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Abstract

In the burgeoning digital era of short video proliferation, film marketing is undergoing profound
transformations, where achieving “breakthrough” (p6 quan) has become a pivotal strategy for en-
hancing a film's market influence and box office revenue. This article focuses on the “breakthrough”
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logic of film marketing on short video platforms, conducting an in-depth analysis of the complete
pathway from content fission to user activation. The study reveals that refining a film'’s core high-
lights, integrating trending elements, and adopting innovative narrative formats can create highly
disseminative fissionable content. Simultaneously, leveraging interactive campaigns, KOL collabo-
rations, and fan community operations can effectively ignite user participation and achieve cross-
demographic dissemination. Illustrated with representative film marketing cases, the article deci-
phers the underlying logic and practical pathways of “breakthrough” film marketing in the short
video era, offering theoretical references and strategic insights for marketing innovation within the
film industry under new media environments.
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Hh ] EL B 4545 20 (CNINIC) R A RS 55 vk (Hp B BRI 26 K Rt e ik 4R35 ) o, #2024
12 ), RE WA P AL 10.70 /2N, I ERERAAY) 96.6%, Hor, RS P RUELE 10.40 12
N, I REEAR L) 93.8% [1]. X —PE KM A4, WIREM TSN “E - 7 5. S5k
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FBOME Ul S T8 )2 B SZAHEAR . TR, RO FLRSAE RN T 3 5 G b BT H R O RE . e AMORT
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TE AL L AR AE I P fdus R 77, BROA FEL RS SR P8 J2 B A1) (A% o R 88 o L a3 e 4 PR AT S B PN
REVR R P OE B) e R b, dEm A RS iR, Dk RV S SEBR A R T, A
ARSI RS E B kB AR, RGN N AR S R R N TENLE], B EAREAT I
TEF LTS R E B LB 2% SRR S, BTl 2, Sl R E e %S
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2. AR50 HE
21 “mHE” ZEAERINE

TERR BRI RS B Se il “ BB RN ER AR, B T B R 58 B A B A ARt T
URSE) SR . 1ok, P A (Everett M. Rogers) 16184 # 2 16 (Diffusion of Innovations Theory) Ay i
HLECAE BT RIE WG S AR )2 SEBL 2 4t 2B 1R 4 7 ZOWAE AL 3], X3 RS ERE TR, 8
HYIEAL S RGP AR, 55183 W BIHT# (Innovators) . -1 Fl # (Early Adopters)iz 53 & F. 14
KAX(Early Majority). B KAk (Late Majority) B 4 V% Ji5 # (Laggards) 1 b i 72 . 7EREAEZE R, & O
52 A B2 IR O B L AU (KO L) #3184 28 5% B 4 1) FLISR R 3 A 0, OO0 FLEE IO AR R VT 5 HERE 4 1
FERRBE IR ) G A, BB AR BB N I IG5 . SR, AR R EERR 006 Rue i 5 FH P (8 B IR 2
P2, AR P A SR
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[ & /K (Dave McClure)# Hi ] AARRR F 7 A i Ji] BAE B (Acquisition, Activation, Retention, Revenue,
Referral) | 5 £: F F P ANME AL BE 1R (4] 2R 255/, 75 FH P $-E(Acquisition) 2 J5,  F P 303 (Activa-
tion)@ 7K 8 F RO . FEE BRI RS O BT B ELBILE] (il R . PR RIS T . FRE 22
Jil) 54 SRR SRS, BRI TE P A N B TEIRS AT P . X I RN B BN T
523017, MR ERES V) S A R P IR BE S 5 (v Fie . GIVENTAE N 2E) Th 28 B 4 RVH B Y3k (n
VAL WESEATA L), AT CR I A 1 25 1l e AN 1A 80

16 ELAR (1)1 P 2 AR ML 2 10T KRB Bz 4 (Stanley Milgram)&: A6 AIE (1) 75 B 43 W HHL 18 (Six Degrees of
Separation) it 1 & T 428 W 4 e 1 SR WL[5]. ZFAS R TR AMA 2 A1 I A R A 1) A\ GE
AN I 7N ) RV AT R ST R AL A I 2 R 1 o AT & e FE RN AL 2 I 2% 1) sidE 4 S e S (R TR 1) oy
R, A1 A N A BRI P BE A BIAE A R R, TE DR R I N 4 25 1) s i B .
JARETGREA R B — IR, FRRCR R B BBl B 22 L il BE U2 2 0 AR R B B AT

HHUE AT, BB EE Y BRI N R R MR T ML IR HIORESE : 22 AT &R 1K AARRR
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3.1. RINE RG99
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2) A E RIS B2 A (IR BEE R MO )2 R EONBE 2 A NE TR E. R
P AU R 1, IR A2 “ORRC S A K1 s 7 &5 7 BUPOACRS S amia g i i I ek, XA
B N O R BERIE IR 51 A AR 2 60 . [, B ARSI UGC — 81, Fe Ui HI P i B #4
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H2ZAE,  CRIRHBER 2) FI% 0 AR AR X RERITEAZ W AR . 52 7 SR, iR LARM M N A A
RIVRL FEOHIEIF AT “AT RKSINUREL” SRR, IR G BRI OO B2 RIR R R
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HIRREMETE) BAE RN K V TN 34T SVF, FEHAEME Sz 7y, 5l KBRS
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B DL (KRZ=HE)Y R, FI75FEMAH KOC &1F, il “HahAER” “FamEfeaiih”
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