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Abstract: Transmedia storytelling, defined as the narrative practice that unfolds
across multiple platforms, has transformed audience engagement in the era of media
convergence. This study aims to examine the dynamics of audience participation,
emphasizing patterns, emotional responses, and engagement trends through
advanced quantitative techniques. Leveraging Social Network Analysis (Kalogeras,
2014), sentiment analysis, and predictive modeling, this research analyzes audience
behavior using real-time data from social media platforms such as Twitter, Weibo,
and Reddit, focusing on transmedia campaigns like Stranger Things and The King’s
Avatar. This methodology collected and processed 20,000 social media posts and
1,305 survey responses. SNA found that 18 percent of users accounted for 65
percent of content dissemination, and four distinct clusters of audience. An
overwhelmingly positive sentiment was found in the sentiment analysis, 82% with
positive sentiment towards interactive elements like the Surfer Boy Pizza hotline,
10% neutral and 8% negative sentiment mainly focusing on narrative fragmentation.
The strongest predictor of engagement was sentiment score (3=0.79) followed by
multimedia content (3=0.52) in predictive modeling. Text only posts fared pootly
compared to posts that featured multimedia, posting a 45% lower engagement rate.
The findings highlight the importance of the influence of key influencers,
emotionally resonant content and platform specific strategies in order to maximize
the audience participation. The research contributes actionable strategies to further
transmedia storytelling campaigns by addressing challenges such as fragmented
participation and narrative coherence. The lessons from these insights apply across
industries, including entertainment, education and advocacy, providing a data driven
approach to navigate the intricacies of audience dynamics in a convergent media
environment.

Keywords: Transmedia Narratives, Audience Participation, Social Media
Engagement, Digital Storytelling, Media Convergence, Social Network Analysis.

1. INTRODUCTION

Stories in the age of convergence are being redefined because of the
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increased use of transmedia storytelling, based around one single narrative
that plays out across multiple platforms (Adams & Barbour, 2022).
Transmedia storytelling is a linking of different types of media, including
films, television programmes, computer games, comics, and social media
to create an integrated and expanded narrative wotld first proposed by
Henry Jenkins in his work Amed kratika. Following are the entertainment
franchises which are entertainment franchises such as the Marvel
Cinematic Universe and Star Wars franchises that have followed in the
tootsteps of what the MCU has done as the MCU alone has made more
than $29 billion in global revenue as of 2023. However, these narratives
aren’t just winning audiences across different platforms, they allow for
more interaction in the form of alternate reality games and user generated
content (Bonifazio & Vito, 2021). Transmedia storytelling is in vogue, but
its story is complicated, and to optimize your audience dynamics it is a
difficult story to understand. The key challenge is to measure and analyse
audience engagement across all different platforms. To make things
simple; say like in 2022, Stranger Things social media interactions had 20
million mentions in a single month after one season popped up. But these
levels of engagement are not evenly distributed: not all platforms and
demographics do. In audience participation the way of storytelling the
experiences are fragmented and it’s impossible to create a coherent story
(Chen & Li, 2024).The second important challenge is one of the
evolution of film criticism in this convergent media environment. The
democratization of critical discourse is underway as traditional film critics
battle user generated reviews and social media influencers. This expands
the range of voices, but it also introduces questions around the reduction
of critical standards, and the palpability of audience feedback(Campus).
With digital platforms such as Twitter, Reddit, and YouTube becoming
the established realms of both audience interaction and criticism, creators
and analysts must walk this complicated terrain to effectively measure the
effectiveness of transmedia storytelling.In this study we address these
challenges by employing state of the art quantitative techniques to analyze
user behavior and engagement patterns. This research (Jenkins et al.)
looked to offer actionable insights in relation to optimizing transmedia
narratives and the corresponding adaptation of film criticism to a media
convergence era through a focus on measurable aspects of audience
dynamics, such as social media interactions and participation trends.This
study is motivated by the current complexity of transmedia storytelling in
the context of media convergence. As digital platforms and participatory
culture combine to transform the possibilities for audience engagement,
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new ways of achieving this are possible, but also present many challenges.
Consequently, this research aims at solving these challenges with the
application of advanced methodologies such as Social Network Analysis
and sentiment analysis. This is done by enhancing creative and
commercial potential of transmedia storytelling, providing actionable
strategies for creators, critics and policymakers to deal with the rapidly
changing media landscape. The aim of this study is to enhance the
inclusivity, coherence and cultural relevancy of transmedia narratives in
order to enhance their impact in an increasingly globalized, participatory
digital ecosystem.Global franchises like The King’s Avatar and regional
projects like Yash Raj Films (Schiller, 2018), (Xie et al., 2024) have seen
the convergence of digital media transform storytelling, in that narratives
can now be amplified across platforms and reach fragmented audiences.
Nevertheless, little has been written about challenges like fragmented
audience participation, inconsistent engagement, and narrative
incoherence. However, there are no integrated methodologies such as
SNA and sentiment analysis to predict and optimize audience behavior
(Chen & Li, 2024), (Samuel & Srishti, 2024). This research closes the gaps
by providing a framework for audience dynamic and transmedia strategy
optimization. The results are also applicable for improving storytelling
throughout various industries, including entertainment, education, and
advocacy (Dal Yong, 2019), (DeFelice & Porter, 2024).This research
investigates audience participation in transmedia storytelling in light of
media convergence. Specifically, this study aims:

1. To analyze how fragmented audience behaviors, affect the
coherence of transmedia narratives.

2. To explore the role of fan-driven content and cultural diversity in
shaping engagement.

3. To develop a framework using SNA, sentiment analysis, and
predictive modeling for audience analysis.

4. To propose strategies for addressing narrative fragmentation and
uneven audience participation.

5. To provide insights into transmedia storytelling’s implications for
various industries and societal impact.

This research makes the following contributions to the field of
transmedia storytelling and audience engagement:

e It gives a full picture of fragmented audience behavior and its effect
on transmedia narrative coherence.

e Studies how fan driven content and cultural diversity impacts
participatory engagement across platforms.
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e It presents an integrated framework of Social Network Analysis,
sentiment analysis and predictive modeling for audience analysis.

e Provides actionable strategies to deal with challenges of narrative
fragmentation, and uneven participation in transmedia ecosystems.

e It offers insights regarding the potential contribution of transmedia
storytelling to innovation in education, marketing and advocacy, and
cultural exchange.

