volume Of 

Wom Generated, More Is The Chance That People Are Aware Of The Same. Each Cinema Being A New Product, 

Awareness About The Cinema And Its Particulars Play An Important Role In Cinema Viewer’s Decision To Watch 

That Movie. The Spread Of   People’s Opinion About Movies Whether Online Or Offline Serves As An Information 

Source Leading To The Make Or Break Of Motion Pictures. The Study Clearly Establishes (Theoretically) How The 

Antecedents Of Information Effect Of Wom In Motion Picture Industry Lead To The Generation Of Wom About 

The Various Aspects Of A Newly Released Movie  And How This Awareness Leads To An Attitudinal Change In 

The Form Of Interest Generation In The Movie And Thereby Its Promotion. Moreover, Success Of A Movie In 

Theatre Is A Pre-Requisite For Their Acceptance In Secondary Platforms. 

Third, The Promotional Cost Of Movies, Which At Present Constitute More Than 50 Per Cent Of The 

Production Cost, Can Be Reduced To A Great Extent If The Mpi Properly Uses The Possibilities Of Womm 

Effectively As Illustrated In The Proposed Model. Like All Other Industries, Covid-19 And Its Outbreak Has 

Affected The Mpi Also. Producers Are Of The Opinion That They Cannot Move Ahead With New Shooting 

Initiatives Unless The Production Cost Is Reduced. As Womm Reduces The Promotional Cost Of Motion Pictures, 

Which At Present Constitute 50 Per Cent Of Production Cost, Proper Utilization Of Womm In Motion Picture 

Industry Strikes As A Solution To Uplift This Drowning Industry. Proper Applications Of Womm In Motion Picture 

Industry Will Definitely Give A New Direction And Phase To This Most Promising And Rewarding Industry. 

Previous Studies Clearly Indicated That The Antecedents Of Wom In Motion Picture Industry Namely, 

Movie Genre, Star Value, Screen Count, Production Budget, Crew Reputation And Posters Act As Catalysts In 

Wom Generation. This Paper Portrays The Multifaceted Aspects Of Information Effect Of Wom. An Examination 

Of The Existing And Available Literature In This Domain Clearly Indicates That There Exists A Visible Positive 

Impact Of Information Effect Of Wom On Box Office Revenue During The Pre-Release And The Opening Weeks. 

Thereafter Wom About A New Movie Revolves Around Other Effects, Namely, Suspense Effect, Diffusion Effect, 

Snowballing Effect, Multiplier Effect, Carry Over Effect And Economic Effect Of Wom. This Unexplored Area 

And Its Findings Will Provide A New Insight To The Cinema Marketers To Harness The Potential Of This Free 

Advertising Mechanism- Word-Of –Mouth-Marketing (Womm).  

Limitations And Scope For Future Research 

Wom And Womm Being A Hot Topic Of Academic Research, It Is Practically Not Possible To Include All 

The Prior Studies Conducted In This Field. However, Sincere Effort Has Been Taken To Include All The Relevant 

(Suitability To The Study) And Pertinent Studies (Number Of Citations) In The Domain Of Wom And Womm In 

Mpi. Moreover, This Study Is Limited To The Information Effect Of Wom In Mpi. Future Research Can Be Carried 

Out Relating To Other Effects Of Wom In Mpi Namely Suspense Effect, Diffusion Effect, Multiplier Effect, 

Economic Effect And Carryover Effect Also An Empirical Study Can Be Carried Out In The Further To Have A 

Statistical Confirmation Of The Propositions Raised In This Study. 
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