Journalism and Communications 7% #%$l 2, 2026, 14(1), 235-247 Hans X
Published Online January 2026 in Hans. https://www.hanspub.org/journal/jc

https://doi.org/10.12677/jc.2026.141031

ETXF VAR ERIEHZHKEEHRE
ViR

—L (BFWIE) Al

® %
B R EERERE, TR M

Wk H . 20254F12 H23H; FHEN: 20264F1H15H; &4 H: 20264F1H26H

N B

RTINS B2 SR ] . SEB V2 AR ), XA 2 BT DA RS R 5 ME B AR 2 3RVE
BN S, AT EARE S RIE T R ACARTIER CEFWIEY (Stranger Things) it
REH, £T “FRASHE” Bit, REAZEEEHAEZERUR ERERTHEREBE5EM, 2
TR . AHETE LAXE ERAL ST FAHREIR AR O R, 3 (CBRFYNE) KA STRAE 8
WA R ZARKIRR #H3. BRREESEREZLER, #MBFHELIRHEZTAE. FHELE
5B KB RO AR RR G SREE, FEY RARBWEE . I\ S (R S R R 5 TR AL, N
ATNAL AT B R IR R R IR G SRR EE

XK ia
(BFWE) , RERUE, HXEEES, FEX, FASHLER, BIesk

The Analysis of Social Media Marketing
Strategies for American TV Dramas Based on
Platform X and Other Platforms

—Taking Stranger Things as an Example

Zheng Cai

International School, Jinan University, Guangzhou Guangdong

Received: December 23, 2025; accepted: January 15, 2026; published: January 26, 2026

SCEG| G JET X ST G SR [ AL A ST GACE B SRS AT ). BT AR HE R, 2026, 14(1): 235-247.
DOI: 10.12677/jc.2026.141031


https://www.hanspub.org/journal/jc
https://doi.org/10.12677/jc.2026.141031
https://doi.org/10.12677/jc.2026.141031
https://www.hanspub.org/

Abstract

High-quality film and television content has the potential to break through geographical limitations
and achieve wide dissemination. The key factor enabling these TV dramas to cross oceans and dis-
tances and gain global influence lies in the pivotal role of social media marketing. Taking the popu-
lar American TV series Stranger Things as a typical case, this paper focuses on the practical paths
and effects of social media marketing in the international communication of American TV dramas,
conducting an in-depth analysis based on the Uses and Gratifications Theory. This study takes rele-
vant data from major social media platforms such as Platform X as the core analysis object, explor-
ing how the social media marketing of Stranger Things meets the audience’s diversified needs, in-
cluding entertainment, social interaction, self-expression, and a sense of participation. Further-
more, it reveals the achievements attained in expanding the communication scope, enhancing
brand awareness, and promoting cultural exchanges through strategies such as releasing diversi-
fied content, organizing online activities, and responding to audience feedback. This research pro-
vides theoretical support and practical reference for social media marketing practices in the film
and television industry.
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Figure 1. The application of Elihu Katz’s uses and gratifications theory in the field of media
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Figure 2. Temporal trend of popularity of Stranger Things on platform X in 2023
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Figure 3. Proportion of marketing content types of Stranger Things on platform X in the off-peak period
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Figure 4. Comparison of median popularity values under the same percentage of top popularity in two periods
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Figure 5. Proportion of marketing content types of Stranger Things on platform X in the peak period
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Figure 6. Distribution of marketing content types of Stranger Things on platform X in the peak period
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Figure 7. Average views and maximum views of each content type on platform X in the peak period
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Figure 8. Average reposts and maximum reposts of each content type on platform X in the peak period
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Table 1. Statistics of interaction data for each content type on platform X during the peak period
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Figure 9. Average comments and maximum comments of each content type on platform X in the peak period
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Figure 10. Average likes and maximum likes of each content type on platform X in the peak period
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