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ABSTRACT 

This study has three objectives: 1) to explore the social background of current 

youth films, 2) to identify the characteristics of youth films, and 3) to indicate the 

relationships between the five-attribute concept of diffusion of innovation (DOI) and 

promotion strategies for youth films. A total of 20 individuals, including seven film 

scholars, eight film promotion practitioners and five filmmakers were interviewed.  

This paper concludes that eleven characteristics are prominent in youth films. 

Specifically, these characteristics are IP film, fan film, consistency, emotional 

resonance, nostalgia, campus life, youthfulness, networkedness, new media, topicality 

and timeliness. These characteristics were categorized into the five attributes of DOI 

theory. Eight promotion strategies corresponding to five attributes of DOI theory were 

summarized from interviews with film industry practitioners. This study found that 

the attributes of relative advantages and compatibility are enhanced with strategies 

such as promotion materials, trailers and clips and topic setting and theme songs, 

whereas complexity, trialability and observability are often influenced by campus 

preview, new media promotion, O2O ticketing applications, collaborative marketing 

and word-of-mouth management. Furthermore, emotional resonance is perceived to 

be essential in both youth films and the corresponding promotion.  
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CHAPTER 1 INTRODUCTION 

As box office records have been constantly updated in the past six years in 

China, the explosive growth of the Chinese film market has drawn much attention 

from the public. According to a report released by the State Administration of Radio 

Film and Television (SARFT) (2015), a state organization that regulates the media in 

China, the total box office revenue in China grew by 36.2% to RMB 29.6 billion in 

2014. This report shows that the annual growth rate has been increased approximately 

by 30% for the past ten years. In contrast, the global box office revenue increased in 

2014 was only 1% (Motion Picture Association of America, 2015). Moreover, 

between 2012 and 2014, the average increase in China film market was 32%, whereas 

elsewhere in the world only accounted for 6% (Maoyan Inc., 2015). It is further stated 

that while the total global RMB 10 billion increase, the contribution for the Chinese 

film market was 7.9 billion. The Chinese film market is strongly expanding against 

the global tendency of slow development.  

 

One remarkable phenomenon in the growing domestic film industry is the 

increasing popularity of youth films. Youth films are generally featured films make 

up of stories of youth growth, states of youths’ mental and physical experiences, and 

other emotional expressions of young people (Nie, 2014). Recent data show that the 

ranking of youth films on the annual domestic top 100 box office list increased from 

three in 2010 to eleven in 2015 (Maoyan Inc., 2015). Another report indicated that 

19% of domestic films in 2014 were youth romance films and this film type 

accounted for 20.6% of total domestic film box office revenue in that year (China 

Film Association, 2015). In particular, after a micro film titled Old Boys (老男孩) that 

received sudden and huge success in 2010, youth films began to grow exponentially 
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(Nie 2014). In the industry, commercial youth films produced since 2010, such as 

Love Is Not Blind (失恋 33 天), So Young (致我们终将逝去的青春), Tiny Times 1-3 (小时代

1-3), Silent Separation (何以笙箫默), Forever Young (栀子花开), The Continent (后会无

期 ), My Old Classmate (同桌的你 ) and Fleet of Time (匆匆那年 ), all achieved 

outstanding box office success. The increased popularity of youth films may be 

largely contributed by the composition of Chinese film audiences. Recent data reveal 

that 87% of the Chinese film audience is between the ages of 19 and 40, and more 

than half are aged between 19 and 30 (Entgroup, 2015). This offers an additional 

reason that youth films are enjoying increased popularity.  

 

As more films are being produced, competition has intensified and ways to 

promote a film have become more critical than ever before. In other words, film 

promotion has been given more importance within the production companies. The 

China Film Association (2015) stated film marketing expenses increased by 24% to 

RMB 3.6 billion in 2014 and that the significance of film promotion was continuing 

to grow. Promotion, as one of the 4P elements in classic marketing theory, was 

originally understood to be the process of increasing the awareness of a product or a 

brand, generating sales, and creating audience loyalty (McCarthy, 1964). In the 

context of film, the advertising of a film is known as film promotion (Film Education, 

2003). The institution Film Education explained that when a new film is produced, it 

has to be advertised to let people know the existence of the film and to encourage 

them to go to the cinema to see it. This implies that film promotion is playing a role of 

increasing the awareness of films and persuading people to buy the tickets.  

 

Film promotion is different from the promotion of other products because of the 
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unique characteristics of films (Earnest, 1985). First, as stated by Earnest, films are 

not a necessity but are luxurious item in people’s lives. Second, attending a film 

screening is an impulsive decision made within a short time. Once people decide to 

attend a film, they usually spend little time on choosing which one to see. The third 

characteristic of films is that they have a short shelf life, and a film is usually removed 

from theatres two to four weeks after its premiere. Furthermore, films have a very 

short window of opportunity, which implies that film promotion occurs over a very 

short period of time aiming at increasing public awareness and generating interest. 

Finally, there is no brand leader in the industry. This means film promotions are 

usually implemented for the film but not for the production companies or studios. For 

instance, every Chinese young audience may know well about the film You are the 

Apple of My Eye (那些年,我们一起追过的女孩), but few of them may concern about 

which company produces it. Above characteristics make film promotion distinct from 

promotions for other products or services.  

 

In academia, film promotion strategies have been studied as an independent area 

of promotion realm. A scholar Kerrigan addressed basic film promotion elements in a 

book titled Film Marketing published in 2010. In the book, the author generalized five 

elements of film marketing mix, including actors, non-actor stars, script/genre, age 

classification and release strategy, which are usually basic contents of promotion 

strategies. Basic promotion materials consist of film posters, trailers, and advertising 

(television, radio and print). According to Kerrigan, these strategies are film visual 

representations adhered to which film publicists will be able to deliver a 

straightforward concept of the film to audience. These are ordinary methods of film 

promotions. Moreover, it has been mentioned that film critics and word-of-mouth, 



 

4 

which are closely correlated (Mahajan et al., 2000), could be utilized as predictors of 

box office performance and promotion strategies and are implemented for positively 

influence these two factors. 

 

Different from the basic strategies, various methods of promotion have been 

employed to attract target audiences. For instance, the China Film Association (2015) 

recommended the use of viral marketing and innovative online promotion strategies 

or tactics. This approach is widely used in youth film promotion. For example, a low-

budget domestic film titled Love Is Not Blind (失恋 33 天) initiated a campaign based 

on the theme of being “single”. The film narrated the story of a lost romantic 

relationship and was released around November 11, 2011, which has recently being 

constructed as an annual festival for single people in China. The marketing campaign 

took advantage of this “single” topic and released a series of viral videos on the theme 

of “separating” to arouse sympathy among the target audience. With a small 

production investment of approximately RMB 9 million, it received RMB 160 million 

in revenue during the opening week. In other youth films, such as The Road to 

Ordinary (平凡之路) and Fleet of Time (匆匆那年), theme songs were used as an 

effective promotion tool and played a significant role in driving box office to grow.  

 

The strong growth of youth films has attracted interest from the academia. For 

example, the number of master’s theses on youth films in China had increased from 

zero in 2000 to 30 in 2013 (Nie, 2014). However, insightful academic discussions of 

youth films or youth film promotion in China remain relatively preliminary. For 

instance, there is a lack of verdicts of the reasons why youth films enjoy such an 

explosive popularity between 2010 and 2015. In other words, the contextual factors of 
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rapid development of youth films in this period have not been indicated in previous 

literatures. Moreover, basic characteristics of youth films, which are perceived as an 

important type in current China film market, should also be examined to fill this 

academic blanket.  

 

Although there is much debate on whether youth films should be considered as 

an independent film genre, youth films have their own target audience. As noted by 

Kerrigan (2010), different film types have different target audiences, and the 

attributes of the target audiences determine which strategies will be used in 

promotion. Therefore, promotion strategies of youth films, including key messages 

and channels through which information is delivered, may be different from those of 

other types of films. Given above confusions, the insights of youth film promotion 

should be explored. 

 

With the increasing popularity of youth films and significance of film promotion, 

the necessity of conducting studies of promotion in the youth films in China is 

obvious. The objectives of this study are 1) to briefly analyze the social background 

of youth film development, 2) to explore the characteristics of youth films, and 3) and 

to indicate the youth film promotion strategies on the basis of theoretical frameworks. 

The five-attribute concept in Rogers’s diffusion of innovation theory (DOI) served as 

the theoretical framework in this study. The objectives were examined with the helps 

from seven film scholars, eight promotion executives and five filmmakers. They were 

interviewed to answer questions from the perspective of their expertise or experience. 

The scale of this study is the youth films released from 2010 to 2015. The interviews 

were transcribed and analyzed to identify the characteristics of youth films and to 
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determine how youth film promotion strategies are related to the attributes in the DOI 

five-attribute concept. This research is a new attempt of systematically examining 

Chinese youth films and promotion strategies. Hopefully, this research could serve as 

a reference for film promotion practitioners to clarify the nature of youth film 

promotion.  
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CHAPTER 2 BACKGROUND AND THEORETICAL FRAMEWORK 

2.1 A Growing Market of Youth Films 

The scale of the Chinese film industry has been expanding at a rapid pace. The 

China Film Market Influence Research Report (2015) shows that by 2014, the total 

number of cinema screens in China reached 23,600, which was an increase of 29.7% 

comparing to 2013. Moreover, in the same year, the audience size increased to 830 

million, and films were shown 38.8 million times, which were increases of 34.5% and 

37.8% respectively. There were 618 domestic fiction films produced in 2014. In 

addition, the most recent reports by SARFT (2016) showed that the box office 

revenue of 2015 was RMB 44.1 billion, which was a 48.7% increase comparing to 

2014. Since 2006, the Chinese annual box office increase has been approximately 

30% annually for ten years in a row (Figure 1).  

 

Figure 1 Chinese Box office Revenue, 2006-2015 

 

Data Source: SARFT 
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A significant phenomenon in recent years is that domestic films are playing an 

increasingly important role. As declared by the SARFT (2015), a total of 329 films 

were released in cinemas, 259 of which were domestic films accounting for 54.5% of 

the box office revenue during the year. Although the average box office revenue of 

domestic films is lower than imported films, domestic films are driving stronger 

development vigor. 

 

With domestic films experiencing favorable growth, some new emerging 

features of domestic films have been revealed recently. For example, Internet 

enterprises have brought remarkable changes to the film industry. The China Film 

Market Influence Research Report (2015) indicates that Internet tycoons such as 

Baidu, Alibaba and Tencent are now permeating in every aspect of the film industry 

chain, including financing, production, distribution, marketing and copyrighting. The 

report shows that in 2014, Chinese films, including film contents, genres and 

audiences, tend to be “Internet oriented” and youthful. In other words, the connection 

between Internet and films is being strengthened, and films are produced to match the 

preferences of young audiences. As a result, youth films are enjoying greater 

popularity by young audience. Table 1 lists popular youth films from 2010 to 2015.  

 

Table 1 List of Youth Films in the Top 100 Box office Films, 2010-2015 

   

Year of Release Youth Film Titles Amount 

2010 Under the Hawthorn Tree (山楂树之恋) 
Love in Disguise (恋爱通告) 
Heaven Eternal, Earth Everlasting (80 后) 

3 
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2011 Love is Not Blind (失恋 33 天) 
Eternal Moment (将爱情进行到底) 
Starry Starry Night (星空) 

3 

2012 LOVE (爱) 
You Are the Apple of My Eye (那些年我们一起追的女孩) 
First Time(第一次) 

3 

2013 So Young (致我们终将逝去的青春) 
American Dream in China (中国合伙人) 
Tiny Times 1.0 (小时代) 
Tiny Times 2.0 (小时代 2：青木时代) 
A Wedding Invitation (分手合约) 
The Rooftop (天台爱情) 

6 

2014 The Continent (后会无期) 
Fleet of Time (匆匆那年) 
Tiny Times 3.0 (小时代 3：刺金时代) 
My Old Classmate (同桌的你) 
Beijing Love Story Movie (北京爱情故事) 
However, Always (一生一世) 
Meet Miss Anxiety (我的早更女友) 
Zheng Rong Ri Ji (整容日记) 
Girls (闺蜜) 

9 

2015 Tiny Times 4.0 (小时代 4：灵魂尽头) 
Left Ear (左耳) 
Somewhere Only We Know (有一个地方只有我们知道) 
Forever Young (栀子花开) 
Silent Separation (何以笙箫默) 
Ever Since We Love (万物生长) 
To the Fore (破风) 
I Am Somebody (我是路人甲) 
Miss Granny (重返 20 岁) 
The Ark of Mr. Chow (少年班) 
Goodbye, Mr. Loser (夏洛特烦恼) 
A Journey, through Time, with Anthony (陪安东尼度过漫长岁月) 

12 

Data Source: Maoyan.Inc. 
 

