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Abstract. The present research aims to analyze the impact of digital
communication strategies of the Harry Potter fan group through transmedia in
2023 in a Facebook fan group. This franchise is one of the most successful
entertainment stories. Its eight books have been adapted on the big screen and
won the affection of the public. Despite the fact that its last movie was released
in 2011, fans continue to promote their collections on the networks and create
content, some even visit theme parks and entertain themselves with the video
games, and all this manages to boost the relationship between fans, even gaining
new followers for this magical saga. This is achieved thanks to the transmedia
narrative and the communication strategies of a facebook fan community that
maintains loyalty and generates new audiences.a qualitative method was also
used for which interviews were conducted with Latin American fans of the page
“Always Potterfanaticos”. As a result, it was perceived that, after using
communication strategies such as digital communication and public relations,
fans do not need to demand content from the industry because they themselves
create their own content and experiences.

Keywords: transmedia, Harry Potter, franchise, digital communication, social
media, fans, Facebook.

1 Introduction

Warner Bros. is considered one of the most iconic production companies worldwide, as
its content primarily targets children, adolescents, and adults [1]. The company stands
out for having developed new consumption experiences, particularly through the use of
transmedia production [2]. In this context, the starting point for our study is the highly
successful Harry Potter franchise—one of Warner Bros.” most renowned and influential
productions—which became one of the most popular literary works adapted to film
since its publication in 1997. As a result of its widespread popularity, an extensive array
of media and cultural products has emerged, ranging from video games to theme parks,
keeping audiences continuously engaged with updates related to their favorite series
[3], [4].The use of transmedia is one of its main characteristics, since it is a way to tell
a story across multiple platforms and keep an increasingly connected audience [3].
Because of what has been explained, the study arises, in which we seek to analyze how
the digital communication strategies of the Harry Potter franchise impact through the
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transmedia narrative employed by fans in the community of the Facebook group
“Always Potterfanaticos”.

Transmedia storytelling refers to the practice of narrating a story across multiple
platforms and media, making it an essential strategy in today’s media landscape, as it
seeks to keep increasingly connected audiences engaged through diverse channels [3],
[5]. This impact has become a subject of interest within the field of communication
studies, particularly in how it influences the perception and consumption of the
franchise among Latin American audiences [2]. For this reason, it is crucial for the film
industry to examine this phenomenon in order to develop new creative works and
adaptations—while also drawing on digital communication strategies that shape
audience consumption and highlight the relevance such practices hold [6], [1].
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1.1 Theoretical Framework

The Harry Potter film adaptations rank among the most popular and profitable movie
franchises in history. It has been noted that a large number of fans have read all the
books, engaging their imagination and harboring high expectations for the films [7] [8],
[9]. Given the franchise’s expansion, various digital communication tools and
marketing campaigns were employed to extend its reach and forge a stronger audience
connection, ultimately ensuring its success [10].

As an initial strategy, various communication approaches were employed to
transmit information using planned and intentional methods aimed at attracting the
target audience [11]. The use of tools such as digital communication, advertising, and
effective public relations management, all of which enable the franchise to establish a
strong connection with its audience and foster long-term loyalt [9]. In addition, the use
of transmedia storytelling plays a central role in today’s technological era, where both
the franchise and its users tell stories through multiple digital resources such as video
games, comics, television series, websites, social media platforms, and more—
ultimately creating an immersive and memorable experience for the consumer [12].
Social media also plays a key role, particularly in Facebook communities, as well as
through the creation of video games and films, all of which foster greater interaction
among various groups of Harry Potter fans, thereby enhancing their overall experience
[13], [14].

2 Methodology

This research adopts a qualitative approach, as it is considered the most appropriate
method for addressing the research questions posed [15]. A qualitative approach allows
for a deeper understanding of the participants perspectives [16]. In other words, it helps
to explore how individuals subjectively perceive reality and their personal experiences
in relation to the topic of interest [15]. Furthermore, this study is conducted within an
interpretive paradigm [15], as its aim is to analyze the impact of the Harry Potter
franchise through transmedia storytelling within the Facebook group “Always
Potterfanaticos” among Latin American fans in 2023. Accordingly, the research design
is phenomenological, as this allows for an exploration of users based on their lived
experiences related to the research problem, enabling the researcher to unify these
experiences and subsequently collect data for the analysis of results [15], [16].

