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Executive Summary 

 

The concept that big-budget blockbuster films utilize product merchandising and 
brand partnerships as significant pre-marketing tactics is not only true but has 
become a central, and in many cases, dominant pillar of a film's entire commercial 
apparatus. These campaigns are no longer ancillary promotional activities; they are a 
sophisticated, multi-billion-dollar ecosystem designed to build immense cultural and 
commercial momentum, create immersive narrative worlds, and de-risk massive 
production investments long before a single ticket is sold. This report demonstrates 
that through a strategic evolution spanning nearly a century, pre-release 
merchandising has transformed from a simple promotional tool into the primary 
engine of the modern blockbuster, often generating revenue that dwarfs box office 
returns and fundamentally reshaping how films are made, marketed, and consumed. 

 

1. The Genesis of a Marketing Juggernaut: A Historical Trajectory 

 

The journey of film-related products from incidental props to indispensable strategic 
assets reveals a clear progression from opportunistic, one-off placements to a 
systemic, industry-defining business model. This history traces a fundamental 
redefinition of a film's core "product"—from the movie itself, to its characters, and 
ultimately, to the entire narrative universe it inhabits. 

 

1.1. The Silent Era and Early Placements (1890s-1950s): From Prop to "Plug" 

 

The practice of featuring branded products is as old as cinema itself, though it was 
initially born of convenience rather than strategic intent. Filmmakers used real-world 
items as props to lend authenticity to their scenes.1 However, even in its nascent 



stages, the commercial potential was apparent enough to draw criticism. The 
prominent placement of the Red Crown Gasoline logo in the 1920 Buster Keaton film 

The Garage was publicly condemned by the trade journal Harrison's Reports, which 
viewed the practice as a harmful commercialization of art.1 Similar critiques were 
leveled against the appearance of Hershey's chocolate in the 1927 Academy 
Award-winning film Wings.1 This era was characterized by informal "tie-ups" and 
"trade outs," where brands provided free products—from cars to candy—to help lower 
production costs in exchange for on-screen exposure, establishing a foundational, 
cost-saving benefit that would later evolve into a powerful revenue-generation 
model.2 

 

1.2. The Disney Anomaly: Pioneering the Vertically Integrated Brand Empire 

 

While most of Hollywood was slow to recognize the commercial power of 
merchandising, the Walt Disney Company proved to be a remarkable exception. The 
strategy began modestly in 1929 with a $300 deal to place Mickey Mouse on writing 
tablets.7 The Disney brothers quickly understood that this extra income was a crucial 
revenue stream that could help finance their expensive and labor-intensive animated 
productions. This insight led to the creation of a vertically integrated brand empire. 
Disney's model was a self-sustaining loop: the films created beloved characters, the 
characters sold merchandise, and the revenue from that merchandise funded the 
creation of more films and characters.6 By the 1930s, a vast range of Disney products, 
from soap to Cartier diamond bracelets, had appeared in global markets, cementing a 
direct-to-consumer relationship that extended the brand's presence far beyond the 
movie theater.7 

 

1.3. The Tipping Point (1970s-1980s): The Star Wars and E.T. Revolution 

 

The modern blockbuster era, ushered in by high-concept films like Jaws (1975), 
created the ideal conditions for a marketing revolution.9 This period was defined by 
two films that fundamentally and permanently altered the relationship between 
movies, merchandise, and marketing. 



Star Wars (1977): This film represents the single most important paradigm shift in the 
history of movie merchandising. George Lucas, in a move of extraordinary foresight, 
negotiated to retain the merchandising and sequel rights from 20th Century Fox in 
exchange for a lower director's salary. The studio, focused on traditional box office 
returns, readily accepted the deal, massively undervaluing the film's intellectual 
property.12 The subsequent explosion in demand for toys was so unexpected that the 
manufacturer, Kenner, was caught completely unprepared. This led to the famous 
"Early Bird Certificate Package"—an empty box containing an IOU for four action 
figures to be delivered later. This shortage only heightened anticipation and desire 
among fans.14 The success of Star Wars merchandise proved that it was not just an 
afterthought but a colossal business in its own right, capable of generating revenue 
that could independently finance future films. This granted Lucas unprecedented 
financial and creative independence and established that the true product was not 
just the film, but the entire universe it introduced.13 

E.T. the Extra-Terrestrial (1982): While Star Wars proved the power of licensed 
merchandise, E.T. cemented the power of in-film product placement as a potent 
marketing tool for external brands. The famous scene where Elliott coaxes the alien 
with Reese's Pieces led to a reported 65% jump in the candy's sales within weeks of 
the premiere.6 This event became an industry legend, triggering a wave of interest 
from manufacturers who now saw film placement as a highly effective and often 
cheaper alternative to traditional advertising.6 The regret expressed by executives at 
M&M's, who had declined the opportunity, spurred other brands to actively seek out 
such deals. This led directly to the professionalization of the product placement 
industry, with a new breed of agent emerging to represent products, not people.2 

This turning point was driven by a transfer of power from studios, which traditionally 
controlled and often undervalued IP, to visionary creators like Lucas who understood 
its long-term potential. By thinking like entrepreneurs, they captured the entire value 
chain that studios had previously ignored, forcing a structural change in the industry 
and leading to the creation of the massive in-house consumer products divisions that 
are standard today.7 

 

2. The Modern Blockbuster Playbook: Merchandising as a 
Pre-Release Marketing Engine 

 



In the contemporary film landscape, pre-release merchandising and brand 
partnership campaigns are not merely promotional; they are the strategic engine that 
drives a blockbuster's entire marketing and financial apparatus. These campaigns are 
designed to build hype, create immersive cultural events, and multiply marketing 
reach long before a film's debut. 

 

2.1. Building the Hype Engine: The "Breadcrumb" Strategy 

 

Modern campaigns operate not as a single, concentrated push but as a sustained, 
multi-month "drip-feed" of information designed to build anticipation over time.18 The 
2023 Barbie campaign was a masterclass in this "breadcrumb" strategy. Long before 
the official release, the studio strategically revealed first-look images of the cast in 
costume, teaser trailers, and announcements of brand partnerships.19 Each reveal was 
calculated to fuel organic discussion and media coverage, creating a constant, 
low-level hum of awareness that methodically crescendoed into a roar by opening 
weekend. This approach is a form of sophisticated psychological priming; by 
surrounding a potential viewer with a film's aesthetic, characters, and products for 
months, the studio creates a deep sense of familiarity and investment before the 
viewer has seen a single frame of the final movie. The decision to buy a ticket 
becomes the natural conclusion to a months-long immersive experience in which the 
consumer has already been participating. 