Youth films, as a film type targeting young audiences, occupy a very important 

place in the development of domestic films. Popular youth films such as Love is not 

Blind (失恋 33 天), So Young (致我们终将逝去的青春), the Tiny Times series (小时代系列), 

The Continent (后会无期), My Old Classmate (同桌的你), Fleet of Time (匆匆那年), 

Silent Separation (何以笙箫默) and Left Ear (左耳) are all successful examples in box 
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office performance. In 2014, youth romance films accounted for 19% of all genre 

films (China Film Association, 2015). Moreover, the box office revenue of youth 

romance films (20.9%) ranks second to comedies (Table 2). It indicates this positive 

trend will be continued in 2015.  

 

Table 2 Box office of Film Genres, 2014  

     

Type of film Number of 

films 

Percentage of 

total films 

Box office 

revenue 

(Billion/RMB) 

Percentage of 

box office 

revenue 

Comedy 53 20% 7.7 26% 

Youth/romance 49 19% 5.9 20% 

Animation  35 14% 2.1 7% 

Thriller 35 14% 2.1 7% 

Action 14 5% 2.1 7% 

Other genres 42 16% 6.2 21% 

Non-genre films 31 12% 3.3 11% 

Total  259 100% 29.6 100% 

Data Source: China Film Market Influence Research Report 2015 

 

Multiple evidences show that young audiences have now become major forces of 

film consumption, and this explains the reason why youth films are getting popular. 

The China Film Industry Report 2014-2015, published by a research institute 

Entgroup (2015), used audience demographic research to find that 87% of audiences 
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are 19-40 years of age and that more than 50% of audiences are 19-30 years of age. 

As for the educational background, more than 80% of audiences hold college 

diplomas or higher degrees. The 2015 Maoyan Film Big Data Report (2015) showed 

that in the first half of 2015, people born after 1990 became the majority of audience 

members (57%) and that people born after 1995 constituted 15% of the total audience 

group. It is well documented that youth films are the most popular film type among 

females of the post-90s generations (Maoyan Inc., 2015). Sun (2014) found that the 

average age of Chinese film audience members was 25.7 in 2009 and dropped to 21.5 

in 2013. Obviously, young audiences have now become the main consumers in film 

market, and youth films are gaining more acceptance as the size of the target audience 

group is rising.  

 

2.2 Previous Studies of Domestic Youth Films 

The youth films are a film type originally from America. In the book The Moving 

Image Genre-Form Guide (1998), youth films are “fictional work portraying aspects 

of the trajectory through adolescence, including high school years, peer pressure, first 

love, beach parties, and initial attempts at adulthood, along with strains in the 

relationship with family” (p. 87). A scholar Theophanes Dax (2011) used the term 

“teen film”, which was described as “a film genre targeted at teenagers and young 

adults and the plot is based upon the special interests of teenagers, such as coming of 

age, first love, rebellion, conflict with parents, teen angst, and alienation” (p. 21). 

These are clear definitions of “youth films”. However, these definitions should be 

modified when discussing the implications of current Chinese youth films.  
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The definitions of youth films in China contain some different meanings from 

those in Western countries. A reporter Zhang (2014) explained that in domestic youth 

films, the stories are more likely to be about love, friendship, competition and 

rebellion, which often occur on campus or in post-campus work environments. Nie 

(2011) provided a comprehensive definition of domestic youth films: a narrative film 

genre of plots about the youth growth experience, states of physical and mental life, 

and emotional expressions, with a focus on particular feelings, consciousness, 

characteristics and puzzles of youth complexity. As scholar Zhang (2012) said, 

“Growth” is the main tone of all youth films. More specifically, Dai (2004) thought 

that youth films are featured as an embodiment of pain, embarrassment, deficiency 

and frustration in the growth process of young generations. Luo (2014) even noted 

that “Cruel Youth” has been a very important theme of youth films since the 1990s. 

All the above definitions and opinions imply that the delicate feelings and puzzles of 

young people are the core content of Chinese youth films. This is different from the 

positive life attitudes and bright keynotes of Western youth films.  

 

Since the 1990s, China’s youth films have entered a new age of film creation 

(e.g., Luo, 2014; Li, 2012; Nie, 2011). According to Nie (2011) a new wave of youth 

films emerged in 2010, when eleven youth directors were recruited to produce 

microfilms on the theme of youth. This is known as The Bright Eleven. One of the 

influential production during The Bright Eleven is Old Boys (老男孩). In the same year, 

Yimou Zhang, a world-famous Chinese director, released his first youth film Under 

the Hawthorn Tree (山楂树之恋). In the following year, Love is Not Blind (失恋 33 天) 

set an example of successful small-budget youth romance films. In 2012 and 2013, 

the theme of nostalgia in youth films became popular. Examples include a Taiwan 
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youth film You are the Apple of My Eye (那些年，我们一起追的女孩) and a domestic 

youth film So Young (致我们终将逝去的青春) directed by a famous actress Wei Zhao, 

brought the nostalgic feeling to a new climax (Luo, 2014). Ever since, popular youth 

film works have continually emerged. In academia, youth films are naturally 

becoming a popular topic.  

 

Discussions on film theme of youth films are involved in many relevant studies, 

and the depth and themes of film is an important focus of scholars’ works. Youth film 

themes are confined to romantic love and nostalgia (Li, 2014 & Luo, 2014). 

According to Zhang (2011), youth films narrate simple stories about what happened 

among a group of young people but do not provoke people’s thoughts about youth or 

life. This is a result of the trend that box office performance is becoming a major 

criterion of film evaluation, and meanwhile youth film directors are used to express 

subjective ideas about young generations from an adult’s perspective and to pursue 

for commercial purposes. Naturally, youth films, which are produced for box office 

revenue, are monotonous in themes or depth. Moreover, the content of youth films 

also shows a lack of diversity (Sun, 2014). It is commonly agreed that the content of 

youth films is restricted to the lives of marginal groups of young people such as rich 

students or rebellious youths (Zhang, 2013 & Wu, 2013 & Li, 2012 & Nie, 2011 & 

Zhang, 2011 & Shi, 2008). Plots about betrayal, abortion, going abroad or death are 

inevitable, and these are less likely to occur in real youth life (Li, 2012). Domestic 

youth films have been criticized for a lack of depth and a limitation of themes (Liu, 

2013 & Yu, 2011). Therefore, current youth films hardly reflect young people’s real 

diverse lives. 
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From another perspective, in the golden era of youth films, some industrial 

achievements have also been recognized and the production system of youth films is 

being perfected (Sun, 2014). More than that, scholars indicated that film aesthetics are 

gradually improved in this process (Li, 2014). Some scholars assert that youth films 

should be officially recognized as an independent film genre in the field of film 

studies (Liu, 2013 & Nie 2011). This assertion reveals the significance of youth films 

in the film industry.  

 

As presented above, although many studies have been carried out on the topic of 

domestic youth films, the context or fields of previous studies are restricted to film 

themes, diversity of contents or film production. There are few studies focusing on 

background reasons (e.g. political and economic factors) why youth films become 

popular since 2010. Moreover, the characteristics of certain film types are also basic 

information of understanding a film type. These features are important to explore the 

promotion strategy of youth films. 

 

2.3 Domestic Film Promotion 

Film promotion is playing an increasingly important role in the film industry. 

Promotion, together with price, product and place, are components of marketing 

(McCarthy, 1964). Promotion is the process of increasing awareness of a product or a 

brand, generating sales and creating brand loyalty. In the context of film, promotion is 

one element of the overall marketing efforts for a film (Lubbers & Adams, 2001). The 

nature of film promotion, according to Lubbers and Adams, typically focuses on two 

areas: 1) specific information about the films; and 2) information about stars in film. 

As claimed by Earnest (1985), film promotion is a process in which key messages of 
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a film are diffused in steps and ultimately influences the decision-making processes of 

the film viewers. That is to say, film promotion is a persuasive process which costs 

time to influence people’s decision.  

 

There are evidences showing that film promotion drives film selections. Yin’s 

(2012) study showed that more than 70% of film audiences, before 2010, were 

passerby and they had not decided to see which film before arriving at the theater. 

Posters hanging in theaters, film scheduling, or other in-theater factors may play a key 

role in influencing viewers’ choices. However, up-to-date statistics show that in the 

first half of 2015, 62.5% film tickets were sold online (Entgroup Inc., 2015). This 

may suggest that the decisions were made before viewers arrive at the theater. It 

implies that viewers are influenced by off-theater factors such as communication 

through mass media and interactive media. In other words, promotion process, before 

one enters the theater, is an important force affecting film selections (China Film 

Association, 2015). 

 

In 2014, according to Entgroup Inc. (2015), film promotion and marketing 

expenses reached RMB 3.6 billion, with year-on-year growth of 24% (Figure 2). This 

report further added that new forms of video marketing, integrated marketing, big-

data marketing and mobile marketing are continuously emerging to maximize the 

commercial values of a film. Considering the prosperity of the Chinese film market 

and the growing importance of film promotion, studying film promotion in China 

comes with tremendous value. 
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Figure 2 Film Marketing Expenses, 2009-2014 

 
Data Source: Entgroup Inc. 2015 

 

Most current Chinese film promotion studies have focused on the content of new 

media, big data, social media such as Weibo, or micro films (e.g., Wang, 2014; Liu, 

2014; Wang, 2014; Wan, 2014; Zhang, 2014; Su, 2014). This literature can be 

generally divided into two categories: case analysis and media marketing. 

 

First, some scholars have offered solutions to existing problems in the current 

film market by analyzing promotion cases with a review on relevant theories. For 

instance, Shen (2007) reviewed film promotion cases with marketing theories of 

Marketing Segmentation and Integrated Marketing. By comparing film promotions in 

China and the U.S., Shen summarized that 1) Chinese filmmakers should attach more 

importance to film promotion and 2) the degree of professionalization of film 

promotion needs to be improved. Lv (2009) also used the commercial nature and 

history of films of America as reference for Chinese market. Lv briefly stated that the 

mature industrial system and the multiplex promotion strategies are the key reasons 

pushing the film development in America. He ultimately concluded professional film 

promotion institutions and companies should be established in China for 
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systematically employing promotion knowledge to effectively support the long-term 

growth of China film industry. In Research on Domestic Movie Marketing Strategy 

(2012), the author found that the current way of defining a target audience is 

imprecise and stated that elements including market potential, consumption ability 

and competition should be taken into consideration when determining the target of a 

film. For instance, according to the author Li, in competitions with other films, 

filmmakers need to determine loyal audience of the film and then utilize appropriate 

promotion strategies to expand audience members based on the loyal groups. 

Audience targeting, according to Chen (2012), determines what channels and 

platforms should be used to implement promotional strategies. The above studies 

offer constructive suggestions to the development of Chinese film promotion. Aspects 

including role of film promotion, professionalization and audience targeting are 

frequently discussed, but insights to promotions of certain film types such as youth 

films remains preliminary. 

 

Another type of study explores the changes brought to film promotion by new 

media marketing. More specifically, under the global circumstance that new media 

are spreading, more studies focus on the application of new media and interactive 

marketing strategies in film promotion. In a research study titled In New Media Era 

Chinese Movie Marketing Problem and Countermeasure (2012), new media strategy 

was discussed as a new film promotion method utilized for more effective interactions 

with the audience since new media enable common users to provide feedback. Based 

on the feedback, promotion strategies could be correspondingly modified. Employing 

methods of empirical analysis and case study, Tang (2012) summarized that new 

media brought opportunities that audience is becoming positive to interact with others 
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and market is further precisely segmented with the effects of new media. In the 

meantime, new media are also a severely afflicted area of pirated films. In Film 

Marketing in the New Media Environment (Fan, 2012), the authors used the 5R 

theory, which includes five attributes of relevance, receptivity, responsive, 

recognition and relationship, as underlying theoretical framework to explore the 

ecological environment of film promotion in new media. He claimed that new media 

is a symbol of personal communication which means every individual could be an 

independent media in film promotion. Therefore, film promotion should enhance 

interactions with individual audience. Furthermore, film has large groups of common 

target audience with new media such as Weibo or WeChat, and this further explains 

why film promotion should be tightly associated with new media (Liu, 2013). 