Given the selected approach and paradigm, the target population for this
research consisted of fans of the Harry Potter saga belonging to Generations X, Y, and
Z—groups that are at the forefront of the digital era and have greater access to
information. Therefore, the study sought out users who shared a common interest in the
franchise [17] and who matched the profile of the group under investigation [18] thus
facilitating the researcher’s ability to collect relevant data and contribute to the
advancement of transmedia storytelling. Based on these criteria, a sample of 10 young
individuals from the Latin American community was selected, all of whom met the
established inclusion criteria. No issues were encountered with the participants, and all
were recruited through a public announcement posted in the Facebook group “Always
Potterfanaticos.”
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The instrument selected for data collection was a semi-structured interview
guide [16]. Each participant had the autonomy to choose which questions they wished
to answer during the interview process [19]. In addition, given the nature of the
interview, the study employed a method suggested by several authors—namely, the
“face-to-face” interview—as it allows for more in-depth responses and provides insight
into participants’ attitudes, perceptions, and opinions. A guide consisting of 20
questions was used and conducted through a virtual interview format. [20].

To administer this instrument, video calls were conducted for the convenience
of the interviewees, using the “Zoom” platform, which is known for its speed and
accessibility. Each interview lasted approximately 40 minutes. In order to avoid a tense
or uncomfortable environment during the question session, the interviews were
designed to resemble a conversation and maintain a dynamic tone, allowing participants
to feel confident and express themselves freely [21]. Regarding ethical considerations,
the dignity of each participant was respected, ensuring their autonomy and voluntary
participation in the study. Furthermore, their right to confidentiality was upheld,
reflecting a commitment to the protection of their privacy and transparency throughout
the research process.

Prior to the main data collection, a pilot interview was conducted to assess
whether the questions and responses effectively contributed to addressing the research
objective. The interview protocol was then submitted to two experts for validation.
After incorporating their feedback and making the necessary revisions, the improved
protocol was finalized. The official interviews were subsequently carried out and
transcribed using the “Pinpoint” platform, which facilitates analysis and helps preserve
the integrity of the content [22], ensuring that responses were not altered—and,
consequently, that the data remained accurate and reliable.

3 Results and discussions

This article focuses on analyzing the impact of the Harry Potter franchise through the
use of transmedia practices within the Facebook group “Always Potterfanaticos,”
among fans from Mexico, Argentina, Venezuela, and Peru. As outlined in the
methodology section, a semi-structured interview was used as the primary instrument,
yielding results that contribute meaningfully to the research and address the stated
objective. The findings have been categorized into two main areas: communication
strategies and transmedia storytelling. The most relevant results are presented in detail
below.

3.1 Communication Strategies
After administering the instrument, the results relevant to the research objective were
analyzed and subsequently synthesized.

Digital communication. In this first subcategory, 5 out of the 10 interviewees
reported that most fans tend to use digital media to stay informed, access updates, and
view content created by other fans. Furthermore, they noted that fans often share
information in order to promote and disseminate knowledge about the community,
thereby attracting new members.

Table 1. What do you understand by digital communication?
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Interviewees

Testimonials

Interviewee 1

Interviewee 2

Interviewee 3

Interviewee 4

Interviewee 5

I understand that it has to do with the exchange of information, be
it information, be it images, any type of content through the
Internet.

(...) I understand that it's like this interaction that happens in social
networks or on the Internet, like the exchange of information from
both people who are content creators.

All that entails establishing a communication, a dialogue, between
a sender and a receiver, but digitally.

Well, looking at the two sides of the communication issue, it is
about sharing information and digital, I guess it is about social
networking (...)

(...) when the word communication comes to my mind, well, the
first thing I identify is basically the sharing of information through
different media, which I believe can be interpolated through the
Internet, social networks, through different audiovisual formats (...)

As could be seen in the results, respondents use digital media to get information and
view fan-made content [6].

Continuing with this subcategory, 5 out of the 10 participants mentioned that
fans actively implement communication strategies to reach their target audience, as well
as new individuals, through social media, advertisements, and other channels. In doing
so, they encourage group members to engage more actively with posts, thereby fostering
stronger connections within the community.

Table 2. How do you think Harry Potter fans have used digital communication to
reach and engage group members? Can you give me an example?
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Interviewees Testimonials

(...) are these posts that out there make us, as fans, interact with each
Interviewee 1 other, are the memes, the posts that make references to the movies
and that we all, being fans, understand.