 

2.2. From Promotion to World-Building: Creating Cultural Events 

 

The ultimate goal of a modern blockbuster campaign is to transform a movie release 
from a simple entertainment product into a "cultural event" that consumers feel 
compelled to participate in.10 This is achieved through experiential marketing and 
immersive partnerships that allow fans to physically "step directly into the vibrant, 
fantastical world" of the film.21 Prime examples include the creation of a real-life 
Barbie Dreamhouse in Malibu, available for rent via Airbnb, and Turkish Airlines 
offering the ability to book fictional flights to Gotham City and Metropolis to promote 

Batman v Superman: Dawn of Justice.5 The film Wicked (2024) followed suit with 
themed pop-up experiences.21 This strategy makes the film's world tangible and 



interactive, fostering a deeper emotional connection and a sense of personal 
investment in the audience that a simple trailer cannot achieve.23 

 

2.3. The Force Multiplier Effect: Leveraging Partner Marketing 

 

A key financial and strategic advantage of this model is the ability to leverage the 
marketing budgets of hundreds of brand partners.25 When a studio like Mattel 
partnered with over 165 brands for Barbie or Universal partnered with more than 70 
for Wicked, each of those brands launched its own promotional activity.20 They feature 
the film's IP in their own advertising, in-store displays, and social media campaigns, 
creating a symbiotic relationship. The film gains a massive, multi-channel boost in 
visibility and media saturation at no direct cost to the studio, while the brand gets to 
"ride the wave of a cultural moment" to drive its own sales and brand equity.25 This 
represents a fundamental de-centralization of film marketing. The studio is no longer 
the sole broadcaster of the marketing message but acts as the central hub of a vast, 
distributed network of partners who amplify the message on a scale the studio could 
never achieve alone. 

 

2.4. Generating Organic Buzz: The Earned Media Machine 

 

A primary objective of these pre-release product drops and partnerships is to 
generate "earned media"—the invaluable word-of-mouth, social media sharing, and 
press coverage that cannot be bought.29 The highly Instagrammable nature of the 
Barbie pop-up events and the viral success of the Barbie Selfie Generator, which 
garnered 13 million users before the movie's release, were meticulously designed to 
encourage user-generated content.20 This effectively turns the audience into a 
volunteer marketing army. Even unpredictable cultural moments like the 
"Barbenheimer" phenomenon were fueled by the distinct and highly marketable brand 
identities that both films had cultivated through months of pre-release marketing, 
demonstrating how a strong brand presence can create powerful, self-perpetuating 
conversations.20 

 



3. Anatomy of a Modern Campaign: In-Depth Case Studies 

 

The strategic playbook of pre-release merchandising and partnerships is not 
one-size-fits-all. It is adapted and customized based on the nature of the intellectual 
property, the target audience, and the overall commercial goals. An examination of 
several key franchises reveals how this strategy is executed in practice. 

 

3.1. The Star Wars Paradigm: The Blueprint for Universe-Building 

 

Star Wars created the foundational blueprint for turning a film into a 
multi-generational hobby. Lucasfilm pioneered the integration of product 
development directly into the filmmaking process, conceiving a universe rich with 
characters, vehicles, and worlds ripe for merchandising.15 The initial strategy focused 
on mass-market toys, with the 3.75-inch action figure becoming an industry 
standard.32 During the years between trilogies, the strategy shrewdly shifted to 
high-end collectibles and video games to keep adult fans engaged.32 With the Disney 
acquisition, the approach expanded into a comprehensive transmedia ecosystem, 
incorporating tech-integrated products like app-connected droids and localized 
merchandise for global markets.32 The franchise's enduring power lies in its ability to 
sustain itself for decades through merchandise, proving that the film can serve as a 
launchpad for a much larger, more durable commercial empire.12 

 

3.2. The Marvel Cinematic Universe (MCU): A Masterclass in Segmented 
Engagement 

 

The genius of the MCU's strategy lies in its use of a vast roster of characters to 
segment its audience and, by extension, its merchandise.34 Marvel Studios doesn't just 
market "Marvel"; it markets Iron Man, Captain America, Black Panther, and dozens of 
other heroes, each with a distinct persona and set of values. This allows for the 
creation of character-driven storylines and themed products that appeal to specific 
consumer identities—sophisticated tech for Iron Man fans, traditional patriotism for 
Captain America fans.34 The marketing for Black Panther exemplified this by 



specifically targeting Black audiences and embracing the cultural significance of the 
first major Black superhero, aligning with social movements and turning the film into a 
cultural phenomenon that transcended the comic book genre.18 The MCU 
demonstrates how to manage a sprawling universe by using merchandise to foster 
deep, personal connections with individual characters, thereby building a massive and 
diverse coalition of fans under a single brand umbrella. 

 

3.3. The Barbie Phenomenon (2023): Achieving Cultural Ubiquity 

 

The Barbie campaign represents the current apex of the pre-release partnership 
strategy. The goal was a full-scale cultural takeover, making the Barbie brand and its 
signature pink aesthetic inescapable for months. To appeal to both nostalgic adults 
and a new generation, the campaign employed self-aware humor and the 
aforementioned "breadcrumb" approach.19 This was executed through an 
unprecedented 165+ brand partnerships across every conceivable consumer 
category: fashion (Gap, Aldo), beauty (NYX, OPI), food (Burger King, Cold Stone), 
travel (Airbnb), gaming (Xbox), and even dating apps (Bumble).20 With an estimated 
marketing budget of $150 million, the campaign proved that a pre-release partnership 
blitz could become so pervasive that it becomes a news story in itself, generating 
billions of media impressions and making the film a "must-see" event for fear of being 
left out of the global conversation.20 

 

3.4. The Minions Approach: Saturation Through Chaotic Ubiquity 

 

The Minions franchise demonstrates that for certain types of IP, the strategy can 
succeed through sheer, overwhelming presence. Leveraging the simple, recognizable, 
and chaotic nature of its characters, Universal Pictures pursued maximum market 
saturation with a high volume of diverse and often unconventional brand partnerships. 
For Minions: The Rise of Gru, partners included expected players like McDonald's and 
IHOP, but also a bizarrely extensive list that featured Liberty Mutual insurance, 
HelloFresh, CarMax, packaged salads, vegan muffins, shower heads, and 
Tupperware.36 The sheer randomness of the partnerships became a viral talking point, 
perfectly mirroring the chaotic energy of the Minions themselves.36 This approach 
shows that a brand's flexibility can make it a highly attractive partner for a wide range 



of companies seeking to tap into its broad, family-friendly appeal. 

 

3.5. The Wicked Playbook (2024) 

 

The campaign for the 2024 film Wicked served as a case study confirming that the 
Barbie model had become the new blockbuster doctrine. Universal directly followed 
the playbook, creating a pervasive pre-release ecosystem built on over 70 high-profile 
brand collaborations, including LEGO, Mattel, Crocs, Swarovski, and Target, which 
launched over 150 themed products.22 The campaign explicitly used the film's 
signature pink and green color scheme as a branding device, just as Barbie leveraged 
pink.22 

Wicked demonstrated the industry's rapid adoption of this pre-release, 
partnership-heavy marketing strategy as the new standard for major event films. 

 

3.6. The Streaming Playbook: Happy Gilmore 2 (2025) 

 

The pre-release merchandising model is no longer confined to theatrical 
blockbusters, as demonstrated by the massive campaign for Netflix's upcoming 
sequel, Happy Gilmore 2, set to release on July 25, 2025.50 The film's promotion 
illustrates that major streaming releases are now adopting the same sophisticated, 
product-driven marketing strategies to build hype and create cultural moments, even 
without a traditional box office run.55 The campaign for Happy Gilmore 2 is particularly 
notable for its deep integration with the world of golf, turning on-screen gags into 
tangible, high-end consumer products. 

