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AMC Entertainment operates as one of the world's largest movie theater chains with over 

600 locations globally. As a market leader focused on premium experiences and technological 

innovation, AMC faces mounting financial pressures from streaming competition and evolving 

consumer viewing habits. Ever since COVID-19 it has been a major challenge to get people to 

buy theatre tickets when consumers also have the option to stream from home. This audit aims to 

evaluate AMC's digital presence across major platforms to identify strategic opportunities for 

enhancing brand engagement, strengthening customer loyalty, and driving theater attendance. 

The audit examines how effectively AMC leverages its social media to reinforce its brand image 

and identity against both traditional cinema competitors and streaming alternatives. 

I analysed AMC's social media performance across five primary platforms including 

Instagram, YouTube, Twitter/X, TikTok, and Facebook over a comprehensive review period. I 

reviewed follower counts, engagement rates, reach metrics, and content performance 

benchmarks, as well as manual content review analyzing brand voice consistency, messaging 

alignment, and audience sentiment. AMC demonstrates sophisticated paid media integration 

across platforms, particularly in trailer amplification and promotional campaign support, with 

sponsored content focusing heavily on new release announcements and loyalty program 

enrollment drives. However, paid media efforts show inconsistent targeting optimization, with 

broad demographic reaches that may dilute campaign effectiveness among core moviegoing 

audiences. The brand generates significant earned media through cultural moments like the 

Nicole Kidman advertisement campaign, which achieved viral status beyond typical movie 

marketing boundaries. Unfortunately, policy changes and pricing decisions frequently generate 

negative earned coverage that amplifies across social platforms. 

AMC's social media strategy demonstrates several competitive advantages that align with 

its market leadership position. With nearly 2 million total followers across platforms, AMC 

possesses substantial reach potential that provides built-in amplification for campaigns and 

announcements. The development of episodic programming on YouTube, particularly "AMC 

Movie News" and genre-specific content series, differentiates AMC from competitors who rely 

primarily on basic promotional posting. Campaigns like the Nicole Kidman advertisement 

demonstrate AMC's ability to create content that transcends typical movie marketing to become 

genuine cultural phenomena. 

Strategic presence across visual platforms like Instagram, video platforms including 

YouTube and TikTok, and text-based platforms such as Twitter/X allows for tailored content 

approaches that maximize each platform's unique strengths. Social media campaigns effectively 

tie into AMC's loyalty programs, creating opportunities for data collection and targeted retention 

marketing. This comprehensive approach showcases AMC's understanding of the diverse social 

media landscape and their commitment to meeting audiences where they consume content most 

actively. 



Despite strong foundational elements, AMC's social media presence reveals significant 

engagement and strategic challenges. The most critical weakness is exceptionally low 

engagement rates across all platforms, with typical posts receiving likes and interactions 

representing less than 5% of total followers, suggesting weak community connection despite 

substantial reach. Content strategy skews heavily toward transactional messaging including 

showtimes, discounts, and trailers rather than community-building or storytelling that creates 

emotional connection with the brand. With 600+ theater locations, AMC struggles to deliver 

relevant, localized content that speaks to regional audiences and local market conditions. Policy 

changes and pricing decisions consistently generate social media backlash, suggesting 

inadequate crisis communication protocols and stakeholder engagement strategies.  

Based on this comprehensive audit, strategic recommendations will strengthen AMC's 

social media presence and business impact through immediate, medium-term, and long-term 

initiatives. For immediate actions within the first three months, AMC should implement a 

community-first content strategy by shifting 40% of content from promotional to community-

building focus, developing regular content series highlighting movie fan culture, behind-the-

scenes theater operations, and employee spotlights to create emotional connection beyond 

transactional relationships. Establishing crisis communication protocols with rapid-response 

social media procedures for policy announcements, pricing changes, and operational updates, 

including stakeholder pre-briefing and sentiment monitoring to prevent backlash escalation, 

represents another critical immediate need. Launching a user-generated content campaign with 

systematic hashtag campaigns encouraging customers to share theater experiences, featuring 

content recognition and loyalty point incentives will drive organic content creation. 


