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Abstract

From the first day of its release to now, the summer film “Lost in the Star” has won a total of 3.523
billion yuan at the box office, becoming the record holder of the highest box office of remake films
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in mainland film history, and creating such achievements as the first in the box office list of crime
films and the fourth in suspense films in mainland film history. In addition to its excellent film and
television text content, the achievement of this record is inseparable from the in-depth study of the
new media marketing strategy by the publicity and distribution team. Based on the 5A model of
modern marketing, this paper will take “Lost in the Star” as the research object, graft the theory into
the integrated marketing and communication innovation of the film, and analyse the underlying
logic of the marketing strategy of “Lost in the star” that maintains ultra-high influence and topic
hotness in the new media communication, with a view to providing a practical model for the new
media publicity strategy of the films of the future generations.
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