Leading golf equipment manufacturers Callaway and Odyssey have partnered with 
Netflix to launch a collection of limited-edition gear, blurring the line between movie 
memorabilia and functional sporting equipment.52 The centerpiece of this 
collaboration is a replica of Happy's iconic hockey-stick putter, updated by Odyssey 
for the sequel.54 This collector's item, priced at $499.99, features modern putter 
technology like Odyssey's White Hot insert but is designed as a novelty piece that is 
non-conforming for official tournament play.54 

The partnership extends to usable on-course equipment with the release of 



limited-edition Callaway Chrome Tour golf balls.56 These balls, which retail for $59.99 a 
dozen, feature designs and quotes from the franchise, such as "Just tap it in" and "It's 
all in the hips," allowing fans to bring a piece of the movie's humor directly into their 
game.57 

Beyond the golf-specific merchandise, the campaign follows the broad partnership 
model of theatrical blockbusters. Collaborations with major brands like Subway and 
U.S. Bank further amplify the film's presence.55 Subway is offering a "Happy Gilmore 
Meal" complete with four different limited-edition collectible cups, while U.S. Bank has 
signed on as a premiere sponsor within the film, creating custom TV spots featuring 
PGA Tour pro Collin Morikawa.60 

The Happy Gilmore 2 strategy confirms that for major intellectual properties, the 
distribution platform—whether theatrical or streaming—is becoming secondary to the 
pre-release marketing blitz. By creating a wide array of consumer products, especially 
functional items that integrate into fans' lifestyles, studios can generate significant 
buzz and revenue streams, proving that the blockbuster merchandising playbook is 
now a core component of major streaming-first releases. 

These campaigns reveal that partnerships are a form of narrative extension. The 
brands chosen help define the world and its characters for the audience before the 
film does. A James Bond partnership with Aston Martin communicates luxury and 
sophistication 3, while Barbie's collaborations with myriad consumer brands 
communicate that her world is our world, just filtered through her aesthetic.20 This 
careful curation of partners is a form of storytelling in itself. Consequently, this 
success is creating a feedback loop influencing film development. The 
"merchandise-ability" of a concept and its potential for brand partnerships are now 
key considerations from the earliest stages of a project, potentially prioritizing films 
with easily translatable worlds over more nuanced dramas.8 

 

4. The Economic Symbiosis: Analyzing Financial Impact and ROI 

 

The financial scale of merchandising and brand partnerships is immense, confirming 
that this strategy is not just a marketing tactic but a core profit center for the modern 
film industry. The financial model of a blockbuster is now best understood as a new 
product launch for a consumer brand, where the film itself serves as the high-cost 
marketing event to establish an intellectual property platform designed for long-term, 



high-margin revenue generation. 

 

4.1. The Multi-Billion Dollar Market 

 

The global movie merchandise market is a financial behemoth. It was valued at over 
USD $31.8 billion in 2022 and is projected to reach over $40.6 billion by 2028.42 The 
broader market for all TV and movie merchandise is forecast to grow by over $100 
billion between 2024 and 2028.44 Licensed entertainment products consistently 
generate tens of billions in annual retail sales, with a significant portion derived 
directly from blockbuster film properties.6 

 

4.2. Revenue Streams: Beyond the Ticket 

 

Studios profit from merchandising through a brilliantly low-risk licensing model. 
Instead of manufacturing products themselves, they license their intellectual property 
(characters, logos, artwork) to third-party manufacturers, or licensees. These 
licensees incur all the costs and risks associated with manufacturing, distribution, and 
inventory.6 In return, the studio (the licensor) typically receives a non-refundable 
advance payment against future sales, plus a royalty on every product sold, often 
ranging from 5% to 10% of the wholesale price.6 This model effectively insulates the 
studio from the financial downside of unsold merchandise while providing a steady, 
high-margin revenue stream that flows directly to the bottom line. 

 

4.3. The Inversion of Profit Centers: When Merchandise Out-Earns the Movie 

 

For many of the biggest franchises, merchandise revenue is not merely 
supplementary; it is the primary source of profit, often dwarfing the box office 
receipts that are publicly perceived as the main measure of success. A significant 
portion of this merchandise—typically around 40%—is sold before the film is even 
released, acting as both an early revenue stream and a real-time market research tool 
to gauge audience interest.6 This pre-release revenue provides a substantial financial 



cushion, hedging against the risk of a film underperforming at the box office. 

The following table provides a stark, quantitative visualization of this phenomenon for 
several major franchises. 

 
Franchise Approximate 

Box Office 
Revenue 

Approximate 
Merchandise 
Revenue 

Revenue 
Multiple 
(Merch/Box 
Office) 

Source(s) 

Star Wars $10.3 billion $32 billion ~3.1x 41 

Cars $462 million 
(first film) 

$10 billion ~21.6x 41 

Toy Story $3 billion $9 billion ~3.0x 41 

Frozen $2.7 billion $5 billion+ ~1.9x+ 41 

The Lion King $968 million 
(original film) 

$3 billion ~3.1x 41 

This data compellingly demonstrates that the film often functions as an elaborate and 
expensive advertisement for a much larger and more lucrative consumer products 
business. 

 

4.4. Measuring the Unseen Value: Media Impact Value (MIV) and Brand Lift 

 

Beyond the direct revenue from royalties, brand partnerships generate immense 
marketing value that can be quantified. Metrics like Media Impact Value (MIV) are 
used to calculate the monetary value of media placements, social media mentions, 
and other forms of exposure.27 For example, the Wicked collaboration with Ariana 
Grande's r.e.m. beauty generated an estimated $17 million in MIV, while a single red 
carpet moment where Schiaparelli dressed Margot Robbie for a Barbie premiere 
generated $2.1 million in MIV for the fashion house.27 These partnerships also result in 
a significant and lasting "brand lift" for the partner company. The fashion brand Aldo, 
for instance, saw a sustained lift in brand demand and elevated search levels for a full 
12 months following its successful 



Barbie collaboration.27 

 

5. Navigating the Perils: Risks, Criticisms, and Strategic 
Considerations 

 

Despite its immense financial success, the strategy of pervasive pre-release 
merchandising and brand partnerships is fraught with significant risks, criticisms, and 
ethical challenges. The core tension of the modern blockbuster model is the conflict 
between commercial optimization and cultural resonance; the very tactics that 
maximize reach and revenue can also dilute artistic integrity and create public 
backlash. 