 

In fact, studies on film promotion focus on how to locate target audience 

members and to effectively interact with them. Liu (2014) found that big data is a 

useful tool for filmmakers to target the audience based on user habits. In this regard, 

people’s online browsing history could be recorded in data bank and the computer 

program would automatically categorize users into different groups in accordance 

with their interests. In another study, the author Wang took theories of Agenda Setting 

and Uses and Gratifications to examine how Weibo was utilized for promoting So 

Young (致我们终将逝去的青春) with methods of case study and content analysis. Wang 

(2014) examined the twelve online activities initiated by the filmmakers of So Young 

and she found the multiple functions of new media enable filmmakers to implement 

different strategies to interact with audience. For instance, she found that the 

reposting of film-related messages on Weibo by celebrities is an efficient way to 

increase public awareness and that the attribute of “personification” of social media 
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endows film promotion with more advantages in interacting with audiences. Another 

scholar, Su Yao, conducted a content analysis with a sample of 3388 Weibo posts and 

4087 Weibo comments about the film Love Is Not Blind (失恋 33 天). Through this 

research, Su (2014) detected that, in addition to the emphases on celebrity effects and 

emotional effects, “Relationship Marketing” is an essential part of Weibo marketing. 

Su added that, with interactions based on relationship, emotion and film story, film 

promotion will be likely to attract more potential audience and positively influence 

the word-of-mouth. The role of new media in interactions with audience has been 

highlighted in many recent film promotion research works. 

 

Although most relevant studies generally discuss film promotion without 

specifying any film types, Wang (2014) investigated the promotion of romance film 

which may provide good reference value to current study. Wang employed literature 

review, content analysis and in-depth interview to inquire into the characteristics of 

Weibo promotion of two romance films Love Is Not Blind (失恋 33 天) and Tiny Times 

(小时代). By comparing the two films, Wang revealed that 1) both films started to 

promote five months before the premiere, 2) all the contents of promotion were 

custom-made for their target audiences who were young adults or college students, 

and 3) promotion channels cover social media, mobile applications, video websites, 

television, newspaper, magazine etc. Although the study was designated for exploring 

promotion of romance films, the two involved films are youth films. However, Wang 

did not have in-depth explorations on other promotion platforms except for Weibo 

and there was only one participant in her in-depth interview, which offered quite 

limited information for the discussion. 
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From above literature, it is apparent that studies on domestic film promotion are 

abundant, and youth films are an important subject of those works. However, these 

research works follow a similar routine of analyzing the general problems of current 

film promotion and marketing or of exploring the changes and opportunities brought 

by big data concept and new media. For youth film promotion research, scholars 

invariably investigate the social platform Weibo. Few of the above studies 

independently examined youth films or evaluated the current situation of youth film 

promotion.  

 

Above all, based on the literature review, the following similarities and common 

limitations can be summarized:  

1. Platform subjects: All research focused on social media such as Weibo, WeChat, as 

well as offline advertising platform. However, other platforms, such as mobile 

phone applications, were understudied. 

2. Methods and data collection: The methods used are limited to content analysis and 

literature review, and there is a lack of authoritative information obtained by 

methods such as interviews. 

3. Scope: Previous studies mostly focused on examining the field of film promotion as 

a whole. Thus, the specific qualities different film types may be ignored. Because 

different types of films are in various genres and have different target audiences, 

film promotion strategy should be studied separately and more specifically. 

 

As discussed above, the Chinese film market is prosperous and youth films have 

enjoyed massive popularity since 2010. Meanwhile, film promotion is showing 

growing importance in China. However, there is little research studying youth film 
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promotion as an independent topic. To fill the gap, this study aimed at gaining a 

comprehensive understanding of the promotional features of domestic youth films.  

 

2.4 Diffusion of Innovation 

Earnest (1985), who was an expert of motion picture research, declared that film 

promotion is a process in which key messages of a film are spread in steps and 

ultimately influence the decision-making processes of the film viewers. As matters of 

fact, this definition is similar to the meaning of the concept “diffusion” in the theory 

of diffusion of innovation (DOI). As Rogers (2003) claimed, diffusion is the process 

by which an innovation is communicated over time among the participants in a social 

system. Therefore, it shows potential applicability of DOI in film study. The DOI 

theory presents a perspective of understanding how people view and accept new ideas 

and products. According to Rogers (2003), DOI presents a process in which 

individuals adopt a new innovation or idea in a social experience. It implies that 

diffusion is a special type of communication concerned with the spread of messages 

that are perceived as new ideas. This theory contains four main elements which 

respectively introduce different concepts of this theory. The four elements of 

innovation, communication, time and the social system are presented in follow 

paragraphs.  

 

Innovation, as defined by Rogers (2003), is an idea, practice, or object that is 

perceived as new by an individual or other unit of adoption. Regarding to the film, 

each film is a unique product and it is new to audiences before it is officially released. 

Moreover, film ticket purchase is a process of adoption and every audience is 

therefore an adopter. In light of this concern, film can be regarded as a kind of 
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innovation. Specifically, in the DOI theory, Rogers isolated five attributes of 

innovations that have been shown to affect adoption rate of innovations: relative 

advantage, compatibility, complexity, observability, and trialability. These five 

attributes could be perceived as a set of approach for both innovators and consumers 

to evaluate a new innovation and to predict the adoption rate. Implications of each 

attributes and the applicability are explained in later chapters. Innovation is the 

subject that is supposed to be communicated to certain groups of individuals. 

 

Communication is the process in which participants create and share information 

with one another in order to reach a mutual understanding (Rogers, 2003). Rogers 

indicated that mass communication has been proven more effective in creating basic 

knowledge of an innovation, whereas interpersonal communication is more effective 

in persuading consumers and influencing their decisions, implementations and final 

confirmations. In the communication process, experience of near-pears who have 

adopted the innovation is more persuasive. In the context of film, filmmakers or film 

promotion practitioners are actually the message sender while audiences are receivers 

in this communication circle. Mass communication is actually the advertising of films 

and it aims at establishing a basic awareness of the film. Interpersonal communication 

is the word-of-mouth in film promotion. Audiences would like to listen to opinions 

who audiences who have watched the film. 

 

As presented above, different audiences select a film at different time and the 

element of time was also clarified in DOI theory. Time involves three important 

concepts developed by Rogers (2003). The first one is the five-step diffusion process. 

This is an adoption process through which an individual starts from firstly knowing 
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basic information of an innovation, to being persuaded by others, to deciding to adopt 

or reject, to implementing the new idea, and ultimately to confirming of this decision. 

In the process, some individuals are relatively earlier to adopt the innovation. With 

this concern, Rogers proposed a concept of innovativeness in which he categorized all 

adopters into five groups. They are innovators, early adopters, early majority, late 

majority and laggards. This detects that individuals are accepting a new idea by steps 

and at different time of a diffusion process, the adoption rates are changing. 

Therefore, the third concept in this element involves rate of adoption. According to 

Rogers, the rate of adoption is the relative speed at which an innovation is gradually 

adopted by members of a social system. All above three concepts are the reflections 

of the procedure how an innovation is finally adopted by certain groups of decision 

making units. By the same token, films are not accepted by audience all at once. At 

matters of fact, audiences are gradually accepting a film and the adoption rate changes 

at different time before and after the premiere. 

 

The social system is the fourth element of DOI theory, which implicates that a 

set of interrelated units that are engaged in joint problem-solving to accomplish a 

common goal (Rogers, 2003). This concept involves the dynamics how innovation 

diffuses within a closed circle, the impacts from individuals to innovations, and 

interactions among individuals within the same system. This concept mainly concerns 

how individuals perform in an enclosing system, which provides an instructive 

perspective to get insight to adopter’s interactions. In film promotion, all campaigns 

or activities are practiced in certain markets which could be perceived as a closed 

system. In the market, basic rules regulate the communication and consumption of 

films and all units are correlated.  



 

24 

To sum up, DOI is a well-developed theory comprehensively illustrating the 

dynamics of innovation diffusion. The first element innovation refers to the 

characteristics of innovation itself, while the second element communication stresses 

the role of different approaches at different steps. The last two elements elaborate 

how decision making individuals are adopting innovation and interacting with others 

in a relative closed circle. Specifically, these concepts are showing similarities with 

film promotion. That may imply the applicability of DOI theory in film studies. 

However, as a result of literature review, studies on application of DOI theory in film 

have not been found in previous research. Therefore, instead of directly using the DOI 

theory as a framework to explore film promotion strategy, this study firstly examined 

the applicability of DOI in film. 

 

2.5 Five Attributes of an Innovation 

Rogers (2003) indicated that individuals accept certain innovations by evaluating 

their benefits with regard to five attributes. The five attributes provide a structure to 

understand characteristics of certain products. To be specific, it serves as a framework 

in this study to indicate major characteristics of youth films. 

 

Relative advantage: Relative advantage is the extent to which people view the 

innovation as better than other options. This does not necessarily mean how much an 

innovation has a great deal of objective advantage. The key point is whether an 

innovation is perceived by individuals to be more advantageous than other options. 

For instance, in the context of film, audiences may have greater interests to see a film 

starring by their favorite actors. Therefore, the casts in this film could be regarded as a 

relative advantage. 
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Compatibility: Compatibility is the degree to which people find an innovation to be 

consistent with their existing values, past experiences and needs. A high degree of 

compatibility means low uncertainty for audiences and a high degree of consistency 

with individuals’ interests, needs and circumstances.  

 

Complexity: Complexity is the extent to which individuals think an innovation is easy 

to understand and use. That is to say, how clear an innovation is in its meaning to 

individuals is important. Grilli and Lomas (1994) found that if the complexity of an 

innovation is high, then the adoption rate will be accordingly low.  

 

Trialability: Trialability involves the extent to which an innovation can be tested or 

evaluated on a limited basis before adoption. If this attribute of an innovation is 

proven to be high, it will reduce uncertainty and thereby increase the confidence of 

audiences. Therefore, individuals will be likely to accept this new product.  

 

Observability: Observability is the degree to which the result of an adoption can be 

observed and is a way to decrease uncertainties and facilitate the likelihood of 

adoption. The result of an adoption may be easier to be observed by individuals, 

whereas there are some innovations may be difficult to observe or describe to others. 

This observability of an innovation is positively related to its adoption rate.  

 

The five-attribute concept has been widely used as a measure to predict the 

adoption rate of a new innovation or reversely to find out the strengths and 

weaknesses of a product. To explain with an example, Silk (2014) examined how the 

five attributes of renewable energy initiatives are influential with different groups of 
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stakeholders across the state of Michigan during 2009 summer. His team divided 87 

people into 12 groups and separately held focus groups with the participants to test 

their acceptance of an innovation by examining their opinions regarding the five 

attributes of a technology. Silk found that stakeholder groups perceived renewable 

energy to be relatively advantageous and compatible with their values. This study 

showed that the attributes of a certain product could be perceived as predictors of 

people’s acceptance.  

 

Although DOI theory was originally established from the research on 

agricultural science, some scholars utilized meta-analyses to indicate these attributes 

to be operational in examining adoption rates across a wide range of disciplines (e.g., 

Rogers, 2003; Tornatzky & Klein, 1982). Several studies employed the attribute 

concept on other topics such as education practices (e.g., Holloway, 1977) and 

consumer product choices (e.g., Ostlund, 1974). In the field of film, although the five-

attribute concept has not yet to be incorporated to study film diffusion, this concept 

has been evaluated to be effective in consumer perception of product choice 

regardless of the types of product (Makse & Volden, 2010). In this study, the five 

attributes are examined in the contexts of film. Instead of conducting a quantitative 

study on predicting the adoption rate of film, this paper aimed at delivering the 

characteristics of youth films and using the five attributes to describe the 

characteristics. 