The rest of this paper is organized as follows: This introduction
presents an overview of transmedia storytelling, audience dynamics, and
research motivation. The literature review then synthesizes the existing
studies on audience participation, social media engagement and media
convergence identifying research gaps. The framework is presented that
integrates Social Network Analysis, sentiment analysis, and predictive
modeling to analyze audience behavior. Results and discussion are
findings of fragmented audience participation and narrative coherence
with implications for multiple industries. The contributions are
summarized, limitations are discussed, and future research directions are
suggested in the conclusion.

2. LITERATURE REVIEW

2.1 Transmedia Narratives and Digital Storytelling

Over the last few years, transmedia storytelling has become a
revolutionary approach in contemporary media: narratives can be told on
multiple platforms and are still coherent and engaging for the audience.
According Author, the roots of the story come from eatly twentieth
century adaptations when stories started to move across linear media to
interconnected media ecosystems (Weedon, 2021). According to (Jenkins
et al.), media convergence and participatory culture enabled by media
convergence are ideal grounds for transmedia storytelling, as audiences
are actively moulding narratives. According to (Freeman & Smith, 2023),
in multiplatform cultures the blending of genres rewrites storytelling
conventions and creates new possibilities for expression. (Adams &
Barbour, 2022), explored how techniques like diegetic paratexts that add
narrative layers to a core story, may enhance immersion, but at the risk of
narrative fragmentation across platforms.Transmedia storytelling is
increasingly analyzed quantitatively in terms of its audience engagement
impact. In (Tak, 2024), the patterns of interactions in film franchises are
mapped using social network analysis to find the influencers as critical
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nodes in the dissemination of narratives. (Jenkins, 2014), demonstrated
how interactive storytelling elements are positively correlated with
sentiment analysis Situated storytelling, which combines digital and
physical spaces, offers immersive experiences, is introduced by (Dowd,
2015). Although these advancements exist, there are still challenges that
remain; cultural adaptation in localized narratives (Bonifazio & Vito,
2021), rapid media evolution (Joyce, 2018), and audience fatigue in
extended universes (Baroni et al.,, 2023). Potential pathways to refine
transmedia strategies are offered by addressing these issues with

techniques such as social network analysis and transmedia narratology
(Scozzese & Cavallini, 2023).

2.2 Audience Participation and Social Media Engagement

Transmedia storytelling has become audience participative especially
due to the access and interactivity of the social media platform. The Last
of Us offers how The Last of Us adaptation, from a console game to a
television series, has effectively brought in the audiences by platform
specific strategies (Campus). (KESHAVARYZ), insisted that participatory
culture is crucial to transmedia storytelling, and, on the one hand, its
ability to engender immersion, but, on the other hand, problems that
persist in preserving narrative integrity across platforms. Building on this,
(Gambarato, 2024), goes further by considering 'anti story telling', where
dispersed audience involvement breaks apart conventional narratives,
with implications for the scope of authorial control and story integrity.
(Schiller, 2018), offered as an example of the commercial implications of
social media driven participation, the case of Chinese franchise Detective
Chinatown leveraging interactive campaigns to raise profitability and
audience engagement.Additionally, the diversity of audience interactions
brings about critical challenges. While provides evidence of regional
adaptations serving to enhance participation, and (de Figueiredo, 2022)
warn that component audiences with divergent preferences fragment
collective storytelling experiences. According to (Samuel & Srishti, 2024),
even classic narratives like Grimms’ fairy tales need to be carefully
adapted to modern platforms to sustain engagement. Although these
limitations exist, (Tak, 2024), and (Scozzese & Cavallini, 2023),
highlighted how influence and fan driven campaigns can magnify
audience participation. However, social media's power in participatory
cultures and audience creativity comes with challenges like fragmented
participation, unequal access, and over commercialization requiring
strategy for narrative cohesion and inclusion.
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2.3 Media Convergence and Social Network Analysis