 

5.1. Brand Dilution and Consumer Fatigue 

 

The sheer volume of collaborations can lead to oversaturation and "collaboration 
fatigue" among consumers.27 When a film's branding is attached to hundreds of 
products, its cultural currency can feel cheapened. Critics of the massive Wicked 
campaign described it as "heavy-handed culture-jacking," suggesting that when a 
campaign becomes too ubiquitous, it can be perceived as an inauthentic cash grab 
rather than a creative collaboration.27 The risk is that the audience, which is becoming 
increasingly sophisticated and aware of these marketing machinations, will lose 
interest or actively reject campaigns that feel cynical.27 

 

5.2. Reputational Contagion: The Risk of Toxic Partnerships 

 

A brand partnership is a public marriage of values, and if one partner becomes 
embroiled in scandal, the negative association can be toxic for the other.46 A stark 
case study is the partnership between Lexus and The Weinstein Company. For years, 
Lexus collaborated with the studio to produce short films, aligning its luxury car brand 
with world-class filmmaking. This partnership became a severe liability following the 



horrific revelations of sexual harassment by founder Harvey Weinstein, instantly 
associating the Lexus brand with a toxic and disgraced entity.46 This highlights the 
critical need for deep ethical due diligence on potential partners, as a misalignment of 
values or a partner's misconduct can lead to severe and lasting reputational damage. 

 

5.3. Trivializing Art: When Marketing Undermines the Message 

 

A significant ethical risk arises when films with serious themes are marketed with 
frivolous, tone-deaf campaigns that trivialize their subject matter.47 The marketing for 
the 2024 film It Ends With Us, which deals with domestic violence, was widely 
criticized for its light, "girls' night out" tone, featuring floral-themed pop-ups and 
social media posts that completely clashed with the grim reality of its story.47 Similarly, 
the marketing for Joker (2019) was accused of glorifying the character's chaotic 
violence while downplaying the film's more nuanced exploration of mental illness and 
societal neglect, sparking debate about the responsible marketing of sensitive 
content.47 Such strategies risk alienating audiences who take these issues seriously 
and undermine the film's core message for the sake of commercial appeal. 

 

5.4. The Tail Wagging the Dog: Market Research Stifling Creativity 

 

A pervasive criticism within the creative community is that the industry's over-reliance 
on market research and the commercial imperative to create "merchandise-able" 
content is leading to creatively bankrupt, formulaic filmmaking.48 Scripts are often 
altered and films are greenlit based on what data suggests will appeal to the broadest 
possible "four-quadrant" audience. This can result in films that feel "soulless," with 
underdeveloped characters and a constant barrage of action designed to tick boxes 
rather than pursue a singular artistic vision.48 The commercial pressures to secure 
hundreds of brand partners and sell billions in merchandise can preemptively sand 
down the sharp, interesting edges of a story, prioritizing profit over art. 

 

6. The Future of Film-Brand Integration: Trends and 



Recommendations 

 

The use of pre-release merchandising and brand partnerships has irrevocably 
transformed the blockbuster model, shifting the industry's economic center of gravity 
from the box office to the retail shelf. The future trajectory of this strategy will be 
defined by deeper technological integration, a greater emphasis on authentic 
experiences, and an increasingly sophisticated consumer base. 

 

6.1. Emerging Trends 

 

●​ Deepening Digital Integration: The future lies beyond simple social media 
posts. Campaigns will increasingly use sophisticated digital tools like AI-powered 
selfie generators (as seen with Barbie), CGI-driven "fake out-of-home" 
advertising (like the giant Barbie next to the Burj Khalifa), and immersive in-game 
collaborations on platforms like Roblox and Fortnite to engage younger 
audiences.20 

●​ The Rise of Experiential "IRL" Partnerships: There is a clear shift away from 
passive on-screen product placement toward active, "in real life" experiences. 
These activations allow fans to participate in the narrative, blurring the lines 
between the film's world and their own and creating more personal, memorable 
connections.24 

●​ Sustainability and Values-Driven Alignment: Consumers, particularly younger 
demographics, are demanding more from the brands they support. This is leading 
to a greater emphasis on eco-friendly licensed products and partnerships with 
brands that demonstrate a genuine commitment to corporate and social 
responsibility.23 Authenticity in values will become a key differentiator. 

●​ Hyper-Personalization: Technology will enable more personalized fan 
experiences. App-connected toys that interact with film dialogue, and 
NFC-tagged collectibles that unlock exclusive digital content, will deepen the 
parasocial relationship between the consumer and the intellectual property, 
fostering greater loyalty.32 

 

6.2. Strategic Recommendations 



 

For Film Studios: 

●​ Prioritize World-Building IP: Focus on developing and acquiring intellectual 
property with strong world-building potential, multi-generational appeal, and 
clear avenues for merchandising and experiential extension. 

●​ Treat Partnerships as Casting: Select brand partners with the same care as 
casting an actor. Ensure there is a deep thematic and value alignment to maintain 
authenticity and mitigate the significant reputational risks of a "toxic partnership." 

●​ Invest in Centralized Brand Management: A successful campaign involving 
hundreds of partners requires a robust, centralized brand management team to 
coordinate the complex, decentralized network, ensuring a cohesive message and 
high-quality execution across all channels. 

For Brand Partners: 

●​ Prioritize Authenticity Over Trends: Do not simply chase the next big 
blockbuster. Seek partnerships that are an authentic fit for your brand's core 
values and target audience. A misaligned partnership can do more harm to brand 
perception than good.27 

●​ Focus on Quality and Creativity: A single, deeply integrated, and creative 
collaboration that resonates with fans will deliver a stronger return on investment 
than dozens of superficial logo-slaps. 

●​ Think Beyond the Screen: Propose creative experiential activations and valuable 
digital content that genuinely enhance the fan experience rather than just 
passively appearing in the film. 

The modern blockbuster is no longer just a film; it is the launch event for a vast 
consumer product empire. While this strategy has unlocked unprecedented financial 
success and cultural reach, it has also introduced complex risks and creative 
pressures. The future will belong to those studios and brands that can navigate this 
landscape with intelligence and integrity, forging authentic, value-aligned 
partnerships that enhance—rather than undermine—the magic of the cinematic 
stories they seek to tell. 

Works cited 

1.​ Product placement - Wikipedia, accessed July 12, 2025, 
https://en.wikipedia.org/wiki/Product_placement 

2.​ The Evolution of Product Placement in Film - NET, accessed July 12, 2025, 
https://eloncdn.blob.core.windows.net/eu3/sites/153/2017/06/07WaltonEJSpring10

https://en.wikipedia.org/wiki/Product_placement
https://eloncdn.blob.core.windows.net/eu3/sites/153/2017/06/07WaltonEJSpring10.pdf


.pdf 
3.​ A History of Product Placement in Movies: What, Where and Why - Canny 

Creative, accessed July 12, 2025, 
https://www.canny-creative.com/history-product-placement-movies-what-wher
e-why/ 

4.​ A History of product placement in movies: 150 cases from 1911 to today - 
VivelaPub, accessed July 12, 2025, 
https://www.vivelapub.fr/en/a-history-of-product-placement-in-movies-150-case
s-from-1911-to-today/ 

5.​ The Evolution of Product Placement in Film - PremiumBeat, accessed July 12, 
2025, https://www.premiumbeat.com/blog/product-placement-in-films/ 

6.​ Movie Merchandising - Entertainment Law Resources - Mark Litwak, accessed 
July 12, 2025, https://www.marklitwak.com/movie-merchandising.html 

