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The Motion Picture Industry has often been referred to as “Land of Wild guesses and hunches”. As films
attempt to reciprocate to the advancing expectations of people, it has led to exponential rise in the risk
associated with making any film. We thus feel that it is important to analyze and determine the factors which
could affect the financial performance of movie. The performance of movies in terms of revenue depends
on many factors such as its production studio, genre, script quality, pre-release promotion etc, - all of which
are traditionally used to estimate its potential success at the box office. Recently however, the “Wisdom of
Crowd” and social media have been acknowledged as a strong signal in understanding consumer behavior
towards media. In this thesis, we capture socially generated meta-data mined from the social multimedia
sites such as number of likes on Facebook page for the movie, follower count of actors on Twitter and
number of likes on trailer of the movie on YouTube and study their influence on box- office performance
and profitability of movies. We try to study the influence of social media signals we collect in classifying
movie profitability. We identify the performance of movies by classifying them into 3 profitability classes. We
test well-known machine learning algorithm for this purpose and compare the results to find which algorithm
is the most suitable for our data and the problem scenario. We also do another comparison study to test
which social media signal is the strongest predictor of movie profitability. Our result shows that various
social media signals have varying yet significant impact in predicting the performance of movies. Our
research also reveals that popularity of actor depicted through follower count on Twitter is most relevant to
the success of movie at theaters, and Facebook ‘like’ signal has noise which impedes its analytical credibility.