 

The attribute-focused approach has also launched a significant field of analysis 

within the marketing literature, regarding how promotion including advertising affects 

perceptions of product attributes (Makse & Volden, 2010). In this study, how youth 
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film promotion influence audience’s perceptions of youth film attributes was 

examined in contexts of film. Kerrigan (2010) claimed that different groups of film 

viewers have different demographics and interests. To cater to the tastes of the target 

audience and to effectively reach them, the strategies used to promote the film should 

be consistent with the user behaviors. Youth films, as a specific film style, are 

primarily for young audiences who are aged 15-35 (Nie, 2011). Nie added that this 

group of people is active on online platforms and more likely to share opnions with 

others. Therefore, the platforms used for youth film promotion should be online 

media or mobile terminal devices, and the content should be related to Internet 

language use and culture. This is an example illustrating how youth film 

characteristics are taken advantage of in promotions. In this paper, the five attributes 

of youth films were studied to reveal how they are associated with film promotion 

practices. 

 

2.6 Research Objectives 

The current study set the following research objectives: 

1. As aforementioned, the background of youth film’s popularity has not yet been 

comprehensively investigated in previous studies. This study generally explores 

the social reasons, especially economic and political factors, behind the 

popularity of youth films and the nature of this type of film, which is necessary 

before obtaining a deeper understanding of youth films and the promotion 

strategies. 

2. Secondly, this study is to delineate the characteristics of youth films produced 

between 2010 and 2015 in terms of film, and to describe them in terms of the five 

attributes of an innovation. 
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3. Lastly, this study explores how youth film promotion strategies from 2010 to 2015 

are related to the five attributes of an innovation. 
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CHAPTER 3 STUDY 1 

3.1 Method 

3.1.1 Overview 

Given the consideration that DOI attributes have not been used in film studies, 

the applicability of DOI attributes in film was first examined, followed by an 

investigation on the characteristics and promotion strategies of youth films based on 

the DOI attribute framework. Therefore, two studies were conducted separately and 

the results were presented accordingly. Study 1 is actually the preliminary research 

for study 2. The first part provides basic understandings of youth film background and 

the theoretical basis for interpreting the characteristics and promotion strategies. 

 

In study 1, in-depth interviews were employed to collect data with regard to film 

scholars’ perceptions of youth films in general, and their views of DOI attributes 

related to films. According to Tracy (2010), in-depth interview is an approach 

providing insightful information of a topic. More than that, in-depth interview is not 

only an approach for exploring detailed messages, they also contributed to lengthy 

observations and in-depth discussions devoted to certain issues. As a matter of fact, in 

an in-depth interview, the conversation is developed in a one-on-one situation and the 

interviewees will not feel pressure brought by other participants. In this condition, 

respondents can freely express thoughts and it imperceptibly increases the 

authenticity of their answers. In light of these concerns, in-depth interviews are the 

most ideal method in this phase. 

 

In the interview, seven film scholars were asked to provide their perceptions of 

the five attributes of DOI in the context of film. The interviewees were interviewed 
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between April and June 2015. All interviews in this phase were conducted face-to-

face. Each interview was approximately 30 minutes. The interview was developed to 

help understand the applicability of the five attributes of DOI in the study of film. 

Their responses provided the basis for subsequent interviews which were conducted 

with industry experts for exploration of characteristics of youth films and how youth 

film promotional strategies used as related to the five attributes of DOI. 

 

3.1.2 Procedures 

In order to find suitable interviewees, a snowball sampling method was adopted 

in the qualitative interview study. At the beginning, three film scholars working in 

Hong Kong Baptist University-Beijing Normal University United International 

College were invited in this study. Through invitations and referrals, two other 

scholars agreed to participate in the interview. In those interviews, the interviewee 

participants recommended other two scholars who are teaching in Beijing. During the 

trip in Beijing, interviewees with the two scholars were conducted at their workplace. 

 

3.1.3 Participants 

The interviews were conducted with seven scholars who have been in the field of 

film for more than 10 years. Among all scholar participants, three of them are from 

Taiwan and the rest are from the mainland. In consideration of the fact that Taiwan 

youth films have significant influence on domestic youth films (Yin, 2010), Taiwan 

scholars’ responses may increase the comprehensiveness of this study. Following is 

the name list of interview participants of study 1 (Table 3). 
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Table 3 Names of Participants in Study 1  

   

Name Title Areas of expertise 

Prof. Fei Xie 
Vice President of 

the Beijing Film Academy 

Film directing arts, film and 

television scriptwriting, 

creative director  

Prof. Hong 

Yin 

Associate Dean of 

School of Journalism and 

Communication, 

Tsinghua University 

Film and television arts, film 

and television industry, 

media culture 

Prof. Youning 

Lee 

Chairman of Film/TV Communication 

Department, Chungyou Institute of 

Technology 

Planning, production and 

promotion of Mainland and 

Taiwan co-productions, film 

production 

Prof. Evelyn 

Mai 

Associate Dean of the Department of 

Humanity and Social Science, 

United International College 

Television and new media, 

television planning, 

marketing strategies 

Prof. Aaron 

Chiu 

Professor of Cinema and Television, 

United International College 

Cross-media studies, film 

history 

Dr. Ruo Si 
Associate Dean of Phoenix School, 

Communication University of China 

Film marketing strategies, 

film management 

Mr. Wei Jiang 
Lecturer of Cinema and Television, 

United International College 
Film production 
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3.1.4 Interview Questions 

The in-depth interviews included open-ended questions addressing the first 

research objective and application of DOI attributes. Specifically, interview 

participants were requested to freely express their opinions about the background of 

youth film developments. For applicability of the DOI attributes, the original 

definitions were given to informants and they were asked how they should be applied 

in film studies. Appendix 1 enlists the open-ended questions asked in the interviews. 

 

The interview questions served as a guideline in the interview. The sequence of 

questioning was basically in accordance with but not restricted to the guideline. 

Follow-up questions were also proposed to interviewees to dig deeper information. 

Furthermore, interviewees were encouraged to elaborate their points with examples. 

 

3.1.5 Analysis Approach  

Basically, this study employed the “Thematic Analysis Approach” to analyze the 

answers provided by interview participants in this research. Thematic analysis is a 

general method for qualitative analysis of transcripts or other similar text data sources 

(Guest, 2012). In this study, the audiotaped content of seven scholar informants was 

firstly transcribed into summaries. All transcripts were read line-by-line to identify 

and categorize key words which were repeated for multiple times in different 

interviews, concepts perceived to be important or ideas strongly related to concepts in 

the literature review. The concepts or words were filtrated in light of relevance to the 

research objectives in this phase. For questions about the DOI attributes, all selected 

items were grouped and correspondingly divided into the each attribute. Last but not 

least, the selected items as well as the attributes were summarized and discussed. 
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3.1.6 Ethical Issues 

As ethical issues are one of the criteria of a qualitative research design (Tracy, 

2010), four notifications were made to the participants before the interviews: 1) the 

purpose of this study was clarified to the interviewee; 2) the content provided by 

participants was used for only academic purposes in this research; 3) the real names 

of the interviewees were published in the study; and 4) all participants agreed to the 

interviews voluntarily and reserved all rights for the final explanations. The ethical 

issues were applied in all interviews of this research, including study 2. 

 

3.2 Results 

3.2.1 Social Background 

The social background, especially economic and political environment, was 

perceived by interviewees as a very important factor in the nature and development of 

films. According to Dr. Ruo Si, since 1978, when the reform and opening up policies 

were implemented in China, the film industry entered a golden age. In the 1980s, the 

annual number of film viewings was more than 20 billion. By the early 1990s, this 

number still remained at 10 billion. However, due to political reasons and 

emergencies of pirated audiovisual products, the Chinese film industry experienced a 

recession in the 1990s and early 2000s. In 2003, an industrial reform was initiated in 

the Chinese film industry. Then, foreign or private capital was allowed to enter the 

Chinese film market, and the structural reform brought this industry back to life. This 

industry was therefore dramatically changed after the upheaval. In 2014, there were 

only 0.8 billion film viewings and that the average age of the current film audience is 

21-22. Generations born after the 1980s or 1990s have become the main consumers of 
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films. Youth films, as a film type specifically produced for young audiences, have 

become popular.  

 

Professor Fei Xie, a fourth-generation director, stated that youth films are a 

particular offspring of the Chinese film market. As mentioned above, the majority of 

current audiences were born after the 1980s, and there was a recession in China film 

industry in the 1990s and early 2000s. During that time, this group of audiences was 

in their school life, but there were few films mirroring their campus stories at that 

time. Therefore, contemporary youth films are produced as supplementary for the 

audiences to recollect the memory of school days. According to a famous Chinese 

film scholar Professor Hong Yin, for industrial reasons, the genres of films released in 

the Chinese market are limited. As a result, to satisfy the main audience, this unique 

type of film, which is youth films, combining elements of comedy, romance and 

youth appeared to fill market gaps. 

“Youth films are likely a film type rather than an independent film genre. 

Youth is an element applied in other genre films. This is why youth films are 

usually regarded as romance film or comedy.” [Professor Aaron Chiu] 

 

Professor Xie and Professor Yin demonstrated that film seems to be an 

entertainment tool for only young people while older people prefer watching soap 

opera or traditional drama. As a result, youth films are widely accepted and loved by 

current audience groups. Due to the recession in the 1990s, film censorship and other 

historical reasons, the Chinese film market is still in a “half market-oriented 

economy”. From a historical perspective, said by different participants, more 

audiences (e.g. old people or rural people) are going to theaters and this market will 

further expand. 
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Professor Chiu and Professor Mai also addressed the significance of the 

economic and political environment. Films are reflections of economy and the politics 

of the time. In the context of youth films, characteristics of current youth films are 

determined by the political and economic circumstances from 1995 to the present. In 

practical terms, the economy in the past 20 years has been at a stage of rapid 

development and the policies have been open. As a consequence, people tended to be 

more open-minded and film content was no longer strictly confined to certain policies 

or political limitations. In films, characters in youth films are free to pursue their 

dreams and love. Moreover, sensitive topics in youth films, such as puppy love, 

betrayal and abortion, appear to be a new feature. From a perspective of 

communication channels, the relations between Internet and youth films have been 

constantly fastening. Internet elements including Internet languages and Internet 

events or celebrities are more frequently applied in films. These changes are brought 

by reforms of economy and politics. As indicated by interviewees, intellectual 

development comes along with the economic and political progress and film is a 

typical reflection of this effect. 

“Youth films are a very representative film type showing the open-mind of 

current film market. People can figure out many new features from youth 

films. For instance, themes about abortion or infidelity less likely appear in 

previous films.” [Professor Fei Xie] 

 

Youth films bring film industry some interesting phenomena. For instance, the 

emergence of cross-over directors is a new phenomenon in youth films. Professor Yin 

stated that the phenomenon of cross-over director is salient in youth films because 

young audiences are more passionate about the new directors. Jingming Guo and Han 

Han are famous writers and Jiong He is a popular TV show host. Each of these three 
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celebrities directed at least one youth film in the past two years. Some scholars 

suggested that the cross-over directors are partially related to Taiwanese youth films. 

Professor Youning Lee said that a famous Taiwanese youth film You Are the Apple of 

My Eye (那些年，我们一起追的女孩) directed by a writer Giddens Ko (九把刀) in 2011 

has been considered as a factor resulting in the appearance of cross-over directors in 

mainland China. It was emphasized by interviewees that the success of film You Are 

the Apple of My Eye is an example showing mainland audience’s enthusiasm on youth 

films. In 2013, a youth film So Young (致我们终将逝去的青春) achieved remarkable 

commercial and industrial success and it brought a new wave to youth films. The 

success of these two films revealed China filmmakers the potentials of youth films. 

Those are important reasons of high yield of youth films in the past five year between 

2010 and 2015.  