7.​ Merchandising | Encyclopedia.com, accessed July 12, 2025, 
https://www.encyclopedia.com/arts/encyclopedias-almanacs-transcripts-and-ma
ps/merchandising 

8.​ MOVIE MERCHANDISING AND ITS CONSUMER PERCEPTION - ToKnowPress, 
accessed July 12, 2025, 
https://toknowpress.net/ISBN/978-961-6914-23-9/papers/ML2018-163.pdf 

9.​ The Evolution and Impact of Film Advertising - SURFACE at Syracuse University, 
accessed July 12, 2025, 
https://surface.syr.edu/cgi/viewcontent.cgi?article=2463&context=honors_capsto
ne 

10.​The Biggest Movie Marketing Campaigns of All Time | Brand Vision, accessed July 
12, 2025, https://www.brandvm.com/post/movie-marketing-campaigns-all-time 

11.​MediaTech Institute Digital Film Presents: A History of the Summer Blockbuster, 
accessed July 12, 2025, 
https://mediatech.edu/mediatech-institute-digital-film-presents-a-history-of-the
-summer-blockbuster/ 

12.​Reaching for the stars? How merchandising became the film industry's golden 
ticket, accessed July 12, 2025, 
https://www.barkerbrettell.co.uk/reaching-for-the-stars-how-merchandising-bec
ame-the-film-industrys-golden-ticket/ 

13.​Cultural impact of Star Wars - Wikipedia, accessed July 12, 2025, 
https://en.wikipedia.org/wiki/Cultural_impact_of_Star_Wars 

14.​Reaching for the stars? How merchandising became the film industry's golden 
ticket., accessed July 12, 2025, 
https://www.citma.org.uk/resources/reaching-for-the-stars-how-merchandising-
became-the-film-industry-s-golden-ticket-blog.html 

15.​Star Wars: A Merchandising Empire | National Air and Space Museum, accessed 
July 12, 2025, 
https://airandspace.si.edu/stories/editorial/star-wars-merchandising-empire 

16.​Brands and movies: a history of product placement - Graphéine, accessed July 
12, 2025, 
https://www.grapheine.com/en/graphic-design-en/brands-and-movies-history-pr

https://eloncdn.blob.core.windows.net/eu3/sites/153/2017/06/07WaltonEJSpring10.pdf
https://www.canny-creative.com/history-product-placement-movies-what-where-why/
https://www.canny-creative.com/history-product-placement-movies-what-where-why/
https://www.vivelapub.fr/en/a-history-of-product-placement-in-movies-150-cases-from-1911-to-today/
https://www.vivelapub.fr/en/a-history-of-product-placement-in-movies-150-cases-from-1911-to-today/
https://www.premiumbeat.com/blog/product-placement-in-films/
https://www.marklitwak.com/movie-merchandising.html
https://www.encyclopedia.com/arts/encyclopedias-almanacs-transcripts-and-maps/merchandising
https://www.encyclopedia.com/arts/encyclopedias-almanacs-transcripts-and-maps/merchandising
https://toknowpress.net/ISBN/978-961-6914-23-9/papers/ML2018-163.pdf
https://surface.syr.edu/cgi/viewcontent.cgi?article=2463&context=honors_capstone
https://surface.syr.edu/cgi/viewcontent.cgi?article=2463&context=honors_capstone
https://www.brandvm.com/post/movie-marketing-campaigns-all-time
https://mediatech.edu/mediatech-institute-digital-film-presents-a-history-of-the-summer-blockbuster/
https://mediatech.edu/mediatech-institute-digital-film-presents-a-history-of-the-summer-blockbuster/
https://www.barkerbrettell.co.uk/reaching-for-the-stars-how-merchandising-became-the-film-industrys-golden-ticket/
https://www.barkerbrettell.co.uk/reaching-for-the-stars-how-merchandising-became-the-film-industrys-golden-ticket/
https://en.wikipedia.org/wiki/Cultural_impact_of_Star_Wars
https://www.citma.org.uk/resources/reaching-for-the-stars-how-merchandising-became-the-film-industry-s-golden-ticket-blog.html
https://www.citma.org.uk/resources/reaching-for-the-stars-how-merchandising-became-the-film-industry-s-golden-ticket-blog.html
https://airandspace.si.edu/stories/editorial/star-wars-merchandising-empire
https://www.grapheine.com/en/graphic-design-en/brands-and-movies-history-product-placement


oduct-placement 
17.​The Evolution of Product Placement: A Marketing Phenomenon - Glenmont 

Consulting, accessed July 12, 2025, 
https://glenmont.co/the-evolution-of-product-placement-a-marketing-phenome
non/ 

18.​7 Memorable Movie Marketing Campaigns Worth Stealing - Brafton, accessed 
July 12, 2025, 
https://www.brafton.com/blog/content-marketing/7-memorable-movie-marketin
g-campaigns-worth-stealing-from/ 

19.​Case Study: The Movie, “Barbie”. - Nucleus Vision, accessed July 12, 2025, 
https://nucleusvision.digital/case-study-the-movie-barbie/ 

20.​Hi Barbie! Inside the Barbie Movie Marketing Strategy ..., accessed July 12, 2025, 
https://marcom.com/the-year-of-barbie-a-marketing-case-study/ 

21.​Film Marketing Campaigns That Changed The Game - LoudLocal, accessed July 
12, 2025, 
https://www.loudlocal.co.uk/knowledge-hub-and-blog/film-marketing-campaign
s-that-changed-the-game 

22.​“Wicked” Goes Big on Collaborations | Kerin & Hartley Marketing, accessed July 
12, 2025, 
https://kerinmarketing.com/2025/01/29/wicked-goes-big-on-collaborations/ 

23.​Merch Mania: How Branded Products Boost Film Earnings, accessed July 12, 
2025, 
https://beverlyboy.com/film-technology/merch-mania-how-branded-products-b
oost-film-earnings/ 

24.​Brands are pivoting from product placement to IRL partnerships - MediaCat UK, 
accessed July 12, 2025, 
https://mediacat.uk/brands-are-pivoting-from-product-placement-to-irl-partner
ships/ 

25.​Hitching a Ride on the Hype: The Benefits of Co-Branding with Movies, accessed 
July 12, 2025, 
https://blog.hollywoodbranded.com/hitching-a-ride-on-the-hype-the-benefits-o
f-co-branding-with-movies 

26.​Oscar-worthy Promotional Tactics to Activate Brand-Movie Partnerships - 
Benamic, accessed July 12, 2025, 
https://www.benamic.com/blog/oscar-worthy-promotional-tactics-activate-bran
d-movie-partnerships/ 

27.​From Posters To Partnerships: What To Learn From Movie Marketing - Forbes, 
accessed July 12, 2025, 
https://www.forbes.com/councils/forbescommunicationscouncil/2025/01/28/from
-posters-to-partnerships-what-to-learn-from-movie-marketing/ 

28.​The Art of Collaboration - IMPACT Magazine, accessed July 12, 2025, 
https://www.impactonnet.com/spotlight/the-art-of-collaboration-8536.html 