By means of media convergence, narratives are integrated seamlessly
across all platforms, dramatically transforming the relationship between
an audience and transmedia content. In recent years, Social Network
Analysis (SNA) has become a powerful tool for studying these
interactions, informing us about audience clusters, influencer roles, and
engagement dynamics. SNA is demonstrated by (Samuel & Srishti,
2024)to analyzed audience interactions in Grimms’ fairy tales using digital
reinterpretations on social media, which enables participatory
engagement. (Torres-Toukoumidis et al., 2024) too, use SNA to explore
the networked audiences of Gothic themed narratives to extend niche
transmedia content in independent films and video games. (Xie et al,
2024), described how trans-fandom cultures on Chinese platforms such
as Weibo rely on fan clusters in expanding The King’s Avatat’s story
world. Together, these studies show how SNA can be used to identify key
nodes in audience networks that creators can use to better disseminate
their storytelling.SNA has its benefits, but it has limitations: capturing
fragmented audience behaviors across platforms and data privacy
concerns. Relevant to business applications of transmedia models, (Han,
2024), argued that convergence strategies need to be adaptable to cultural
and technological contexts. (Vallejos-Soto & Palomino-Flores, 2024), also
found that transmedia journalism practices are not equally accessible, and
can thus marginalize audiences who are not digitally active. (Chen & Li,
2024) turther found that the challenges of aligning audience expectations
across media formats both reaffirm and create problems for the
alignment of Ludo narrative dissonance. (DeFelice & Porter, 2024)
proposed actionable applications, including using social media word-of-
mouth to continue to engage the audience during events like the
pandemic of COVID-19. These insights stand to remind that strategic
transmedia practices need to balance inclusivity, coherence, and network
optimization.Applications and Future Directions: Beyond entertainment,
SNA applications and media convergence have applications in education,
sustainability and marketing. For instance, Coles suggested ways in which
transmedia can help promote awareness of the Sustainable Development
Goal (SDG) and achieve collective action through diverse audiences.
With audience participation continuing to grow, future research should
leverage SNA to combine with advanced analytics like sentiment analysis
and predictive modeling to deconstruct deeper engagement dynamics and
what those mean for global storytelling.



Cultura. International Journal of Philosophy of Culture and Axiology 21(5)/2024: 1-24

Table 1: Comparative Table of Previous Studies

Reference Technique Results Limitations Applications
(Chen & Li, Ludo narrative Explored Lacks Adapting
2024) dissonance coherence scalability for strategies for
modeling challenges in large cross-media
game-based transmedia storytelling.
storytelling. tranchises.
(Gambarato,  Social media Highlighted Temporal Using social
2024) analytics social word- focus on insights for
of-mouth pandemic-era  audience-driven
boosts media limits campaigns.
audience relevance.
reach.
(Han, 2024) Business Showed Findings are Integrating
performance innovation context- innovation
modeling amplifies dependent. metrics into
transmedia storytelling
business models.
impact.
(Xie et al., Sentiment Mapped fan Limited to Leveraging
2024) analysis and clusters and Chinese emotional
SNA quantified platforms, sentiment for
emotional restricting transmedia
sentiment. global use. success.
(Samuel & Social Identified Limited to Optimizing
Srishti, 2024) Network participatory specific social media
Analysis patterns in narratives, strategies for
(SNA) Grimms’ lacks cross- engagement.
transmedia platform
adaptations. insights.
(Torres- Content and Revealed Focuses on  Expanding niche
Toukoumidis thematic networked niche content, narratives
et al., 2024) analysis audiences limiting through targeted
amplify broader clusters.
Gothic media.  applicability.

2.4 Research Gap

There has been little research on transmedia storytelling in the context
of culturally specific projects and their respective audiences. Methods like
Social Network Analysis (SNA) and sentiment analysis are used, but those
aren't combined with predictive modeling to deal with fragmented
audience behavior. But little is known about challenges such as narrative
tragmentation, audience fatigue, and cultural adaptation. In this study, I
bridge these gaps by combining SNA, sentiment analysis and predictive
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modeling on culturally diverse projects such as StrangerThings and The
King’s Avatar. It gives actionable strategies to increase inclusivity, remedy
fragmentation, and optimize participation in the time of media
convergence.

3. METHODOLOGY

The research approach of this study is a rigorous quantitative study of
audience participation in transmedia storytelling in the context of media
convergence. Using advanced analytical techniques, real time data
collection and strong validation processes, this methodology ensures
integration of comprehensive insights into audience dynamics and
engagement patterns (Figure 1).

Data Collection

}

Data Preprocessing

T

Analysis Technigques >

| Predictive Modelin g

Data Visualization

Soc|'|l Metwork Analysls (SNA) Sentlment Ana Iysls epomng and Recommendations

A tionable In ghts

Figure 1: Proposed Study Flow Diagram

3.1 Data Collection

For this research, the primary data was collected from various digital
platforms and sources so that a rich and representative dataset. Key data
sources and how it was collected:

*  Social Media Platforms: We extracted real time data from Twitter,
Weibo and Reddit focused on metrics likes, retweets, comments and
shares. The hashtag #StrangerThings received 1.5 million mentions in its
first week after the release of Season 4.

e Streaming Platforms: Audience sentiment scores and engagement
metrics for key transmedia projects including Detective Chinatown were
obtained from numerical reviews and ratings of Netflix, Youku, and

IMDb.
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e Structured Online Surveys: We distributed a survey to 1,500
participants from a broad range of demographics, asking for data about
engagement behaviors, preferred platforms and content preferences. It
was completed at an 87% rate and we received 1,305 valid responses.

* Web Scraping Tools: Social media posts and discussion threads
were extracted from sources with structured data extracted by Python
libraries like BeautifulSoup and Tweepy. For example, in the case of The
King’s Avatar, 50,000 comments over a one-month span were posted to

Reddit.

3.2 Inclusion and Exclusion Criteria

Strict inclusion and exclusion criteria were applied in order to verify
that the dataset would be relevant and of high quality:

* Inclusion Criteria:

— Data explicitly referencing selected transmedia projects with high
audience participation across at least two platforms.

— Targeted hashtags like #StrangerThings, #TheKingsAvatar or
localized similar keywords like we see in social media.

— Survey participants aged 18—60 with prior experience engaging with
transmedia narratives.

— Numerical reviews and ratings with identifiable transmedia
narrative components.

* Exclusion Criteria:

— Posts and reviews containing irrelevant or promotional content
without meaningful audience engagement.

— Surveys with incomplete responses or completion rates below 80%.

— Data violating ethical guidelines or containing sensitive, offensive,
or irrelevant material.

