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Abstract

In the new media era, the film marketing model is undergoing a profound shift from offline to online.
Short video platforms, with their massive user base and powerful dissemination capabilities, have
become the mainstream channel for film promotion. However, this transition has exposed multiple
structural challenges in film online marketing, primarily manifested in the following three aspects:
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copyright and compliance risks, such as restrictions on promotional material usage and pressures
related to user data compliance; content homogenization and audience fatigue, where overreliance
on trending topics leads to a lack of creativity and diminished user interest; and difficulties in quan-
tifying conversion effects, due to the absence of a scientific evaluation system linking online engage-
ment to offline box office performance. To address these challenges, this paper proposes the follow-
ing optimization pathways: Strategically, building a content system centered on “content depth” and
“emotional resonance” through layered narratives and targeted delivery to enhance audience loy-
alty; operationally, improving copyright review and data compliance processes to mitigate legal
risks; technologically, leveraging big data and Al algorithms to integrate conversion pathways, en-
abling end-to-end tracking from exposure to ticket purchase and precise targeting. The study em-
phasizes that the healthy development of film online marketing in the future requires balancing
content innovation with technological empowerment on a compliance foundation, ultimately shift-
ing the industry from traffic competition to value creation.
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Table 1. Key assessment nodes in the film online marketing conversion path
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Table 3. Comparison of layered content strategies for different audience groups
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