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Abstract

With the development of “She economy” in China, domestic female-themed films also show strong
economic potential. When domestic female-themed films are widely involved in media integration,
the particularity of their marketing strategies is also reflected. Based on the 41 network integrated
marketing theory, this paper analyzes the marketing strategies of domestic female-themed films in
recent years through case studies. This paper concludes that the topic marketing of “emotional re-
sonance + interesting interaction” is usually adopted in the selection of marketing strategies, and
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scene marketing combined with product co-branding is carried out, and corresponding suggestions
are put forward to address the lack of personalized marketing materials and marketing channels. It
provides a good model for the marketing strategy of domestic female-themed films in the future.
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Table 1. Box office performance of domestic female-themed film
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