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ABSTRACT 

The success of the premiere of the film Barbie is undeniable in terms of box 
office and social impact; however, another of the aspects in which the film 
stands out is its impact in terms of communication and promotion. The 
aim of this paper is to analyse the impact that the official Barbie account 
had on social networks during the week of the premiere.  To achieve this 
objective, a quantitative methodology based on the Fanpage Karma social 
network analysis tools was used. Among the main results, it is worth 
highlighting that TikTok emerges as the communication and marketing 
channel that generates the most engagement, to the detriment of 
Facebook and Twitter (X). 
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