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Research on Film Marketing Strategy Based on Short
Video Platform

Weixin Liu Qiqi Zeng
Science and Technology College of Nanchang Hangkong University, Jiujiang, Jiangxi, 332000, China

Abstract

As short video platforms have emerged as significant traffic gateways for marketing, short videos, grounded in intelligent algorithms,
have generated numerous “novel strategies” for film marketing. In light of this, the current study systematically retraces the
evolutionary path of film marketing strategies, with an emphasis on dissecting the film marketing tactics employed on short video
platforms. These tactics encompass disseminating compelling snippets related to films via short videos, crafting topics to elicit
widespread online discourse, and leveraging influencer live streams for promoting new releases. Building upon these analyses, the
paper profoundly examines how films capitalize on the potential of short videos to engage in socialized marketing, and prompts
critical reflections on the ethical dimensions of communication, posing questions such as “Are they conscientious masterpieces or
deceptive marketing tactics?”” and “Should we prioritize content cultivation or rely solely on marketing gimmicks?”
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