“Giddens Ko and other Taiwanese authors have great impact on domestic 

youth films. Actually their works are a kind of enlightenment to mainland 

filmmakers and authors. Han Han and his film are one of the representative 

examples.” [Professor Youning Lee] 

 

3.2.2 DOI Attributes in Film Studies 

As introduced in above section, seven film scholars were interviewed regarding 

to the applications of DOI attributes in film studies. Interviewees were given the 

original definitions of DOI attributes and were asked about how to use the DOI 

attributes in the realm of film. From the interviews, the points of views expressed by 

scholars are summarized below (Table 4). The following paragraphs further elaborate 

the applications of each DOI attribute from scholar informants. 
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Table 4 Application of DOI Attributes in Film Studies 

 

 

 

Attributes Definitions by Rogers Applications in Film Studies 

Relative 

advantage 

The extent to which people view 

a product better than other 

options 

Advantage, selling points or core 

competitiveness which makes a 

film look different from or better 

than other films. 

Compatibility 

The degree to which the public 

finds an innovation consistent 

with their existing values, past 

experiences and needs. 

The extent to which the film is 

consistent with the interests, 

values, beliefs, needs, past 

experiences or real life of 

audiences. 

Complexity 

The extent to which individuals 

think an innovation is easy to 

understand and use. 

The extent to which a film is easy 

to understand or watch. 

Trialability 

The degree to which an 

innovation can be tested or 

evaluated before adoption 

The extent to which a film can be 

tested before film consumptions. 

Observability 
The extent to which the result of 

an adoption can be observed 

The extent to which the result of 

watching a film can be examined 

or observed before buying the 

ticket. 
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Relative Advantage 

From the answers given by scholar interviewees, relative advantage in the film 

context is generally about the advantages, selling points or core competitiveness of a 

film. Dr. Ruo Si said that relative advantage is the selling points which should be 

emphasized and repeated throughout the whole process of presenting a film to public. 

She gave two examples to explain her viewpoint. In a film case of Love Is Not Blind 

(失恋 33 天) the selling point was the most impressive failure of love. All promotion 

strategies or tactics including viral videos or offline activities were designed on the 

basis of this theme. Another example is Under the Hawthorn Tree (山楂树之恋), 

which was distinguished as “the purest love ever”. Dr. Si summarized that relative 

advantage in film should be recognized as the identity of the film. The unique identity 

of each film is in accordance with the plot, cast, visual effect, content or the theme. 

That is what filmmakers use to make a distinction between one film and another. 

 

Other scholars stated that the nature of relative advantage could also be revealed 

in western films. Different from domestic youth films, film casts or special effects are 

usually identified as the relative advantage of a Hollywood blockbuster. These 

elements appear to be more advantageous to attract audience’s eyeballs when 

promoting a Hollywood blockbuster. For instance, the selling point of a film The Fast 

and the Furious 7 (速度与激情 7) was about visual effects and commemorating one of 

the main actors, Paul Walker, who lost his life before the film was released. The 

selling points caused great sensation around the world and film ranks the third place 

(USD 1.52 billion) in the history of top box office film.  

“Different films have different advantages and the advantages are what make 

a film different from others. The advantages are the essential reasons why 

audiences choose the film.” [Professor Aaron Chiu] 
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Interview participants including Si and Mai indicated that the relative advantage 

is consistent with the type of every individual film. This is the reason why selling 

points of domestic youth films are relevant to film plots or themes while visual effects 

or film casts are usually the key messages in a Hollywood blockbuster. Moreover, the 

relative advantage of a film should also be identified according to target audience’s 

preference. Audience’s tastes on films are determinative elements when starting a 

film production and they are eventually presented as key selling points at film 

promotion stages.  

 

Compatibility  

In the context of film, scholar interviewees thought that compatibility means the 

extent to which the audience thinks a film is close to their interests, values, 

experience, believes or real life. It was reported by interviewees that most films are 

consistent with the cultural environments they are produced in, and this is the 

essential reasons why a film is different from foreign films. Generally speaking, local 

films in countries like China, India or Korea are majorly consumed by domestic 

audiences. American films are an exception because of the long-term exportation of 

American culture. Equipped with advanced filming technologies and universal values, 

Hollywood films (e.g. Avatar, Titanic) gain a high degree of recognition worldwide. 

In this case, due to the influence of American culture and value, Hollywood films 

have higher extent of compatibility with audiences all over the world. This reveals the 

significance of consistent values in the concept of compatibility. 

 

In youth films, emotional appeals are important. Youth films aim at evoking 

audiences’ of past memories and audiences tend to be emotionally affected. 
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Moreover, people who have experienced similar romantic relationships or friendships 

will have the motivation to reminisce about the old days, and people who have not 

experienced that kind of youth would like to know about it. The consistency between 

the film and the audience’s past experiences provides a reason for the audience to 

watch it. Furthermore, in many film cases, this consistency will arouse certain 

feelings in audience groups, and this is perceived as resonance between the film and 

audience.  

“The values in a film should also match the mainstream values of the society, 

and this will increase the degree of acceptance of the audiences. Youth films 

are a good example of cultural consistency.” [Professor Hong Yin] 

 

Complexity 

As summarized from the interview responses, complexity is the extent to which a 

film is easy to understand or consume. Most interview participants indicated that 

complexity consists of two dimensions: the difficulty of understanding a film and the 

cost of time and money. To decrease the difficulty of understanding a film, effective 

communication is significant. Key messages of a film should be precisely delivered to 

audience. Effective communication contains accuracy of film information and proper 

selection of communication channels. A counterexample reflects the importance of 

veracity of film information. The Chinese name of a youth film titled 万物生长 (Ever 

Since We Love) literally means everything growing. Audience’s feedback shows that 

people can hardly connect this name with a youth film, and this name actually 

increased audiences’ perceived complexity of understanding this film.  

“Everyone can watch a film. This process is not complicated at all. But if a 

film is hard to understand, there will be a problem in it. Especially for 

commercial films, the plot and key thought should be straightaway.” 

[Professor Aaron Chiu] 
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The second dimension involves the monetary and time cost of watching a film. 

Commercial film is actually a product of entertainment rather than a daily necessity. 

In consequence, audience will evaluate the cost of film watching. Dr. Si found that 

audience would like to share comments by estimating whether the film quality is 

worth the money and time they spent on it. However, people are less likely to do the 

same thing in other entertainment activities like karaoke. Given the concern that ticket 

purchase is included in audience’s time cost, the convenience of buying tickets is also 

considered as a factor influencing audience’s perceived complexity. 

 

Trialability 

Trialiability is the extent to which a film can be tested by audiences before 

watching the film in a theater. This is intended to dispel the uncertainty about a film. 

Watching a film is a kind of experiential consumption rather than product purchases. 

The full-length film can hardly be tested before buying a ticket. Therefore, this 

attribute involves how a film may be experimented with on a limited basis. 

Interviewees explained that trailers are an important method of testing a film. Trailers 

are combinations of key clips from a film. In other words, trailers are the samples of a 

film. Therefore, according to Mr. Xueming Zhang and Ms. Shu Lu, trailers have great 

effects of influencing the trialability of a film. 

“Although some audiences say that trailers are usually not consistent with the 

film, trailers are definitely important tools for audience to know basic 

information about a film. For example, trailers tell the genre, casting, key plot 

points of a film.” [Mr. Wei Jiang] 

 

“Clips or filming documentaries are direct presentations of the film. These 

videos allow people to know exact backgrounds or inside stories about the 

film.” [Mr. Wei Jiang] 
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Moreover, inspired by Rogers’ claim that earlier adopters of films perceive 

trialability more important than other adopters, Lee and Xie stated film previews are 

related to trialability of a film. In many film cases, films are previewed to small 

groups of people and this is an attempt for both producers and audiences to know the 

film better. Film previews are another practice of increasing the degree of trialability. 

 

Observability 

Interviewees indicated this attribute involves the extent to which the result of 

watching a film can be examined or observed before the watching experience. 

Professor Chiu explained the observable results offer audiences an opportunity to 

observe and to generate an expectation of the film. More importantly, five scholar 

interviewees found that observability involves how audiences share their opinions on 

the film with others. This refers to the word-of-mouth, including film reviews and 

comments made by film critics, media or common audiences. Word-of-mouth is an 

essential reference for audiences to know about a film. Professor Chiu said that word-

of-mouth is the impressions and feelings expressed by people who have watched the 

film and offers the most direct reference of the film. There are diverse forms of word-

of-mouth including media reports, professional critics, public reviews and electronic 

word-of-mouth. In addition, Dr. Ruo Si indicated that box office performance is a 

way for audiences to observe a film. Current audiences have started to pay attention to 

the box office performance of a film and will accordingly make choices based on the 

trend of the film box office. This is a new factor that more audience members have 

begun to take into consideration when observing and selecting films. 

“Box-office report is an effective way showing how popular a film is. Good 

box-office performance reflects audience’ enthusiasm. The conformity makes 

potential audiences do things other people are doing” [Dr. Ruo Si] 
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3.3 Discussion 

Study 1 aimed to understand the background of youth films as well as how to 

apply DOI attributes in film studies. These two objectives are separately explored 

through in-depth interviews with film experts in academia. Results indicated that the 

Chinese film industry developments follow the fluctuations of China economic and 

political environments. Since 2003 when film industry was reformed, Chinese films 

entered a period of rapid growth and young audience gradually becomes the major 

consumer. Youth films, as a film type specifying for young audience, started to enjoy 

a high degree of popularity. Youth films were indicated by interviewees as a kind of 

special products of the social and industrial environments. Some new phenomena 

such as cross-over directors come along with the birth and rise of youth films.  

 

Above summaries imply that social background has significant influence on the 

film industry. The rapid growth of Chinese annual box office in past thirteen years 

reflects that the film market has been greatly benefited from the reforms. At the same 

time, young adults who were born after 1980s gradually became the major consumers 

of film. As a result, their preferred film types or themes, such as youth films, started 

to enjoy a high degree of popularity. The causation is underlying information for 

further exploration on characteristics of youth films.  

 

Due to the truth that the DOI theory was originally developed from farming 

technology diffusion, the applicability of DOI attribute concept in film studies were 

examined. It was indicated in preceding chapters that there are some features of films 

that make films a special product from others. In interviewees with scholars, the 

applicability of DOI attributes in films was also discussed. In fact, several 
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interviewees found that films are slightly different from the original concept of 

“innovation” in DOI theory.  

 

First, film is neither instruments of production nor necessities in people’s daily 

life. That means watching films is not an indispensable need and people are more 

likely to select films out of interests or emotional appeal. Those are essential elements 

when discussing compatibility of film. Second, watching films is an experiential 

consumption which is different from technology adoptions. When buying a ticket, it 

only promises a chance of film viewing but not the permanent possession of certain 

real products. People will not have a test on the full-length film until they purchase 

the tickets. This feature influences the trialability of film viewing. Third, attending a 

film is usually an impulsive decision, and audience may select a film within a very 

short time. Sometimes, only one selling point can be a determinative reason for an 

audience to choose a film. In this case, to a certain extent, relative advantages ought 

to be more straightforward and persuasive. Fourth, different from adopting new 

technological innovations, audiences will not have any difficulty of understanding 

how to watch a film. The complexity of watching a film, as summarized from 

interviewees’ responses, refers to the difficulty of understand the film and 

inconvenience of ticket purchase, which is different from the definition of complexity 

in DOI theory. Lastly, every film is a unique product but not an improved version of 

any previous innovations. This is another distinction between films and technological 

innovations. Therefore, the specific selling points of each individual film, which is the 

relative advantage, are different from those of other films. 
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Given the concern of above specificities of film, the DOI attributes were slightly 

modified to apply in the context of film. This study is a new attempt of applying DOI 

theory in cultural products. The adapted concepts of DOI attributes were utilized as 

the framework in following study. In study 2, youth film characteristics are 

categorized based on the DOI attributes and the youth film promotion strategies are 

examined to explore how they influence the attributes of a film. Equipped with the 

adapted DOI attribute concept, the second study was conducted with thirteen 

interviewees who have practical experience in production or promotion of youth 

films. 
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CHAPTER 4 STUDY 2 

4.1 Method 

The objectives in this study phase are to delineate characteristics of youth films 

and to explore how promotion strategies are employed to influence people’s perceived 

attributes of a youth film. These two topics involve the insights and details in real 

youth film promotion practices. In-depth interviews, which are identified as an 

intensive research approach, were also utilized as the major method in this phase. In 

this study, the applications of DOI attributes summarized from study 1 were 

employed to guide interviewees to respond questions in a structural framework. 