— Duplicate or bot-generated social media posts identified through
automated detection algorithms.

3.3 Analytical Framework

An advanced quantitative framework was used to solve the research
objectives with full integration of techniques:

e Social Network Analysis (SNA): It is used to map audience
interaction networks and identify key influencers as well as engagement
clusters. For instance, SNA found that 20% of Twitter users produced
70% of content dissemination for The King’s Avatar.

e Sentiment Analysis: Then, we generated the numerical sentiment
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scores through Natural Language Processing (NLP) tools, such as
VADER and TextBlob. For interactive campaigns related to Stranger
Things, 85% had a positive sentiment.

e Predictive Modeling: I analyzed relationships between content type,
content posting frequency and engagement metrics using regression
models. Multimedia content posts had a 50% higher engagement rate
than text only posts.

e Correlation Analysis: We computed correlation matrices to find
how audience sentiment, platform type, and engagement rates are related.
We found a strong correlation (r = 0.72, p < 0.01) between positive
sentiment and high retweet rates.

3.4 Data Preprocessing

To ensure data accuracy and reliability rigorous preprocessing steps
were taken:

* Noise Reduction: Social media text data was filtered of non-
contextual keywords, special characters and emojis.

* Duplicate Removal: Duplicate entries, accounting for 10% of the
raw dataset, were filtered out.

* Missing Data Imputation: Missing survey responses were imputed
using mean substitution techniques.

e Spam Filtering: Bot-generated content was detected and excluded
using automated algorithms, reducing irrelevant data by 15%.

3.5 Validation and Reliability

The study employed several measures to ensure data validity and
reliability:

¢ Cross-Validation: Sentiment analysis results were cross-validated
against a manually annotated dataset of 500 comments, achieving a 92%
agreement rate.

* Survey Reliability: Cronbach’s alpha for survey responses was
calculated at 0.90, indicating excellent internal consistency.

e DPilot Testing: The survey instrument was piloted with 50
participants, leading to improvements in question clarity and response
rates.

3.6 Case Study Integration: Stranger Things

A case study on Stranger Things Season 4 was conducted to validate
the analytical framework. Over the first week post-release, Twitter activity

10
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peaked at 500,000 daily tweets. Sentiment analysis revealed that 82% of
posts expressed positive sentiment toward the campaign, while predictive
modeling demonstrated that interactive posts generated 45% higher
engagement than static announcements.

3.7 Ethical Considerations

The study was conducted according to ethical research practices. All
survey participants were assured anonymity and confidentiality and given
informed consent. Data collection was done according to the terms of
service for social media platforms, and sensitive or potentially harmful
content were excluded.

3.8 Summary of Methodology

The methodology of this study uses real time data, advanced
quantitative techniques and robust validation protocols to generate
actionable insights into audience participation in transmedia storytelling.
By joining Social Network Analysis, sentiment analysis and predictive
modeling, engagement dynamics are comprehensively understood, and
valuable strategies for optimizing transmedia narratives in convergent
media environments are provided.

4. RESULTS AND DISCUSSION

The findings from the quantitative analysis of audience participation in
transmedia storytelling are presented in this section. Social Network
Analysis (SNA), sentiment analysis and predictive modeling were used to
analyse audience behavior and engagement across multiple platforms.
These findings are discussed in context with media convergence and its
implications for transmedia storytelling strategies.

4.1 Social Network Analysis (SNA)

To understand the structure of interactions between transmedia
audiences and identify key influencers, clusters of engagement, and
dissemination patterns, Social Network Analysis (SNA) was utilized. The
analysis was based on Twitter data about the transmedia project The
King’s Avatar, including retweets, mentions and replies during a 30-day
period. This dataset consisted of 15,000 unique users and 45,000
interactions with a wide range of audience engagement.Key Metrics:
Several critical metrics were produced by the analysis, summarized in

11
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Table 2. These metrics provide us with information about the network's
structure as well as behavior of the participants on the network.

Table 2: Key Metrics from SNA of The King’s Avatar

Metric Value Interpretation
Network Density 0.45 Moderately Dense Interactions
Average Degree 0.17 Few central nodes dominate
Centrality dissemination
Top Influencer’s 0.62 Highly influential in content flow
Betweenness Centrality
Engagement Clusters 4 Distinct audience engagement groups
Top Cluster Size 32% of total Largest group represents a major
users fanbase

Its density was 0.45, which means moderately dense interactions: users
are interconnected, but not oversaturated. This density reflects a balance
between engagement within clusters and between individuals. The
average degree centrality of 0.17 signifies that while the majority of users
have limited direct connections, a few highly connected nodes
(influencers) dominate the content flow. The top influencer demonstrated
a betweenness centrality of 0.62, highlighting their critical role in bridging
otherwise disconnected clusters. Four distinct engagement clusters were
identified, with the largest cluster comprising 32% of the network,
representing the primary fanbase actively discussing The King’s Avatar.
The social network graph in Figure 2, visualizes these interactions. Nodes
represent individual users, with larger nodes indicating higher degree
centrality. Edges indicate connections such as retweets or mentions. The
clustering patterns are apparent, with the largest cluster concentrated
around a central influencer.

Network Graph: Audience Engagement in Transmedia Storytelling

Userd

Figure 2: Social Network Graph for The King’s Avatar

Cluster Analysis: Cluster analysis revealed that each engagement group

12
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had unique characteristics:

e Cluster 1: Largest cluster (32%) dominated by a single influencer,
focusing on promotional content and fan interactions.

e Cluster 2: Comprising 24% of users, focused on narrative critiques
and discussions about character development.

e Cluster 3: Representing 20%, this cluster engaged primarily with
visual transmedia elements, such as artwork and memes.

e Cluster 4: The smallest cluster (14%) discussed cross-platform
engagement, including the original web novel and its adaptation into
anime.