29.​Film marketing tactics every brand can use in 2025 - ContentGrip, accessed July 
12, 2025, https://www.contentgrip.com/film-marketing-strategies/ 

30.​What is Film Marketing — How to Sell Movies to an Audience - StudioBinder, 

https://www.grapheine.com/en/graphic-design-en/brands-and-movies-history-product-placement
https://glenmont.co/the-evolution-of-product-placement-a-marketing-phenomenon/
https://glenmont.co/the-evolution-of-product-placement-a-marketing-phenomenon/
https://www.brafton.com/blog/content-marketing/7-memorable-movie-marketing-campaigns-worth-stealing-from/
https://www.brafton.com/blog/content-marketing/7-memorable-movie-marketing-campaigns-worth-stealing-from/
https://nucleusvision.digital/case-study-the-movie-barbie/
https://marcom.com/the-year-of-barbie-a-marketing-case-study/
https://www.loudlocal.co.uk/knowledge-hub-and-blog/film-marketing-campaigns-that-changed-the-game
https://www.loudlocal.co.uk/knowledge-hub-and-blog/film-marketing-campaigns-that-changed-the-game
https://kerinmarketing.com/2025/01/29/wicked-goes-big-on-collaborations/
https://beverlyboy.com/film-technology/merch-mania-how-branded-products-boost-film-earnings/
https://beverlyboy.com/film-technology/merch-mania-how-branded-products-boost-film-earnings/
https://mediacat.uk/brands-are-pivoting-from-product-placement-to-irl-partnerships/
https://mediacat.uk/brands-are-pivoting-from-product-placement-to-irl-partnerships/
https://blog.hollywoodbranded.com/hitching-a-ride-on-the-hype-the-benefits-of-co-branding-with-movies
https://blog.hollywoodbranded.com/hitching-a-ride-on-the-hype-the-benefits-of-co-branding-with-movies
https://www.benamic.com/blog/oscar-worthy-promotional-tactics-activate-brand-movie-partnerships/
https://www.benamic.com/blog/oscar-worthy-promotional-tactics-activate-brand-movie-partnerships/
https://www.forbes.com/councils/forbescommunicationscouncil/2025/01/28/from-posters-to-partnerships-what-to-learn-from-movie-marketing/
https://www.forbes.com/councils/forbescommunicationscouncil/2025/01/28/from-posters-to-partnerships-what-to-learn-from-movie-marketing/
https://www.impactonnet.com/spotlight/the-art-of-collaboration-8536.html
https://www.contentgrip.com/film-marketing-strategies/


accessed July 12, 2025, 
https://www.studiobinder.com/blog/what-is-film-marketing-definition/ 

31.​Lessons in Brand Cross-Promotions from 'Barbenheimer' - PRsay, accessed July 
12, 2025, 
https://prsay.prsa.org/2023/08/30/lessons-in-brand-cross-promotions-from-barb
enheimer/ 

32.​Galactic Branding: How Star Wars Became a Multibillion-Dollar Marketing 
Machine - AMW®, accessed July 12, 2025, 
https://www.amworldgroup.com/blog/star-wars-legacy-marketing-and-pr 

33.​The Evolution of Entertainment Marketing: How Movies Win Audiences in the 
Digital Age, accessed July 12, 2025, 
https://www.amworldgroup.com/blog/entertainment-marketing-for-the-movie-in
dustry 

34.​Phases of Marvel Cinematic Universe: Nailing Your Business's ..., accessed July 12, 
2025, 
https://stellapop.com/phases-of-marvel-cinematic-universe-nailing-your-busines
ss-target-market/ 

35.​How Public Relations Evolved the Barbie Brand - Hawthorne Strategy Group, 
accessed July 12, 2025, 
https://www.hawthornestrategy.com/post/how-public-relations-evolved-the-bar
bie-brand 

36.​The Minions Marketing Team Goes Above and Beyond - TikTok, accessed July 12, 
2025, 
https://www.tiktok.com/@stuffaboutadvertising/video/7115902166161820971 

37.​Minions: The Rise of Gru - Wikipedia, accessed July 12, 2025, 
https://en.wikipedia.org/wiki/Minions:_The_Rise_of_Gru 

38.​Why Are So Many Brands Collaborating with the 'Wicked' Movie? - News @ 
Northeastern, accessed July 12, 2025, 
https://news.northeastern.edu/2024/10/22/wicked-movie-marketing/ 

39.​Universal Pictures' 'Wicked' Secures New Licensing Deals Ahead of Release, 
accessed July 12, 2025, https://toybook.com/universal-pictures-wicked-licensing/ 

40.​Film Financing through Product Placement and Brand Partnerships: A Win-Win 
Scenario, accessed July 12, 2025, 
https://thereactionlab.com/blog/film-financing-through-product-placement-and
-brand-partnerships-a-win-win-scenario 

41.​8 movies that sold more toys and merchandise than tickets | Tatler Asia, accessed 
July 12, 2025, 
https://www.tatlerasia.com/lifestyle/entertainment/succesful-movie-merchandise 

42.​12 Surprising Branded Merchandise Statistics - Custom Sock Club, accessed July 
12, 2025, 
https://custom.sockclub.com/blogs/12-surprising-branded-merchandise-statistic
s 

43.​Movie Merchandise Market Size, Share & Growth [2025 To 2033], accessed July 
12, 2025, 
https://www.businessresearchinsights.com/market-reports/movie-merchandise-

https://www.studiobinder.com/blog/what-is-film-marketing-definition/
https://prsay.prsa.org/2023/08/30/lessons-in-brand-cross-promotions-from-barbenheimer/
https://prsay.prsa.org/2023/08/30/lessons-in-brand-cross-promotions-from-barbenheimer/
https://www.amworldgroup.com/blog/star-wars-legacy-marketing-and-pr
https://www.amworldgroup.com/blog/entertainment-marketing-for-the-movie-industry
https://www.amworldgroup.com/blog/entertainment-marketing-for-the-movie-industry
https://stellapop.com/phases-of-marvel-cinematic-universe-nailing-your-businesss-target-market/
https://stellapop.com/phases-of-marvel-cinematic-universe-nailing-your-businesss-target-market/
https://www.hawthornestrategy.com/post/how-public-relations-evolved-the-barbie-brand
https://www.hawthornestrategy.com/post/how-public-relations-evolved-the-barbie-brand
https://www.tiktok.com/@stuffaboutadvertising/video/7115902166161820971
https://en.wikipedia.org/wiki/Minions:_The_Rise_of_Gru
https://news.northeastern.edu/2024/10/22/wicked-movie-marketing/
https://toybook.com/universal-pictures-wicked-licensing/
https://thereactionlab.com/blog/film-financing-through-product-placement-and-brand-partnerships-a-win-win-scenario
https://thereactionlab.com/blog/film-financing-through-product-placement-and-brand-partnerships-a-win-win-scenario
https://www.tatlerasia.com/lifestyle/entertainment/succesful-movie-merchandise
https://custom.sockclub.com/blogs/12-surprising-branded-merchandise-statistics
https://custom.sockclub.com/blogs/12-surprising-branded-merchandise-statistics
https://www.businessresearchinsights.com/market-reports/movie-merchandise-market-102349


market-102349 
44.​TV and Movie Merchandise Market to Grow by USD 103.5 Billion (2024-2028), 