I would say that through the dissemination of some kind of message

Interviewee 2 . .. L. .
it kind of works as a motivation for people to integrate.

Potterheads have used a lot, the networks for this communication
(...) they create new information and that way they keep getting more
things to talk about (...) they can bring attention to people outside to
be able to enter the world of Harry Potter.

Interviewee 3

Well, that's what you see in the group, actually a lot of sharing, a

Intervi 4 SV . .
nterviewee lot of publicity, a lot of movement and interaction.

(...) Twitter, Instagram, Tiktok, Facebook is the group I'm in,

Interviewee 5 . . .
W because there is a lot of use of self-creation of certain contents (...)

Advertisements. In this second subcategory, 5 interviewees reported actively
engaging with advertisements, as these increase their participation within the group.

The advertisements are targeted specifically to audiences with related interests,
and the content is perceived as appealing to them, which in turn encourages their
integration into the group. Additionally, fans frequently share various types of content,
helping to attract new users and encouraging them to become part of this large
community.

Table 3. What do you think of the ads shared by fans on their Harry Potter Facebook
page?

Interviewees Testimonials

Interviewee 1~ Well, I would say that I like them (...) It's like, they publish the ads
and you see them and you say hey, it's nice, that is, this ad catches
your attention (...)

Interviewee 2 Well, I think it is quite innovative and cool, because I think that the
way a person can reach this group (...) Other people find it
interesting and from there a whole conversation is formed around
that publication.

Interviewee 3 I believe that it is something essential within a group, we are
precisely a community to be able to share and it is also nice to (...)

Interviewee 4  Well I feel like sometimes it's kind of easy to get hooked on these
ads because they use certain elements of what the Harry Potter
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franchise is.

Interviewee 5  The truth is that it is very good because the idea is to reach more
people (...) very important in that sense.

As shown in the results, in relation to this subcategory, the advertisements are perceived
as eye-catching and innovative. This generates user interest, encourages community
membership, and broadens audience reach [9]. Interviewees emphasized that the
elements used in these advertisements play a key role, as they are found to be engaging
and capable of reaching wider audiences [23].

Continuing with this subcategory, 4 out of the 10 participants stated that in
order for advertisements to capture the public’s attention, they must include visually
appealing elements—such as memes and images related to the saga—as well as well-
crafted informational content through reels published by the community.

Table 4. In the Facebook group “Always Potterfanaticos” do you know of any eye-

Interviewees Testimonials

An eye-catching ad, well, I think apart from the memes, it could be

Interviewee 1 like little edits made by fans (...)

An eye-catching advertisement, yes, in fact the administrators
Interviewee 2 themselves have created as a message a publication to attract new
members.

Some reel that has been uploaded lately that gives you some

Interviewee 3 . .
information, some posts (...)

In fact, yes, all the ads that are there are eye-catching. Because of
Interviewee 4  those ads, that's how I joined the group (...) if there's not a good
eye-catching ad, it wouldn't attract the public.

catching ads to attract new audiences?

The interviewees also believe that advertisements are capable of capturing and
sustaining attention, primarily because they incorporate visual elements related to the
Harry Potter franchise. On this matter [7] notes that advertising continues to grow in a
society where consumption has become a common and habitual practice.

Public relations. In this third subcategory, 5 out of the 10 interviewees
reported organizing various events to promote the Facebook group. They also shared
content through social media platforms to reach diverse audiences and convey a positive
image, which helped maintain engagement and a strong sense of connection with fellow
fans.
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Table 5. What actions or strategies do you think have been effective in maintaining

Interviewees Testimonials

I would say different events, different promotions of social events
with respect to the saga.

Interviewee 1

Doing some kind of social event, speaking well of the group I think
Interviewee 2 it could be a good public relation because you give a positive image
(...) new people join and so the group grows.

I believe that the constant activity of the administrators, because
Interviewee 3 they innovate a lot with respect to the contents (...) they manage
some rules for the community itself.

Doing reunions for the first three movies and then seeing three

Interviewee 4 Fantastic Animals, that would keep the group alive.

(...) the fact that you are active or, in this case, that they are aware

Interviewee 5 . . .
is good and causes a good relationship.

