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Abstract

The 2023 New Year’s Eve movie ended with extremely high market heat. According to the data of
Lighthouse Professional, the total box office of 2023 New Year’s Eve reached 537 million yuan, break-
ing the record of the highest box office of the same period in Chinese movie history. Among them, the
film “Twinkle, Twinkle, Bright Star” is strong out of the circle by virtue of the innovative sense of
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ceremony marketing, breaking our country’s previously solidified from the inside out of the film
marketing model, the integration of the whole chain of resources, hand in hand to create a new height
of the box office of the “Twinkle, Twinkle, Bright Star”, but the film followed up the encounter of up
to 18% of the refund rate, the sense of ceremony marketing and the quality of the film under the
intersection of the duel, but also caused the attention of the public atlarge. Therefore, based on James
Carey’s theory of the ritual view of communication, this paper will explore the concept of ritualistic
marketing derived from it, and try to analyze the path of ritualistic marketing of the movie “Twinkle,
Twinkle, Bright Star”, as well as the inspiration and reflection brought by this marketing strategy.
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