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Abstract

With the universal coverage of the Internet and the rapid development of Internet technology in the
5G era, a large number of new media have been derived, among which, short video occupies an im-
portant position in many new media by virtue of its advantages of convenient information trans-
mission and not limited by time and space. Under this trend, many publishing institutions have fol-
lowed the trend of The Times and launched marketing activities for children’s books with the help
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of short video platforms. Therefore, the children’s book marketing model of “publishing agency +
short video” has gradually entered the public vision. The research method adopts “41 theory” to an-
alyze and study its short video marketing, and finds that there are mainly four strategies used by
children’s publishing institutions: fun principle, interest principle, interaction principle and per-
sonality principle, and puts forward optimization suggestions for existing problems and shortcom-
ings, which is conducive to the completion of more efficient short-video broadcasting of children’s
books and commercial marketing realization.
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Figure 1. Distribution of operating accounts in 2023
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Figure 2. Distribution of operational accounts in 2021 and 2022
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Figure 3. The activity of the accounts of the five major platforms of children’s publishing institutions
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