Harry Potter fans' connection and engagement with the franchise over the years?
As can be seen in the results, the interviewees mentioned that social events would be
good public relations and would give the public a positive image of the community.
This is important, since due to this factor mentioned by the interviewees, it can be
described through concepts related to a communications planning where an integration
activity is established [24].

3.2 Use of Transmedia

In this second category, the results that respond to the research objective will be
analyzed and then a synthesis will be made.

Social networks. In this first subcategory, 5 out of the 10 interviewees reported using
social media to learn more about the topics they are interested in. Although they are
familiar with various platforms and pages, they remain particularly attentive to
Facebook, as it hosts their group “Always Potterfanaticos.” However, this does not
prevent them from seeking information through other media channels as well.

Table 6. Could you mention pages/social networks where you have seen posts about
Harry Potter?

Interviewees Testimonials

Interviewee 1 Look, I used to belong to other pages, but now the one I'm on is
Always Potterfanaticos.
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Interviewee 2 Well, the one we're talking about, Always Potterfanaticos is one.
From there I think there's another one called Harry Potter fan club,
at least on Facebook.

Interviewee 3~ Magical world. Website. they make articles, they publish mostly
informative articles.

Interviewee 4  The official pages, such as Pottermore's, and HBO's ads.

Interviewee 5  There is also a community here in Peru (...) called the Peruvian
Quidditch Federation that also has a Facebook page.

As observed in the results, social media plays a significant role in the
participants’ lives and serves as a crucial tool for communication and social interaction
[14] Moreover, the use of transmedia keeps the members of the “Always
Potterfanaticos” group more connected.

Video games and films. In this second subcategory, it was found that 5 out of
the 10 interviewees consume reviews posted by content creators, as well as clips from
games such as Hogwarts Legacy, among others. Additionally, they are aware of the
upcoming HBO series, and their expectations range from high to moderate—while
some chose not to comment, as the series has not yet been released.

Table 7. What are your expectations for the new series coming out on HBO? Are they
related to video games?

Interviewees Testimonials

They've said that the series is going to be about pretty much
everything that happens in the movies (...) I want the series to
have those details that are only in the books and I think they would
relate to the games.

Interviewee 1

No, no, I'm not demanding because I know they are new
productions (...) What does generate expectations in me is that
they present details of the books (...) I think they are related, on
Facebook there are games related to Harry Potter.

Interviewee 2

Yes, I have pretty high expectations because I grew up, as I told

Interviewee 3 . 2
you, with the original cast.

Well, I really hope that they don't break with this magic that the
Interviewee 4 saga creates (...) I think my expectations are that through the
series, they manage to keep it going.

I feel that there are many things that could be shown and many
Interviewee 5 things that could be contributed (...) I think they should be
related to the games, they could include references such as the




Digital Communication Strategies and the Use of Transmedia ... 423

Hogwarts Legacy game (...)

Source: own elaboration

As the results indicate, the interviewees expressed hopeful expectations,
largely because they do not want the established narrative framework to be altered. The
adaptation of video games into cinematic productions has become an increasingly
common feature of contemporary film culture [25] Additionally, the interviewees
recognized a connection with video games, viewing them as a form of entertainment for
children, youth, and adults alike [13]. In this sense, video games continue to be known
for their compelling storytelling, which has evolved alongside the broader entertainment
industry.

4. Conclusions

In conclusion, it has been demonstrated that digital communication strategies are
effective for the audience of the “Always Potterfanaticos” community. The use of social
media, advertisements, and effective public relations management fosters greater
integration among both existing members and newcomers. Likewise, transmedia
storytelling emerges as a key tool employed by the group, as it enables user participation
and fosters deeper bonds and connections among fans.

For this reason, the present article contributes to the research field focused on
digital and interactive media used in digital communication and transmedia storytelling.
Given the rapid technological advancements in recent years, this study supports the
inclusion and development of innovative methods for future generations—not only in
relation to this franchise, but also regarding various cinematic adaptations found within
interactive media. Furthermore, it serves as a foundation for future research on the
strategies employed by different communities to expand their reach, based on shared
entertainment interests, thereby opening new avenues for academic exploration within
the field of audiovisual communication.

To the Research Directorate of the Universidad Peruana de Ciencias
Aplicadas, I express my gratitude for the support provided in the completion of this
research project through the UPC-EXPOST-2025-1 incentive.
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