Moreover, the applications of DOI attributes in film are conceptual framework with 

which to categorize the answers from interview informants. 

 

In the phase, five filmmakers and eight film promotion experts were interviewed 

to share their opinions regarding to the youth film characteristics and promotion 

strategies. The interviewees were interviewed between April and June 2015. 

Telephone interviews were used with three interviewees while other participants 

attended the face-to-face interviews. Each interview was approximately 40 minutes.  

 

4.1.1 Procedures 

In this study, the snowball sampling method was also adopted in the qualitative 

interview study. In the conference held in Zhuhai, four filmmakers and one promotion 

expert were visited and interviewed in this study. During the trip in Beijing, two film 

interviewees were firstly interviewed and they introduced other participants. 

Therefore, all seven film promotion experts and once filmmakers were interviewed in 

Beijing as it is the central of Chinese film industry. 
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4.1.2 Participants 

To obtain comprehensive information, professional experts in film industry or 

film promotion companies were invited in this phase. The interview participants 

consisted of 1) five filmmakers or producers who have participated in the production 

of at least five films, and 2) eight film promotion practitioners who have taken part in 

youth film promotions (Table 5). Different groups of informants were interviewed to 

answer different questions derived from the two research objectives.  

 

Table 5 Names of Participants in Study 2 
1   

Name Position Representative works 

Promotion practitioners 

Mr. Wenbo Zhang  
CEO of 

Bravo Entertainment 

Monster Hunt  

(捉妖记)) 

Fleet of Time  

(匆匆那年)) 

Mr. Weijie Zhu 
CEO of 

Wishart Media 

Young Style  
(青春派) 

Jian Bing Man  

(煎饼侠)) 

Mr. Yugang An  
CEO of 

In-entertainment 

Love Is Not Blind  
(失恋 33 天) 

Beijing Love Story 

(北京爱情故事) 

Ms. Xuewei Tang  

CEO of 

Hesong Century Cultural 

Media 

Unbeatable (激战) 

Journey to the West: 

Conquering the Demons 

(西游降魔篇) 
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Mr. Xueming Zhang  
Vice President of 

Maglim Pictures 

You Are the Apple of My Eye  

(那些年，我们一起追的女孩) 

Forever Young  
(栀子花开) 

Ms. Shu Lu  
Planner of 

Laurel Pictures 

Ever Since We Love 
(万物生长) 

The Continent  
(后会无期) 

Mr. Kun Han  
Planner of 

Le Vision Pictures 

Somewhere Only We Know 

 (有一个地方只有我们知道) 

Mr. Steve Wang 
CEO of 

Activator Marketing 
N/A 

Filmmakers 

Mr. Wolf Chen 
Senior Vice President of 

Joy Media Group 

Black & White Episode: The 

Dawn of Assault 
(痞子英雄之全面开战) 

Mayday 3DNA   

(追梦 3DNA) 

Mr. Xiaozhu Wang  

Executive President of 

Xinbaoyuan Movie/TV 

Investment 

Let the Bullet Fly  

(让子弹飞) 

Mr. Jianlin Jin  
Producer of 

Galloping Horse Media 

Eternal Moment 
(将爱情进行到底) 

Fleet of Time  
(匆匆那年) 

Mr. Leungchun Chiu  Film director 

Golden Chicken  
(金鸡) 

I Am Somebody  
(我是路人甲) 
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Mr. Ning Wen Scriptwriter 

金太郎的幸福生活 

 (Chinese name only) 
The Monkey King 2 
(西游记之三打白骨精) 

 

4.1.3 Interview Questions 

The in-depth interviews were basically open-ended questions. These questions 

were proposed to explore the characteristics and promotion strategies of youth films. 

To be specific, the interviews were in accordance with the sequence of five attributes. 

Instead of telling the specific name or definition of each attribute, the modified 

meanings of attributes are discussed with interviewees. They were asked what 

characteristics are related to the discussion and what promotion strategies are 

accordingly utilized. For instance, when discussing the topic of relative advantage, the 

conversation was started with the selling points of a film. Then interview respondents 

were requested to explain what characteristics and promotion strategies are related to 

the selling points. The interview questions basically served as a guideline in the 

interview. Appendix 2 enlists the open-ended questions asked in the interviews. 

 

The book Film Marketing, written by Kerrigan in 2010, was used as a reference 

in the interviews. Through this book, Kerrigan introduced basic promotion strategies 

in different categories, including film marketing mix, consumer selection of film and 

film promotion materials. Film marketing mix is a set of film elements that include 

cast, script, age classification, and release strategies. The second category includes 

elements in the consumer decision-making process, such as film critics, word-of-

mouth and motivations for watching films. Film promotion materials are printed 

materials including posters, banners, display panels and other printed advertisements. 
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Considering that the research topic is on Chinese youth films, promotion strategies are 

grounded on the actual situation of film promotion industry.  

 

4.1.4 Analysis Approach  

This study also employed the “Thematic Analysis Approach” to analyze the 

interview transcript in this phase. In this study, the audiotaped content of thirteen 

participants was firstly transcribed into text. With the guideline of five attributes, the 

characteristics and promotion strategies were summarized in the study. Actually the 

key words in this interview were clearly indicated by interviewees. All selected items 

were grouped and correspondingly divided into the each attribute based on the 

responses from interviewees. In following paragraphs, each youth film characteristics 

and promotion strategies were elaborated. 

 

4.2 Results 

Equipped with the applications of DOI attributes in film studies as well as the 

basic understanding of Chinese youth films, there were eleven characteristics and 

eight promotion strategies of youth film concluded from the study. In the following, 

the eleven characteristics are presented in accordance with the DOI attribute and each 

promotion strategy is respectively explained.   

 

4.2.1 Characteristics of Youth Films 

After the interviews were transcribed, important key words or concepts of youth 

film characteristics were selected because they were 1) frequently repeated in 

different interview conversations or 2) explicitly stated by interviewees to be 

important or meaningful in youth films. There are eleven characteristics, which are 
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categorized into the five attributes according to the meanings and descriptions given 

by the interviewees. In addition to this, the categorization is also consistent with the 

attribute definition given in study 1. The characteristics are individually presented in 

the light of the five attributes.  

 

Relative Advantage 

It was summarized from study 1 that relative advantage in film studies refers to 

the advantages, selling points or core competiveness of a film. In general, intellectual 

property (IP) films and fans films are considered as relative advantages of youth 

films. These two characteristics provide the films with existing awareness before film 

promotion campaign is launched. 

 

IP films stand for films those adapted from other intellectual properties such as 

novels, songs, computer games or television operas. An alternative term for IP films 

used by Professor Hong Yin is inter-text films, which means one script or theme 

transferred in different patterns of manifestation. IP film production is now a trend in 

the Chinese film industry and is more observable in youth films. Nowadays, to bring 

nostalgic feeling to audiences, most youth films are adapted from previous IP creative 

works which were usually popular readings or songs of 1990s or 2000s. Therefore, it 

is more likely people have a favored impression on youth films adapted from IP 

works. Moreover, IP creative works has existing audiences, which provides certain 

awareness for the youth films. Audiences will have certain expectations on the 

adaptions and tend to be more willing to know about the film. The loyal consumers of 

the original IP creative works are usually the first batch of audience and the voluntary 

advocators for the film.  
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“IP is a kind of shortcuts for filmmakers to achieve good box-office 

performance. The titles of IP films are already known by certain groups of 

people and this saves some costs on increasing awareness.” [Mr. Xueming 

Zhang] 

 

Fans films are another similar concept, which implies that fans of directors, casts 

or even original IP works could be transferred to be early audiences of the film. Fans 

of specific film actors provide an audience base for films, and these fans are 

enthusiastic enough to influence other groups of people to increase the awareness of 

the film. Fans film is common to see in youth films because idolaters are usually 

young people rather than older people. For this reason, Mr. Shu Lu said, “Little Fresh 

Meats”, which means popular young stars, are first choice of casting in youth films.  

“The emergence of new idols is a characteristic of youth films, and their fans 

will become the first batch audience members of the film. Moreover, IP films 

are also common in youth films, because young audience is usually fans of 

the original IP works.” [Ms. Shu Lu] 

 

Both IP films and fans film offer a starting point of film awareness. An example 

nicely illustrates the two ideas at the same time. An IP film series Tiny Times (小时代) 

has a great deal of fans who were originally fans of the director or of the youth novels 

at the same name. Although this film series was criticized for delivering wrong values 

to teenagers or low artistic value, every episode of this series has remarkable 

achievements in the box office revenue. The stable groups of loyal audience are the 

most essential reason if this success.  

 

Compatibility 

In this part, the attribute compatibility consists of characteristics of consistency, 

emotional resonance, nostalgia. These characteristics reveal how youth films are 
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compatible with audience’s values, interests, real life and, most importantly, emotion. 

The three characteristics are individually explained below.  

 

Consistency means that youth films are highly consistent with audiences’ past 

experience, memory and emotion. This reveals that the compatibility between youth 

films and audience is relatively high. Mr. Wenbo Zhang, the CEO of Bravo 

Entertainment, said that although consistency between film and audiences’ standards 

is stressed in every type of film, the significance of consistency has been reiterated in 

production of youth films. Different from other types of film, one purpose of 

consistency is to arouse a sense of identity. Youth films involve the stories derived 

from people’s real life, which allows audiences to gain the sense of identification that 

they are also characters in the film. Moreover, the real events or news happened in the 

past or songs and daily supplies of old days are used in film to bring audience 

members to that period. In this way, the audience may feel that the film is consistent 

with their life, and they would perhaps be curious about or interested in how these 

stories are narrated in a film and how the film relates to them. This is how the sense of 

identity is aroused. 

“The focused point of youth films is consistency. It is aimed to achieve the 

sense of identity of audience. This is to let audience feel that the film is about 

what they have really experienced. In this situation, they may have positive 

impression on the film.” [Ms. Xuewei Tang] 

 

The sense of identity is not the terminal point of compatibility. Mr. Yugang An, 

the CEO of In-Entertainment, suggested that the most important purpose of youth 

films is to arouse the emotional feeling of audiences. Youth films generally depict the 

past days of the audiences and they have emotion about their past experiences. 
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Filmmakers usually utilize shared memories as emotional appeals in youth films. 

Some interview participants including Mr. Wenbo Zhang and Mr. Yugang An 

asserted that emotional resonance determines the success or failure of a youth film. 

Presenting a youth film can be regarded as a process of identifying, arousing and 

strengthening the emotional resonance. Emotional resonance is more likely to be 

achieved among groups with shared features. The emotional resonance in youth films, 

as indicated by most interviewees, is specifically the feeling of nostalgia. Mr. Yugang 

An explained that everyone has regrets for their youth, and they view watching a 

youth film as a way of compensating for regrets. This feeling ultimately drives 

audiences to go to theaters because audiences consider this is a way of looking back 

upon their youth. Emotion labels, which are specific items, such as theme songs and 

graduation pictures, are carriers of audiences’ nostalgic feels to remind audience 

members of their own experiences of those days. 

“Youth films are different from Hollywood blockbusters, which are not for 

selling visual effects but for common memories. People feel youth films can 

voice their thoughts and feeling.” [Mr. Weijie Zhu] 

 

Complexity 

When discussing the attribute of complexity, most interviewees referred to two 

characteristics, which are youthfulness and campus life. These two characteristics 

enable audiences to easily understand the messages delivered in a youth film. 

 

Given the concern that target audiences of youth films are teenagers or young 

adults, the on-screen expressions of youth films are featured with youthfulness. All 

elements including dialogue, scene and clothing are closely linked to youth life. As 

stated by Mr. An, the language and visual appearances in youth films are lively and 
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youthful. For instance, in the youth film Fleet of Time, the dominant hue was white 

and blue which are colors of high school uniforms. These are regarded as symbols of 

youthfulness and reminiscence. Campus life is another characteristic in this 

discussion. Mr. Wolf Chen indicated that most youth film stories happened on 

campus. Most youth film audiences are familiar with campus and some even have 

unforgettable memory of student life. Audiences will not have the feeling of mystery 

about the scenes in youth films. In this case, as several filmmakers stated, youth film 

stories are factual and close to real life. That is to say, the contents of youth films are 

easy for audiences to understand. 