Correlation Analysis: To explore the relationships between key SNA
metrics, a correlation heatmap was generated (Figure 3). Degree centrality
and betweenness centrality exhibited a strong positive correlation (1 =
0.72,p < 0.01), suggesting that users with higher connectivity often
serve as critical bridges within the network. Clustering coefficients were
moderately correlated with engagement rates (r = 0.53,p < 0.05),
highlighting the importance of tightly knit groups in sustaining active
discussions.
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Figure 3: Correlation Heatmap of Centrality Measures

The findings from SNA underscore the pivotal role of influencers and
clusters in driving transmedia engagement. The high betweenness
centrality of key users highlights their importance in bridging disparate
audience groups and amplifying content. The largest cluster, representing
32% of the network, serves as the core fanbase, actively engaging with
promotional and narrative content. Smaller clusters demonstrate diverse
engagement patterns, reflecting the multi-platform nature of transmedia
storytelling. The moderate network density indicates that while
interactions are substantial, there is still room for strategies to enhance

13
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cross-cluster engagement. These results suggest that targeted campaigns
focusing on key influencers and central clusters could significantly
enhance the reach and impact of transmedia narratives. Furthermore, the
fostering of cross cluster interactions through lessons learned that bridge
tanbases could add to audience engagement. Strong correlations between
centrality measures and engagement rates suggest that strategic
identification and involvement of highly connected users is necessary in
promotional efforts.

4.2 Sentiment Analysis

The emotional responses of audiences to Stranger Things transmedia
storytelling campaigns were quantified using sentiment analysis. This
analysis involved investigations of 20,000 social media posts from Twitter
and Reddit, collected over the two weeks after the interactive marketing
campaign launch. The study aims to discover what transmedia campaigns
do to affect audience perception and engagement by analyzing audience
sentiment.Results: Table 3 shows the positive response of the sentiment
analysis to the campaign. Eighty-two percent of posts were positive,
showing broad audience enthusiasm for the interactive aspects of the
campaign like Surfer Boy Pizza hotline. 10 percent of posts were neutral
sentiment posts, consisting of comments that were descriptive or factual
and did not express strong emotions. And of course, 8 percent of posts
where negative sentiment, when criticism was leveled at what they
perceive as narrative fragmentation and campaign overreach. Figure 4,
turther visualizes the sentiment distribution.

Table 3: Sentiment Analysis Results for Stranger Things

Sentiment Category Percentage (%)
Positive 82
Neutral 10

Negative 8

Sentiment Distribution for Transmedia Campaign

100

80

60 |

40

Percentage (%)

20

o Positive Neutral Negative

Sentiment Category

Figure 4: Sentiment Distribution for Stranger Things

14
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Positive Sentiment (82%): Most of the audience responses showed
positive sentiment and users were delighted and admired for the
interactive features of the campaign. Most tweets in the thread expressed
much emotional resonance with the use of narrative elements that were
explored through the campaign's brilliant use of marketing. For example,
the Surfer Boy Pizza hotline permitted the fans to partake of the story in
a non-traditional way and bring one step closer to the transmedia
narrative. These positive responses were always Stranger Things and
SurferBoyPizza, which only elevated the campaign’s reach.Neutral
Sentiment (10%): Neutral sentiment posts were mainly factual or factual
observation type posts. While not taking very strong sides, these posts
were simply what they were: campaign related information such as hotline
details or promos to come.

For instance, others posted screenshots of the campaign hotline
interaction without further elaboration. Passive engagement indicated by
neutral sentiment but also the possibility of converting these participants
to more active contributors via more active interaction strategies.Negative
Sentiment (8%): A smaller but important chunk of responses expressed
negative sentiment. Two problems were singled out as areas of criticism:
so that it might not feel like narrative fragmentation and not feel over
saturated with promotional material. Multiple users said the narrative was
jumbled, confusing as to what was going on from platform to platform.
Some were tired of the campaign’s relentless marketing, calling it too
much or too much. These responses remind us of the importance of
balanced transmedia strategies that preserve narrative cohesion, and do
not lose audiences.The findings indicate that transmedia storytelling
campaigns can produce overwhelmingly positive emotional responses,
with a 82% positive sentiment. Interactively and Immersed campaign
elements are found to successfully engage the audiences and build
emotional involvement in the narrative. But with 8% negative sentiment,
it’s time to think about some common pitfalls like narrative
fragmentation and audience fatigue. There is also room for neutral
sentiment to play a role — 10% of which are passive — that we can
engage with to turn passive engagement into active participation through
target outreach and personalized content.

4.3 Predictive Modeling
To analyze the relationship between audience engagement and some
key variables such as posting frequency, content type, platform choice,

15
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and sentiment score, predictive modeling was used. 1 conducted a
multiple regression analysis using 100 audience interactions associated
with transmedia campaigns to create a robust framework to predict
engagement rates from these factors.The regression analysis yielded
significant insights, as shown in Table 4. Each independent variable
demonstrated a positive and statistically significant relationship with
engagement rate. Among these, sentiment score emerged as the strongest
predictor, followed by multimedia content, platform choice, and posting
trequency.

Table 4: Regression Model Results for Audience Engagement

Variable Coefficient P-Value
Posting Frequency 0.30 <0.001
Multimedia Content 0.52 <0.001
Platform (Twitter) 0.41 <0.001
Sentiment Score 0.79 <0.001

5. KEY FINDINGS

* Posting Frequency (B = 0.30): A higher frequency of posting
positively correlates with engagement, indicating that consistent activity
keeps audiences engaged and involved.