E-Commerce Growth Boosts Revenue, Report on AI-Powered Market Evolution - 
Technavio - PR Newswire, accessed July 12, 2025, 
https://www.prnewswire.com/news-releases/tv-and-movie-merchandise-market
-to-grow-by-usd-103-5-billion-2024-2028-e-commerce-growth-boosts-revenu
e-report-on-ai-powered-market-evolution---technavio-302355294.html 

45.​Not the Devil you Think it is: the Role of Brand Partnerships in Feature Filmmaking 
- FilmInk, accessed July 12, 2025, 
https://www.filmink.com.au/not-the-devil-you-think-it-is-the-role-of-brand-part
nerships-in-feature-filmmaking/ 

46.​The Risks of Toxic Brand Partnerships | by David Langton | Medium, accessed July 
12, 2025, 
https://davidlangton.medium.com/the-risks-of-toxic-brand-partnerships-e87b9d
3b0b2f 

47.​Movie marketing misses the message – The Wildcat Tribune, accessed July 12, 
2025, 
https://thewildcattribune.com/19580/opinion/movie-marketing-misses-the-mess
age/ 

48.​Market Research is ruining the creativity of Movies (Particularly blockbusters) and 
it is something that may sadly never go away. : r/TrueFilm - Reddit, accessed July 
12, 2025, 
https://www.reddit.com/r/TrueFilm/comments/mj42vz/market_research_is_ruining
_the_creativity_of/ 

49.​How Can Movies Boost Brand Marketing? | Fashionbi, accessed July 12, 2025, 
https://www.fashionbi.com/insights/how-can-movies-boost-brand-marketing 

50.​www.amateurgolf.com, accessed July 12, 2025, 
https://www.amateurgolf.com/golf-tournament-news/33438/-Just-Tap-It-In-The-
Happy-Gilmore-2-Putter-Drop 

51.​Happy Gilmore 2 | Official Trailer | Netflix - YouTube, accessed July 12, 2025, 
https://www.youtube.com/watch?v=YKzRPFvky9Y 

52.​'Happy Gilmore 2' leads golf brands to swing big with unique tribute to Adam 
Sandler's iconic role - Fox Business, accessed July 12, 2025, 
https://www.foxbusiness.com/sports/happy-gilmore-2-leads-golf-brands-swing-
big-unique-tribute-adam-sandlers-iconic-role 

53.​Adam Sandler Returns in Happy Gilmore 2 as Netflix Releases First Full Trailer, 
accessed July 12, 2025, 
https://people.com/happy-gilmore-2-full-trailer-adam-sandler-11743577 

54.​Excited About Happy Gilmore 2? Odyssey Has The Perfect Putter For You | 
MyGolfSpy, accessed July 12, 2025, 
https://mygolfspy.com/news-opinion/if-you-are-excited-about-happy-gilmore-2-
odyssey-has-the-perfect-putter-for-you/ 

55.​Netflix takes a swing with brand partners for 'Happy Gilmore 2′ - Sports Business 
Journal, accessed July 12, 2025, 
https://www.sportsbusinessjournal.com/Articles/2025/06/26/netflix-takes-a-swing

https://www.businessresearchinsights.com/market-reports/movie-merchandise-market-102349
https://www.prnewswire.com/news-releases/tv-and-movie-merchandise-market-to-grow-by-usd-103-5-billion-2024-2028-e-commerce-growth-boosts-revenue-report-on-ai-powered-market-evolution---technavio-302355294.html
https://www.prnewswire.com/news-releases/tv-and-movie-merchandise-market-to-grow-by-usd-103-5-billion-2024-2028-e-commerce-growth-boosts-revenue-report-on-ai-powered-market-evolution---technavio-302355294.html
https://www.prnewswire.com/news-releases/tv-and-movie-merchandise-market-to-grow-by-usd-103-5-billion-2024-2028-e-commerce-growth-boosts-revenue-report-on-ai-powered-market-evolution---technavio-302355294.html
https://www.filmink.com.au/not-the-devil-you-think-it-is-the-role-of-brand-partnerships-in-feature-filmmaking/
https://www.filmink.com.au/not-the-devil-you-think-it-is-the-role-of-brand-partnerships-in-feature-filmmaking/
https://davidlangton.medium.com/the-risks-of-toxic-brand-partnerships-e87b9d3b0b2f
https://davidlangton.medium.com/the-risks-of-toxic-brand-partnerships-e87b9d3b0b2f
https://thewildcattribune.com/19580/opinion/movie-marketing-misses-the-message/
https://thewildcattribune.com/19580/opinion/movie-marketing-misses-the-message/
https://www.reddit.com/r/TrueFilm/comments/mj42vz/market_research_is_ruining_the_creativity_of/
https://www.reddit.com/r/TrueFilm/comments/mj42vz/market_research_is_ruining_the_creativity_of/
https://www.fashionbi.com/insights/how-can-movies-boost-brand-marketing
https://www.amateurgolf.com/golf-tournament-news/33438/-Just-Tap-It-In-The-Happy-Gilmore-2-Putter-Drop
https://www.amateurgolf.com/golf-tournament-news/33438/-Just-Tap-It-In-The-Happy-Gilmore-2-Putter-Drop
https://www.youtube.com/watch?v=YKzRPFvky9Y
https://www.foxbusiness.com/sports/happy-gilmore-2-leads-golf-brands-swing-big-unique-tribute-adam-sandlers-iconic-role
https://www.foxbusiness.com/sports/happy-gilmore-2-leads-golf-brands-swing-big-unique-tribute-adam-sandlers-iconic-role
https://people.com/happy-gilmore-2-full-trailer-adam-sandler-11743577
https://mygolfspy.com/news-opinion/if-you-are-excited-about-happy-gilmore-2-odyssey-has-the-perfect-putter-for-you/
https://mygolfspy.com/news-opinion/if-you-are-excited-about-happy-gilmore-2-odyssey-has-the-perfect-putter-for-you/
https://www.sportsbusinessjournal.com/Articles/2025/06/26/netflix-takes-a-swing-with-brand-partners-for-happy-gilmore-2/


-with-brand-partners-for-happy-gilmore-2/ 
56.​Callaway Is Launching The Happy Gilmore 2 Limited Edition Odyssey Hockey Stick 

Putters and Golf Balls to Celebrate The Release Of The Highly Anticipated Movie - 
PR Newswire, accessed July 12, 2025, 
https://www.prnewswire.com/news-releases/callaway-is-launching-the-happy-gil
more-2-limited-edition-odyssey-hockey-stick-putters-and-golf-balls-to-celebra
te-the-release-of-the-highly-anticipated-movie-302502917.html 

