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Abstract

Within the Chinese film industry, the remake of Japanese and Korean films has emerged as a signif-
icant production mode. Family-themed narratives, owing to their proximity to lived experience and
capacity to elicit emotional resonance, constitute a primary focus of such adaptations. However, the
sustainability of this practice faces constraints due to challenges inherent in cross-cultural adapta-
tion, notably “cultural discount” and narrative compatibility. This study examines Chinese remakes
of Japanese and Korean family-themed films produced between 2020 and 2024. Employing Hachiko:
A Dog’s Story, Be My Family, and Remember Me as representative case studies, it constructs a corpus
based on user reviews sourced from Douban, China’s prominent film review platform. Methodolog-
ically, the research integrates textual analysis—leveraging ROSTCM®6 software for high-frequency
word extraction, sentiment analysis, and semantic network analysis—with visual semiotics to in-
vestigate the implicit aesthetic logic embedded within visual signifiers. The analysis subsequently
delineates the characteristic localization strategies employed in these remakes and elucidates the
mechanisms of audience reception and feedback. Key findings indicate that optimizing audience
emotional perception through family narrative strategies manifests in three primary dimensions:
(1) Culturally adapted integration of visual signifiers within temporal setting reconstructions; (2)
Alignment between casting attributes and prevailing aesthetic expectations; (3) Cinematic language
design specifically calibrated to evoke emotional resonance. Furthermore, the construction of au-
dience expectations for remakes within a cross-cultural context is revealed to involve: (1) Visual
replication and transcendence of the source material’s emotional core; (2) Localized aesthetic re-
configuration of character functions; (3) Differential integration of visual signifiers reflecting diver-
gent cultural backgrounds. This research provides both theoretical frameworks and actionable prac-
tical pathways for fostering the sustainable development of Japanese and Korean family-themed
film remakes within the Chinese cinematic landscape.
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Table 1. Audience evaluation categories of “Hachiko: A Dog’s Story”
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Table 3. Audience evaluation categories of “Be My Family”
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Table 5. Audience evaluation categories of “Remember Me”
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Figure 1. Douban review network semantic relationship diagram of “Hachiko: A Dog’s Story”
L (BRN\RQ) EATLMEIEN X RE

=B
) MEOFA
. U,El% 8
R L] \

e g
‘s ‘ , 7)1, LG
= ,‘/ N
oEE  OREEs d‘\ ‘,/ ] iy — VBN

e EPI}EZ AN l‘ [PEE

I — X .

O K g <| '/ ‘ ] miE

] g '»‘ ’l‘\‘ ﬁn\\‘. Hﬂg
0= O] mm - xE
it lﬂ mEN
S8
o s OFA

Figure 2. Douban review network semantic relationship diagram of “/\ F A 458"
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Figure 3. Douban review network semantic relationship diagram of “Be My Family”
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Figure 4. Douban review network semantic relationship diagram of “E&.”
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Figure 5. Douban review network semantic relationship diagram of “Remember Me”
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