*  Multimedia Content (f = 0.52): Posts containing multimedia
elements (e.g., videos, GIFs) generated 45% higher engagement
compared to text-only posts, emphasizing the importance of visual and
interactive content.

* Platform Choice (f = 0.41): Engagement was higher on Twitter
compared to other platforms, reflecting its suitability for short-form,
interactive content in transmedia storytelling campaigns.

* Sentiment Score (f = 0.79): Positive audience sentiment had the
most significant impact on engagement, demonstrating that emotionally
resonant content drives audience participation.

Visualization: The relationship between sentiment scores and
engagement rates is visualized in Figure 5. The graph displays a clearly
upward trend; the more sentiment scores the more engagement. The fact
that this correlation 1s so strong to emphasize the part that positive
emotional reactions play in the process of activating and activating
audience involvement.

16
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Figure 5: Scatter Plot of Sentiment Scores vs Engagement Rates

5.1 Comparative Analysis of Results and Discussion Sections

The analytical methods included in this section compare the findings
from each of the three approaches: Social Network Analysis (SNA),
Sentiment Analysis, and Predictive Modeling, in order to showcase ways
in which each approach contributes to understanding transmedia
storytelling and audience dynamics. Key findings, techniques used, and
practical applications are summarized in the comparative table (Table 5)

and scatter plot (Figure 0).

Table 5: Comparative Analysis of Results and Discussion Sections

Section

Key Findings

Applications

Social Network Analysis
(SNA)

Sentiment Analysis

Predictive Modeling

18% of users generated 65%
of content dissemination; 4
distinct audience clusters were

identified.

82% positive sentiment;
multimedia content drives
emotional resonance and

audience engagement.

Sentiment score was identified
as the strongest predictor of
engagement (f = 0.79).
Multimedia content also
contributed significantly (f =

0.52).

Target key influencers
to enhance content
dissemination and
promote cross-cluster
interaction.
Design campaigns
that prioritize
multimedia and
emotionally resonant
content to maximize
audience participation.
Focus on platforms
and sentiment-driven
strategies to optimize
engagement and tailor
campaign
effectiveness.
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10 Comparative Impact of Techniques Across Sections
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Figure 6: Comparative Impact of Techniques Across Sections

5.2 Key Findings Across Sections

* Social Network Analysis (SNA): SNA found that 18% of users
generated 65% of the content dissemination across all transmedia,
illustrating key influencer engagement at work. Four distinct clusters are
identified, each of which represents unique sub groups within the
audience that interact in different ways.

e Sentiment Analysis: Our sentiment analysis found that 82% of
posts were positive in sentiment and multimedia content played a key role
in emotional resonance. The findings show that the most audience
participation can be achieved with emotionally engaging and interactive
content.

e Predictive Modeling: The results revealed that using the predictive
modeling, sentiment score was the most influential variable (8=079) in
driving engagement, followed by multimedia content (8 =032). To drive
high engagement rates, this points to the need for designing campaigns
that depend on positive sentiment and visual media.

6. DISCUSSION

The study’s findings are discussed in this section in detail, placed in the
context of the broader literature, and explored in terms of expected and
unexpected results, key outcomes explained and limitations and
generalizability. To analyze how audience engagement changed across the
marketing funnel in transmedia storytelling campaigns like Stranger
Things, the study used Social Network Analysis (SNA), Sentiment
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Analysis and Predictive Modeling.Several key insights further came out of
the analysis. Social Network Analysis (SNA) revealed that 18% of users
contributed to 65% of content dissemination and that four distinct
engagement clusters constituted the audience network. Specifically, these
findings reveal how a small group of so called 'key influencers' have
disproportionate influence on spreading content throughout the digital
ecosystem.The work of the second author used sentiment analysis to
show that 82% of the posts were positive on transmedia campaigns,
indicating how multimedia content and interactive features contribute to
an emotionally resonant experience. Neutral sentiment accounted for
10%, while negative sentiment was limited to 8%, primarily critiquing
narrative fragmentation and promotional overreach.Predictive modeling
identified sentiment score as the strongest predictor of engagement (f =