57.​After 30 years, the legendary Happy Gilmore putter is back, and it's selling fast, 
accessed July 12, 2025, 
https://m.economictimes.com/news/international/us/after-30-years-the-legendar
y-happy-gilmore-putter-is-back-and-its-selling-fast/articleshow/122392832.cms?
UTM_Source=Google_Newsstand&UTM_Campaign=RSS_Feed&UTM_Medium=Re
ferral 

58.​Odyssey Celebrates Happy Gilmore 2 With New Hockey Stick Putter - Skratch 
Golf, accessed July 12, 2025, 
https://www.skratch.golf/gear-equipment/gear-equipment/2025-happy-gilmore-
2-putter-hockey-stick-movie 

59.​Callaway Happy Gilmore 2 Chrome Tour: Just Tap It In | MyGolfSpy, accessed July 
12, 2025, 
https://mygolfspy.com/news-opinion/callaway-happy-gilmore-2-chrome-tour-jus
t-tap-it-in/ 

60.​Netflix Swings Big With 'Happy Gilmore 2' Partnerships, accessed July 12, 2025, 
https://about.netflix.com/en/news/netflix-swings-big-with-happy-gilmore-2-partn
erships 

61.​Subway Tees Off Cultural Campaign Around Netflix's Happy Gilmore 2 | 
LBBOnline, accessed July 12, 2025, 
https://lbbonline.com/news/Subway-Happy-Gilmore-2-Netflix-Campaign 

62.​Subway® Returns to the Fairway with Happy Gilmore Meal and Collectible Cups - 
Jun 26, 2025, accessed July 12, 2025, 
https://newsroom.subway.com/2025-06-26-Subway-R-Returns-to-the-Fairway-
with-Happy-Gilmore-Meal-and-Collectible-Cups 

https://www.sportsbusinessjournal.com/Articles/2025/06/26/netflix-takes-a-swing-with-brand-partners-for-happy-gilmore-2/
https://www.prnewswire.com/news-releases/callaway-is-launching-the-happy-gilmore-2-limited-edition-odyssey-hockey-stick-putters-and-golf-balls-to-celebrate-the-release-of-the-highly-anticipated-movie-302502917.html
https://www.prnewswire.com/news-releases/callaway-is-launching-the-happy-gilmore-2-limited-edition-odyssey-hockey-stick-putters-and-golf-balls-to-celebrate-the-release-of-the-highly-anticipated-movie-302502917.html
https://www.prnewswire.com/news-releases/callaway-is-launching-the-happy-gilmore-2-limited-edition-odyssey-hockey-stick-putters-and-golf-balls-to-celebrate-the-release-of-the-highly-anticipated-movie-302502917.html
https://m.economictimes.com/news/international/us/after-30-years-the-legendary-happy-gilmore-putter-is-back-and-its-selling-fast/articleshow/122392832.cms?UTM_Source=Google_Newsstand&UTM_Campaign=RSS_Feed&UTM_Medium=Referral
https://m.economictimes.com/news/international/us/after-30-years-the-legendary-happy-gilmore-putter-is-back-and-its-selling-fast/articleshow/122392832.cms?UTM_Source=Google_Newsstand&UTM_Campaign=RSS_Feed&UTM_Medium=Referral
https://m.economictimes.com/news/international/us/after-30-years-the-legendary-happy-gilmore-putter-is-back-and-its-selling-fast/articleshow/122392832.cms?UTM_Source=Google_Newsstand&UTM_Campaign=RSS_Feed&UTM_Medium=Referral
https://m.economictimes.com/news/international/us/after-30-years-the-legendary-happy-gilmore-putter-is-back-and-its-selling-fast/articleshow/122392832.cms?UTM_Source=Google_Newsstand&UTM_Campaign=RSS_Feed&UTM_Medium=Referral
https://www.skratch.golf/gear-equipment/gear-equipment/2025-happy-gilmore-2-putter-hockey-stick-movie
https://www.skratch.golf/gear-equipment/gear-equipment/2025-happy-gilmore-2-putter-hockey-stick-movie
https://mygolfspy.com/news-opinion/callaway-happy-gilmore-2-chrome-tour-just-tap-it-in/
https://mygolfspy.com/news-opinion/callaway-happy-gilmore-2-chrome-tour-just-tap-it-in/
https://about.netflix.com/en/news/netflix-swings-big-with-happy-gilmore-2-partnerships
https://about.netflix.com/en/news/netflix-swings-big-with-happy-gilmore-2-partnerships
https://lbbonline.com/news/Subway-Happy-Gilmore-2-Netflix-Campaign
https://newsroom.subway.com/2025-06-26-Subway-R-Returns-to-the-Fairway-with-Happy-Gilmore-Meal-and-Collectible-Cups
https://newsroom.subway.com/2025-06-26-Subway-R-Returns-to-the-Fairway-with-Happy-Gilmore-Meal-and-Collectible-Cups

	Beyond the Box Office: How Pre-Release Merchandising and Brand Partnerships Forge the Modern Blockbuster 
	Executive Summary 
	1. The Genesis of a Marketing Juggernaut: A Historical Trajectory 
	1.1. The Silent Era and Early Placements (1890s-1950s): From Prop to "Plug" 
	1.2. The Disney Anomaly: Pioneering the Vertically Integrated Brand Empire 
	1.3. The Tipping Point (1970s-1980s): The Star Wars and E.T. Revolution 

	2. The Modern Blockbuster Playbook: Merchandising as a Pre-Release Marketing Engine 
	2.1. Building the Hype Engine: The "Breadcrumb" Strategy 
	2.2. From Promotion to World-Building: Creating Cultural Events 
	2.3. The Force Multiplier Effect: Leveraging Partner Marketing 
	2.4. Generating Organic Buzz: The Earned Media Machine 

	3. Anatomy of a Modern Campaign: In-Depth Case Studies 
	3.1. The Star Wars Paradigm: The Blueprint for Universe-Building 
	3.2. The Marvel Cinematic Universe (MCU): A Masterclass in Segmented Engagement 
	3.3. The Barbie Phenomenon (2023): Achieving Cultural Ubiquity 
	3.4. The Minions Approach: Saturation Through Chaotic Ubiquity 
	3.5. The Wicked Playbook (2024) 
	3.6. The Streaming Playbook: Happy Gilmore 2 (2025) 

	4. The Economic Symbiosis: Analyzing Financial Impact and ROI 
	4.1. The Multi-Billion Dollar Market 
	4.2. Revenue Streams: Beyond the Ticket 
	4.3. The Inversion of Profit Centers: When Merchandise Out-Earns the Movie 
	4.4. Measuring the Unseen Value: Media Impact Value (MIV) and Brand Lift 

	5. Navigating the Perils: Risks, Criticisms, and Strategic Considerations 
	5.1. Brand Dilution and Consumer Fatigue 
	5.2. Reputational Contagion: The Risk of Toxic Partnerships 
	5.3. Trivializing Art: When Marketing Undermines the Message 
	5.4. The Tail Wagging the Dog: Market Research Stifling Creativity 

	6. The Future of Film-Brand Integration: Trends and Recommendations 
	6.1. Emerging Trends 
	6.2. Strategic Recommendations 
	Works cited 




