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Abstract

Games are known as the “ninth art” of the new era, and the development of games is attracting peo-
ple’s attention. Recently, the emergence of “Black Myth: Wukong” has broken people’s stereotypical
prejudice against domestic stand-alone games. Its success lies not only in the unique game content,
but also in the diverse and precise marketing strategy. Based on McCarthy’s 4P marketing theory,
this article will deeply analyze the success of “Black Myth: Wukong” from the four dimensions of
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product, price, promotion and channel, and make due contributions to promoting the healthy de-
velopment of China’s game industry.
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