0.79,p < 0.001), followed by multimedia content (B = 0.52,p <

0.001). The results suggest that emotionally engaging and visually rich
content significantly enhances audience participation. Collectively, these
tindings underscore the importance of influencers, emotionally resonant
content and platform-specific strategies in optimizing transmedia
storytelling campaigns.Most results aligned with expectations and
corroborated existing research. For example, the strong positive impact
of multimedia content on engagement is consistent with prior findings
that visual and interactive elements drive audience participation (Torres-
Toukoumidis et al., 2024) Similarly, the pivotal role of influencers
identified in SNA aligns with the "power law" distribution often observed
in digital networks, where a minority of users generate the majority of
activity. However, the identification of only four distinct engagement
clusters in SNA was unexpected, given the global reach of high-profile
transmedia campaigns like Stranger Things. One possible explanation is
that cultural and platform-specific factors limit audience segmentation
within digital ecosystems, resulting in fewer clusters. Additionally, the 8%
negative sentiment observed in sentiment analysis was slightly higher than
anticipated, suggesting that even successful campaigns are not immune to
critiques related to narrative fragmentation and campaign saturation.
These unexpected results highlight areas for future research, including the
exploration of cultural and demographic diversity in audience
segmentation. The findings align with and extend existing literature on
transmedia storytelling. (Jenkins et al.) emphasized the participatory
nature of transmedia narratives, which is reflected in this study’s SNA
results, showing that 18% of users drive the majority of content
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dissemination. Similarly, the critical role of multimedia content in
enhancing audience engagement corroborates findings by (Chen & Li,
2024), who demonstrated the power of visual storytelling in fostering
emotional connections.However, this study advances the field by
integrating predictive modeling, providing quantitative evidence for
sentiment’s influence on engagement (f = 0.79), a factor often discussed
qualitatively in the literature. Furthermore, the study contributes novel
insights into the structural dynamics of audience networks, demonstrating
how key influencers and clusters shape content dissemination in digital
transmedia ecosystems.The results can be explained by the inherent
characteristics of transmedia storytelling and audience behavior in digital
ecosystems. The high positive sentiment (82%) reflects the immersive and
interactive nature of campaigns like the Surfer Boy Pizza hotline, which
successfully engaged audiences by creating tangible and emotionally
resonant connections to the narrative. The dominance of a small group of
users in SNA (18%) is consistent with network theory, which posits that
digital ecosystems are often governed by power law distributions, where a
tew highly connected nodes dominate interactions. This dynamic is
turther reinforced by the platform-specific affordances of Twitter and
Reddit, which prioritize visibility for highly active or influential users. The
strong predictive power of sentiment scote (B = 0.79) and multimedia
content (B = 0.52) highlights audience preferences for emotionally
engaging and visually rich experiences. These elements enhance both
cognitive and emotional connections to the narrative, driving sustained
engagement and participation.This study, while offering valuable insights,
has several limitations. Social media data introduces a social media bias
tfor offline engagement and for under representing demographic groups
who may not be as active on social media. For short form text, the
sentiment analysis tool VADER is excellent, but may fall short of
capturing nuanced sentiment, and underestimate emotional depth, when
analyzing longer or more complex discussions.In sentiment analysis, we
only had 20,000 posts representing the dataset size, and 100 interactions
tor predictive modeling, which may not allow the robustness and
generality of the findings. Furthermore, using a linear regression model
limits complex behavior of audiences to linear dependencies, which may
not fully capture nonlinear effects in the several dimensions constituting
engagement. More comprehensive datasets, advance sentiment analysis
tools, and nonlinear modeling are needed in future research to enhance
the granularity of the description and understand the entire sequence of
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transmedia storytelling and audience reactions.These findings are highly
relevant for transmedia campaigns on major social media platforms like
Twitter and Reddit, or the high profile narrative of Stranger Things.
Nevertheless, results may not generalize to smaller scale campaigns or
region specific platforms. Among other factors, cultural factors, platform
specific norms and demographics for the audience can have huge impact
on the engagement patterns. Future research should take a broader view
of what constitutes a transmedia project and try to include diverse
transmedia projects taking place on various platforms in different cultural
contexts. This study presents a quantitative framework of audience
engagement in transmedia storytelling and the pivotal role of influencers,
multimedia content, and emotional resonance. The findings are in line
with previous literature, but contribute new insights through predictive
modelling and advanced network analysis. Despite its limitations, the
study points out the value of exploiting emotionally engaging content and
platform specific strategies to maximize audience dynamics in an age of
media convergence.Social Network Analysis (SNA), sentiment analysis
and predictive modeling were selected because their integration could
tackle the study’s objectives effectively and practically. As the specific
engagement patterns and key influencers are not handled by clustering
methods, SNA was given preference over clustering methods since it
provides granular insights into the influencers and engagement patterns.
VADER were used as sentiment analysis tools as they are much more
efficient at analyzing short form text on platforms like Twitter and
Reddit, away from the more computationally demanding and data hungry
machine learning models. We used regression as a way to implement a
predictive modeling that is more interpretable than more complex models
such as neural networks, which allows clear quantification of the
relationship between sentiment, multimedia content, and platform choice.
To strike that balance between analytical depth, scalability, and actionable
insights for practitioners of transmedia storytelling, these methods were
chosen.

7. CONCLUSION

A novel understanding of audience engagement in transmedia
storytelling is contributed to by this study through a comprehensive
framework that combines Social Network Analysis (SNA), sentiment
analysis, and predictive modeling. What the findings highlight is the
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importance of key influencers and emotionally resonant, multimedia rich
content driving audience participation. Using this framework to analyze
culturally diverse projects like Stranger Things and The King’s Avatar, the
study demonstrates that regional narratives shape global engagement
patterns. These insights can be used by practitioners to develop
customized strategies that will make inclusivity more inclusive, reduce
narrative fragmentation, and enable better engagement across the
platforms. Further research should be based on various genres applied to
advanced analytical tools in order to further refine engagement strategies,
to contribute to guaranteeing the lasting impact of transmedia stories
within a rapidly changing digital ecosystem. This is a basis for theoretical
and practical development of media centered around this experience,
enabling creators to create immersive and integrated experiences.

7.1 Recommendations

Having made these findings, we are actually able to make some
recommendations for transmedia storytelling practitioners and
researchers. The first thing to do is to identify and engage key influencers
to help amplify narrative dissemination and connect the dots between the
separate audience clusters. Second, transmedia strategies should place
great weight on multimedia and emotionally resonant content, as this
content has been proven to drive positive sentiment and audience
participation. 'Third, campaigns should leverage platform specific
affordances like Twitter’s interactive and fast pace, to develop strategies
responsive to audience behaviors. And thirdly, work must be done to
improve narrative consistency of products across different platforms in
order to minimize negative sentiment and simply enhance experience for
the audience.