“Youth films are typical commercial films which are not as abstruse as art 

films. Plots of youth films are originated from campus and youth life. That is 

the reason why youth films are actually down to earth.” [Mr. An Yugang] 

 

Trialability 

As explained by scholars, trialability, in context of film, refers to the extent to 

which a film can be tested before ticket purchase. The purpose of a test is to lower the 

uncertainty of a film and to find out how it works under one’s own condition. This 

attribute is related to characteristics of new media and networkedness. In youth films, 

the plots and contents are usually associated with new media or networkedness. 

 

New media have a great deal of young users who are also the target audience of 

youth films, and this explains why this element is often used in background or plots of 

youth films. As indicated by Mr. Wenbo Zhang, new media are familiar to young 

audience and there is no doubt that audience will be able to understand film if this 

online platform integrates into film stories. The characteristic of networkedness refers 

that youth films are relevant to Internet. In consideration of that the majority 
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consumers of youth films and internet are young adults or college students, the 

languages and visual appearances on both platforms are invariable close. These two 

characteristics help audiences decrease the uncertainty to the film.  

 

New media and networkedness are important platforms of youth films. For 

instance, a new technological tool frequently used by youth film producers and 

publicist is HTML5, which enables audience to have interactive communication with 

the film. HTML5 is a new programming technology and it is featured with excellent 

user experience. Audiences can watch videos, play web games and upload their 

feedbacks. Mr. Jianlin Jin thought HTML5, as an example of new media, provides 

chances for audience to test the film. Actually, the process of the audience use these 

platforms are attempts of audience to test a film. Thus, these two characteristics are 

perceived to be effective at reducing the uncertainty and increasing the degree of 

trialability of a film. 

“HTML5 is a very useful and popular interactive tool. It enables people to 

obtain more information than printed ads or videos. At the same time, 

audiences are showing a strong interest on this kind of technique. It helps 

people to test a film before watching it.” [Mr. Weijie Zhu] 

 

Observability 

Observability refers to the extent to which the result of watching a film can be 

observed before film consumption. There are two characteristics of youth films 

categorized into this attribute, which are topicality and timeliness. Topicality means 

the extent to which a film is likely to be discussed by public. Mr. Yugang An said, 

rather than other types of film, audience members are more willing to voluntarily talk 

about youth films before or after viewing the film. That is because, as explained by 
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Ms. Xuewei Tang, young audience members are more interested in expressing their 

opinions and having discussions with their friends or other netizens. Meanwhile, 

youth films often contain controversial topics such as abortions, infidelity or showing-

off, which makes youth film contents become a topical issue. In the discussion, every 

participant is exposed to a mass of film information or reviews from other audiences. 

This imperceptibly increases the degree of observability of the film. 

“Because the target audience of youth films is largely made up of young 

people, and this group of audience is actually more sensitive to public topics. 

In the case of a youth film Tiny Times, quarrels about this film were fierce. 

Dramatically, the quarrels accelerated the increase of box office.” [Mr. 

Yugang An] 

 

The other characteristic of youth films is timeliness. Timeliness implies that the 

film stories are usually associated with famous social events happened at a specific 

time. For instance, well-known events such as the return of Hong Kong to China and 

the success for Olympics bid are employed as different plot points of the story in 

Fleet of Time. The social events, which are also the common memory of audiences, 

carry important messages in the film. By combining the social events with film, it will 

arouse public discussions on how the social events are narrated in the film. As same 

as the logic of topicality, it implicates that the fiercer of discussions the higher degree 

of observability.  

 

4.2.2 DOI Attributes and Youth Film Promotion Strategies 

This part presents the insights that how promotion practices influence audiences’ 

perceived attributes of a youth film. Guided by the DOI attribute concept concluded 

from study 1, informants were interviewed to express their opinions about major 

youth film promotion strategies regarding to each DOI attribute. For instance, when 
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talking about relative advantages in promotion practices, the interviewees were asked 

about which promotion strategies are utilized and how the strategies influence certain 

attributes. Therefore, in following paragraphs, youth film promotion strategies are 

independently examined to explore how they exert an effect on attributes of a youth 

film. A conceptual map is drawn below to illustrate the relationships between 

promotion strategies and corresponding DOI attributes (Figure 4).  

 

Figure 3 Relationship Map of Promotion Strategies and DOI Attributes 
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visual ways of expressing the important messages of a film. The essential purpose 

expected to be achieved by promotion materials is accurately and precisely presenting 

the film key images which are actually relative advantages of the films. For instance, 

if a film is directed by a famous director Stephen Chow, his name or portrait will be 

highlighted in most promotion materials of this film. By the same token, in IP films or 
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fans films, the IP creative works or casts, which are perceived as relative advantages, 

are usually emphasized in promotion materials. Therefore, promotion materials are 

visualized presentations of relative advantages. As indicated by Mr. Xiaozhu Wang, 

Ms. Xuewei Tang and other five interviewees, promotion materials are significant in 

influencing audience’s perceived relative advantage of a film.  

“Promotion materials are one of the most important promotion elements as 

they directly and effectively unfold film highlights before audiences’ eyes. 

For instance, film casts, genres and even film investments can be revealed on 

a poster.” [Mr. Yugang An]  

 

Moreover, language style used in promotion materials is consistent with film 

messages. In youth films, the language style used in promotion materials are 

characterized as youthful and networked. The aim is to build the image of film in a 

written form and to bring cordial feeling to audience. For example, the posters of the 

youth film My Old Classmates were featured with abundant networked languages to 

bridge the distance between young audiences and the film. Promotional strategies are 

employed to make the conjunction between the connotation of the film and the 

audience’s values, emotions, interests and past experiences.  

 

Trailers and Clips 

Trailers and clips, which are videos edited from films, provide a straightforward 

perspective to understand a film. What distinguishes trailers and clips from promotion 

materials is the difference is that video is a more concrete method of presenting a 

film. When viewing a trailer, audiences are able to gain a basic understanding about 

important elements such as scenes, dialogues and plots, which are lacks in promotion 

materials. Trailers and clips are an approach for the audience to test a film before 
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premiere. Therefore, as indicated by most interviewees, trailers and clips are effective 

methods to significantly increase the degree of trialability of a film. Furthermore, 

trailers and clips important carriers of relative advantages of a film. Key messages of 

a film such as casts and premiere date are usually essential information in trailers. Mr. 

Xueming Zhang and Mr. Kun Han also reported that the trailers and clips play 

significant role of increasing the compatibility of a film. 

“If comparing a film to a can of coke, viewing trailers and clips is an attempt 

of foretaste. Trailers and film clips can be perceived as an intimate interaction 

between audiences and the film. Releasing trailers and clips is a strategy 

offering every potential audience a chance to watch the condensed version of 

a film.” [Mr. Xueming Zhang] 

 

Topic Setting and Theme Song 

Topic setting refers to a film promotion strategy of initiating a public discussion 

related to the film theme. Theme song is a strategy of composing and promoting a 

theme-related song for mass communication. According to Mr. Wenbo Zhang, 

successful topic setting and theme song promotion cases are dramatically effective in 

raising film awareness in a short time. In youth film promotion, topic of shared 

memories and classic songs are capable of evoking people’s feeling of nostalgia. For 

instance, youth film theme songs for films such as You are Apple of my Eye, So Young 

and Fleet of Time enjoyed a high degree of popularity, which greatly accelerated the 

box office growth. Mr. Zhang added that those songs brought audiences back to the 

old days and stimulated a sense of identity. Topic setting strategy and theme songs are 

two other common ways for compatibility in youth film promotion. 

“Releasing relevant topics of a film to arouse public discussion is a basic 

strategy in youth film promotion. To increase the efficiency of promotion, 

topics are designed and released at specified times to maximize their 
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influence and popularity. Moreover, topics and other related contents are 

distributed to different platforms to build a massive diffusion environment. 

Although these strategies are used in the promotion of other types of film, 

topic setting is more widely employed in youth film promotions.” [Mr. Weijie 

Zhu] 

 

Campus Preview 

Many films are usually previewed to a limited number of audiences for film 

promotion practitioners to measure the audience’s satisfaction of a film. Most 

interviewees considered film previews to be a testing process for the audience in a 

macroscopic view. Film previews are not only for producers to know how audiences 

like the film but also for the audience, in a macroscopic view, to test the film. As an 

offline platform, campus is a platform utilized by the promotion practitioners to hold 

some prerelease events for small groups of audience to increase public awareness.  

“It is easy to find a place to gather thousands of student within a very short 

time. Moreover, campus preview atmosphere is usually very passionate.” 

[Mr. Xiaozhu Wang] 

 

Campuses are emerging as a new battlefield for offline promotion of youth films. 

Mr. Jianlin Jin elaborated that students are a crucial group of the target audience, and 

they are capable of influencing a larger group of potential audience members. As a 

consequence, more promotion crews are inviting actors and directors to go to 

campuses to attract students during beginning stages of promotion campaigns. There 

are an increasing number of film promotion companies preferring to go to campus for 

the road show (film preview) to drive local box office growth. Although all kinds of 

commercial films are likely to be previewed on campus because current film audience 

members are younger in age, campuses are still a particular platform of youth film 
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promotion. Moreover, Ms. Shu Lu has found that in youth film Ever Since We Love, 

the box office in theaters around colleges is better than other places. Campus 

promotion offers an opportunity for college student to have intimate interactions with 

film crews. This strategy helps enhance audiences’ confidence on films before release 

and it is a process of increasing the degree of trialability for audiences. Moreover, 

comments or critics invoiced by preview audiences will also contribute to the first 

public impressions of the film. Therefore, campus preview is also a remarkable factor 

influencing how people evaluate on a film. This is a strategy for audiences to observe 

the result of watching a film. 

 

Another platform that is used very frequently is campus promotion. It has been 

reflected in interviews that youth films are more often previewed on campus in an 

effort to have an intimate contact with college students. For example, in promotion of 

a youth film Forever Young (栀子花开), practitioners visited many colleges and held 

film previews to college student. Campus preview is a way to attract young students 

who are a part of their target audience, and, more importantly, this group of students 

will voluntarily share their experiences with other people via the Internet or word-of-

mouth. It is an efficient way to drive local box office growth. 

“College students have increasing consuming capability and they are more 

influential than most social groups. The box-office of theaters near campus is 

higher than other places.” [Ms. Shu Lu] 

 

New media Promotion 

Participants indicated that new media are utilized as platforms for audience to 

access to the film messages through which to enhance trialability. New media are 

used as the main platform of youth film promotion to interact with young audience 
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not only because of the popularity of this platform but also for the advantages of new 

media. On new media, information can be extensively spread in a short period of time 

and young audience members, who are more likely to share opinions, are able to 

exchange ideas at the same time. Moreover, new media enable promotion 

practitioners to publish audio or video promotional materials, which are more 

effective than still advertising or newsletters. There is no doubt that new media 

include which serve as major youth promotion platforms. Ms. Shu Lu emphasized 

that new media could play a role of carriers of film clips and trailers, which are the 

major approaches of testing the film. Film clips and trailers, as explained in above 

paragraphs, are significant promotional strategies of increasing trialability.  

“Without a doubt, new media are the most important communication channel 

in youth film promotions. Personally, I would like to spend my entire budget 

on new media rather than other platforms.” [Mr. Yugang An] 

 

O2O Ticketing Applications 

As summarized from interviewees’ responses, the perceived difficulties are 

inconvenience of ticket purchase or difficulty for audience viewers to understand. 

These two concerns could be substantially reduced by strategy of O2O ticketing 

applications. O2O ticketing applications are the most common way to increase the 

convenience of ticket buying and to reduce the monetary cost. O2O ticketing 

applications stand for online-to-offline ticketing platform. It is a kind of mobile phone 

application through which people can complete the whole ticket-buying process, 

including selecting movies and seats and payments. This enables the audience to buy 

tickets without going to the theater in advance, so that the film consumption barriers 

are significantly lowered. Furthermore, film producers promised various discounts on 

different platforms including O2O ticketing applications to encourage more audiences 



 

64 

to attend the films. For example, the original price of a film is RMB 60 and producers 

access half of the cost. Actually, the full price of ticket is reckoned in the box office 

from which producers could share 30-40% of the benefits. This strategy greatly 

decreases the costs of audiences. 