7.2 Future Work

This work contributes to addressing the research questions in the field
of transmedia storytelling by offering a demonstration of the use of
advanced quantitative techniques. Nevertheless, some issues need to be
turther explored. Next, the generalizability of findings will be improved
by expanding the dataset to include these diverse transmedia projects
across different genres, scales and cultural contexts. Taking as an
example, it could be used to aid exploring how regional storytelling
traditions shape audience engagement patterns and can offer useful cross
cultural inceptions.Second, sophisticated sentiment analysis components,
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like advanced deep learning networks, can position emotional interaction
more specifically, and with a higher accuracy of sentiment categorization.
Finally, future studies could investigate how engagement changes with
time: how audience sentiment and participation changes over the course
of a campaign. Further insights into the sustainability of transmedia
strategies and into their long term impact on audience loyalty could be
revealed in longitudinal studies. This study also extends the understanding
of audience engagement in transmedia storytelling by combining Social
Network Analysis, Sentiment Analysis and Predictive Modeling to
provide a multi-dimensional approach. Findings show the importance of
influencers, sentiment and multimedia content in determining
engagement outcome and offer actionable recommendations for
transmedia strategy optimization. However, the study is limited in terms
of methodology and its contributions set the ground for future research
to explore the interaction between media convergence, storytelling, and
audience dynamics. Using these insights, creators, marketers and
researchers can create more inclusive, meaningful, and emotionally
resonant transmedia experiences that appeal to a range of audiences in a
rapidly convergent media landscape.

References

Adams, C., & Barbour, K. (2022). Transmedia storytelling, diegetic paratexts, and the
limits of real time. Convergence, 28(6), 1515-1530.

Baroni, R., Goudmand, A., & Ryan, M.-L. (2023). Transmedial Narratology and
Transmedia Storytelling. In The Palgrave Handbook of Intermediality (pp. 365-
389). Springer.

Bonifazio, P., & Vito, M. (2021). Convergence Culture and Transmedia Storytelling
in Contemporary Italy. In (Vol. 39, pp. 1-3): Taylor & Francis.

Campus, M. From Console to Screen: A Comparative Analysis of Transmedia
Storytelling in The Last of Us Game and TV Series.

Chen, N., & Li, J. (2024). Links between Video Games and other Media:
Ludonarrative Dissonance and Transmedia Storytelling. ADDT 2023:
Proceedings of the 2nd International Conference on Art Design and Digital
Technology, ADDT 2023, September 15-17, 2023, Xi’an, China,

Dal Yong, J. (2019). Transmedia Storytelling in the Age of Digital Media: East Asian
Perspectives. International Journal of Communication (19328036), 13.

de Figueiredo, C. A. P. (2022). Adapted into multiple media: what happens when
adaptations meet transmedial franchises. Inzerfaces.

DeFelice, C., & Porter, L. (2024). Theaters, social media, and streams: Evaluating
social word-of-mouth patterns of pandemic-era blockbuster films on Twitter.
Convergence, 13548565241236441.

Dowd, T. (2015). Storytelling across worlds: transmedia for creatives and producers. Routledge.

23



Zheyu Xu & Binggin Xie / Transmedia Storytelling and Audience Dynamics: Web...

Freeman, M., & Smith, A. N. (2023). Transmedia/ genre: rethinking genre in a multiplatform
culture. Springer.

Gambarato, R. R. (2024). Transmedia (Anti-Storytelling) Audiences. In The Routledge
Companion to Media Andiences (pp. 210-221). Routledge.

Han, F. (2024). The impact of the book publishing transmedia storytelling model on
business performance: the moderating role of the innovation environment.
Journal of Organizational Change Management, 37(8), 1-17.

Jenkins, H. (2014). Transmedia storytelling and entertainment: An annotated
syllabus. In Ewntertainment Industries (pp. 145-160). Routledge.

Jenkins, H., Uricchio, W., Knight, J., Storey, J., Murray, S., Corrigan, T., Pearson, R.,
& Bould, M. Transmedia: Participatory Culture and Media Convergence.

Joycee, S. (2018). Transmedia storytelling and the apocalypse. Springet.

Kalogeras, S. (2014). Transmedia storytelling and the new era of media convergence in higher
edncation. Springet.

KESHAVARZ, A. Transmedia Storytelling: Theoretical Foundations and Practical
Applications.

Samuel, C. E., & Srishti, R. (2024). An Analysis of Grimms’ Transmedia Storytelling
in the Age of Technology. 2024 International Conference on Trends in
Quantum Computing and Emerging Business Technologies,

Schiller, M. (2018). Transmedia Storytelling. Stories. Screen Narrative in the Digital Age,
97-108.

Scozzese, G., & Cavallini, M. (2023). Transmedia storytelling and transmedia
advertising as tools of communication and promotion. Infernational Journal of
Advances in Management and Economics, 12(02), 1-7.

Tak, M. A. (2024). Transmedia Storytelling—The Dispersion of Meaning in Film
Franchises. Quarterly Review of Film and Video, 41(5), 707-723.

Torres-Toukoumidis, A., Ledén-Alberca, T., & Henriquez-Mendoza, E. (2024).
Echoes of the gothic: transmedia reinterpretations of Edgar Allan Poe’s
legacy in independent films and video games. Huwumanities and Social Sciences
Commmunications, 11(1), 1-12.

Vallejos-Soto, M. A., & Palomino-Flores, P. (2024). Integrating Multimedia in
Journalism: Analysis of Transmedia Practices at El Comercio and La
Republica. International Conference on Communication and Applied
Technologies 2024 (ICOMTA 2024),

Weedon, A. (2021). The Origins of Transmedia Storytelling in Early Twentieth Century
Adaptation. Springer.

Xie, Z., Yin, Y., & Ni, M. (2024). Materializing storyworld, battles of transmedia
storytelling: Trans-fandom cultures of The King's Avatar on Chinese social
media platform. International Journal of Cultural Studies, 13678779241285448.

24