“O2O ticketing applications show a growing importance in film promotion. 

Audience used to select film in theaters but now they accomplish the whole 

purchase process on those applications. To certain extent, our promotion 

resources are transferred to this online platform.” [Mr. Yugang An] 

 

Collaborative Marketing  

Collaborative marketing is a strategy for expanding the audience groups of a 

film. This strategy refers to the collaborations between films and other non-film 

companies which have common target audience with the film. For example, 

promotion practitioners of the film Left Ear had cross-over cooperation with a fashion 

brand ELF SACK (ES). ES is devoting to fashionable dresses for young ladies who 

are also the audience of youth films. In the collaborations, promotional information of 

Left Ear was displayed on platforms provided by ES while identities of ES are 

highlighted in the film. This is an efficient but less expensive promotion strategy 

which has impacts on compatibility of a film. 

“Collaborative marketing is gradually accepted and utilized by more films. It 

is actually a way of optimizing resource allocation.” [Mr. Jianlin Jin] 

 

Word-of-mouth Management 

Word-of-mouth refers to the audiences’ comments on the films they have 

watched. It is the embodiment of how much audiences like the film. Word-of-mouth 

has great effects on other audiences’ viewing choice. It was admitted by interviews 

that word-of-mouth is difficult to manage since every audience preserve the right of 
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judging a film and freely expressing their thoughts. However, some tactics could also 

be taken to influence the word-of-mouth regarding to a film. According to Mr. Weijie 

Zhu, distracting audiences’ focus from weakness of film to the advantages or 

spreading exaggerated explanations of film conations are proven to be effective 

methods to increase the box office of a low-quality film. Film reviews published by 

celebrities or media play the roles of opinion leading. Their comments on a film 

greatly influence audiences’ choice of film. Therefore, promotion companies will 

release positive film reviews and media reports to set a tone of public opinions before 

film premiere. After film is released, promotion practitioners usually use different 

method, such as reinterpreting the film or releasing new selling points, to distract 

audiences if the comments are negative. These practices are regarded as strategies for 

increasing the degree of observability.  

“Word-of-mouth is a form of interpersonal communication. To most people, 

word-of-mouth is more persuasive and powerful.” [Mr. Ms Xuewei Tang] 

 

Moreover, box office reports are perceived to be more important as more people 

start to keep a watchful eye on box office updates. Ms. Xuewei Tang explained that, 

in the current prosperous market, the box office record is refreshed very often and 

people are showing growing interests in box office performance. Thus, if a film has 

good box office performance, audience members are likely to be attracted to the film. 

Ms. Tang concluded that promotional strategies are used to strengthen observability. 

 

4.3 Discussion  

The results of study 2 elucidate eleven characteristics of youth films and eight 

film promotion strategies. With a guidance of scholar’s applications of DOI attribute 

concept in film studies, eleven youth film characteristics are categorized into the five 
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attributes in this study. The eight promotion strategies are elaborated as how they are 

related to the attributes of a film. Each attribute involves different youth film 

characteristics and promotion strategies. This implies that characteristics and 

promotion strategies regarding to the same attribute may be related. Therefore, in this 

section, youth film characteristics and promotion strategies are discussed upon each 

attribute of DOI. 

 

Relative Advantage  

Two characteristics IP films and fans films are summarized as advantages of 

youth films. The characteristics of IP films can be also revealed in other film types, 

but it is found more prominent in youth films. In fact, from 2014 to 2015, eight of the 

top ten youth films are IP films (Entgroup Inc. 2015). This reveals the significance of 

IP films in youth film productions. Youth films are usually nostalgia films and the IP 

creative works are loaded with people’s reminiscence of youth. Naturally, IP creative 

works, especially youth novels, are adapted to films. Fans films are categorized as an 

important characteristic because audiences of youth films are enthusiastic about film 

stars or directors. As summarized from interviewees, celebrity appeals in youth films 

are proven to be more effective than in other types of film.  

 

The two promotion strategies involved in the attribute of relative advantage are 

promotion materials and film trailers and clips. As these two strategies are featured 

with direct dissemination of information, relative advantages can be accurately 

delivered to target audiences. In real promotion practice, the identities of IP films or 

fans films are highlighted in promotional materials as well as trailers and clips. For 

example, in a youth film So Young, the name of director Jiong He was stressed in the 
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posters and trailers. The principal of the promotion campaign disclosed that some 

surveys showed the director is the uppermost selling point of the film. Promotion 

strategies of promotion materials and trailers and clips are approaches to deliver 

relative advantages, such as IP films and fans films, of a film. This suggests that 

relative advantages should be delivered with the most direct ways to present key 

messages to audiences. 

 

Compatibility 

Three characteristics are associated with the attribute of compatibility. They are 

consistency, emotional resonance and nostalgia. Regarding to youth films, the 

purpose of consistency is to achieve a sense of identity. Sense of identity, in this 

context, is the extent to which viewers feel a film is relevant to their lives. More than 

feeling of consistency between the film and real life, audience is expected to feel the 

emotional resonance brought by the film. Emotional resonance means that an 

audience emotionally empathizes with characters in the film. The emotion expressed 

in youth films is usually nostalgia. Youth films are a kind of nostalgia film that looks 

back upon the youth. In this way, the nostalgic feeling of audience members is 

aroused and motivates them to discuss the film with other people. In all, based on 

consistency, youth films are effective in arousing emotional resonance of nostalgia.  

 

To evoke the feeling, strategies of promotional materials, trailers and clips, topic 

setting and theme songs, and collaborative marketing are implemented. In other 

words, film promotion practitioners implement four of eight strategies summarized 

from the study to enhance the compatibility of youth films. This reveals the 

importance of compatibility’s role in the communication between the film and 
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audiences. Emotional resonance is regarded as the major purpose in both youth films 

and the corresponding promotion. The aim is to arouse the memories of friendship, 

love and dreams that people experienced in school. In this context, compatibility is 

the extent to which a film is consistent with the emotion of a target audience. 

Although the term “needs” referring to physical and mental needs has been mentioned 

in the original concept of compatibility, emotion should be further discussed in the 

discourse of youth films. 

  

As a matter of fact, the significance of emotional appeals has been addressed in 

other marketing theories. Inspired by the famous marketing theories of 4P and 4C, a 

Chinese scholar Jinming Wu proposed a marketing theory named 4V Marketing 

Theory in 2001. According to professor Wu (2001), the 4V theory was established to 

conform to the changes in economic trends since the 1980s. The four Vs stand for 

variation, versatility, value and vibration. In the 4V theory, “variation” means that 

entrepreneurs should not only differentiate themselves from their competitors, but 

also need to distinguish consumers’ different needs for individuation. “Versatility” 

implies that products or services provided by entrepreneurs should be able to be 

feasible for adjustments to satisfy various needs of the public. “Value” is the concept 

that products and services consist of basic value and additional value. Most 

importantly, “vibration” is a concept that innovative capability should be associated 

with consumer’s emotion. This is achieved by providing emotional appeals to 

maximize the satisfaction of consumers. According to Wu, emotion is a critical form 

of invisible values and it effectively stimulates consumption. 

 

The 4V theory was applied in film studies by a scholar Jia Long. According to 



 

69 

Long (2012), vibration in film contains vibrations of benefits and emotions. Long 

explained that important elements in film, including performance of actors, features of 

directors and spiritual connotations, can arouse emotional resonance among 

audiences. Emotion is theoretically perceived as an essential aspect in film studies. 

This conclusion also applies to youth films. Audiences usually have emotional 

expectations on a youth film. In interviews, emotional resonance has been multiply 

stressed for its significance of compatibility between films and audiences. The 

emotional resonance is actually a similar concept to vibration in film studies. 

 

Complexity 

Complexity involves difficulties that an audience may encounter when 

attempting to watch a film. There are two difficulties: the difficulty of understanding 

the film and the inconvenience of buying tickets. Youthfulness and campus life are 

two characteristics considered to be influential to audience’s perceived complexity.  

 

In order to make the film easy to understand, key messages of a film should be 

precisely located and an exact film image ought to be presented to audience. In this 

process, both the accurate location of key messages and sufficient promotion 

activities are imperative. That is to say, after identifying the key points in a film, 

promotion strategies delivering a clear film image should be adequate. Youthfulness 

and campus which are two elements contained in youth films are likely to increase the 

extent of cordial feeling of the audience. These two elements are originated from life, 

which makes the content of youth films easy to understand. 

 

In promotion practices, O2O ticketing applications play a crucial role of 
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increasing the convenience of ticket-buying procedures. Although the O2O ticketing 

applications are widely utilized in film industry regardless of film types, O2O 

applications is perceived to be more suitable in youth film promotion because the 

service is more popular among younger viewers. Therefore, promotion companies of 

youth films are more inclined to cooperate with O2O ticketing application companies. 

The cooperation involves advertisement, information updates and discount offers to 

lower the price for audiences to increase film attendance. As a matter of fact, O2O 

ticketing applications as well as new media promotion are the benefits brought by 

information technology development. These technological innovations enable 

filmmakers and promotion practitioners to provide convenient service with audiences. 

Technology is actually a key factor that significantly lowers the degree of complexity 

in promotion process. 

 

Trialability  

New media and networkedness are two characteristics that affect audience’s 

perceived trialability. Mr. Xueming Zhang indicated that audiences of youth films are 

acquainted with new media and networkedness. As a matter of fact, the target 

audience of youth films is between the ages of 14 and 34, while 78.4% of netizens are 

aged 10-39 (CNNIC, 2015), which implies an overlap between netizens and the youth 

film target audience. With this concern, it would be easy to understand why youth 

films and promotion are featured with characteristics of networkedness and new 

media. As a result, audience’s experience of new media and networkedness provides 

them reference to gain an overview on the film. These two characteristics have 

impacts on degree of perceived trialability in the promotion.  
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Although it is improbable for audience to watch the full-length film before 

purchasing a ticket, releasing film trailer and clips would be an effective way of 

increasing the degree of trialability. This process enables each audience to “take a 

sip” before “drinking it all”. Audiences will not only obtain a basic understanding 

from the trailers and clips but also really watch a short film. That shows how an 

experiential product can also be tested before purchase. In fact, trialability in the 

context of film is mutual. Filmmakers usually test a film from their perspectives. For 

instance, producers usually evaluate films through film previews. To be specific, they 

observe audiences’ reactions on the preview, and then adjust the films based on 

audiences’ feedback before releasing to the market. 

 

Observability 

This attribute consists of two characteristics: topicality and timeliness. Mr. 

Weijie Zhu stated that youth films appear to be more topical than other film types. 

Every time a new youth film is released, people are more likely to discuss it with 

other potential audience and people’s discussions draw more attentions to the film. 

Meanwhile, topics are generally connected with social affairs happened at different 

time point. In the era of information explosion, discovering how to capture the 

audience’s attention is an important concern for promotion practitioners. Mr. Xiaozhu 

Wang found that connecting film topics with social news is a relevant way to make it 

happen. This strategy was more effective in youth film promotion because a young 

audience is more likely to follow and discuss those topics. 

 

As claimed by Rogers (2003) in the DOI theory, interpersonal communication is 

more effective in steps of persuasion and decision-making. Most interview 
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participants considered word-of-mouth management to be the approach for them to 

observe a film before watching it. Word-of-mouth is perceived to be the most direct 

way to know about the result of film watching because WOM comes directly from the 

audience that finished watching the film. In youth films, the audience is more active 

on social media and more willing to share their thoughts and feelings with other 

potential viewers. As a part of public WOM, opinion leaders’ comments and media 

reports are taken into consideration by the audience to judge a film before watching it. 

Promotion companies invite celebrities or ordinary users of social media to publish 

film reviews or reports that favorable to the box office, with which efforts positive 

comments will be more convincing to public.  

 

To sum up, by integrating the youth film characteristics with promotion 

strategies under each attribute, implications regarding to the DOI attribute in film 

studies are concluded. Obviously, selling points are the key messages of promotion 

materials and trailers and clips. This implies that film relative advantages should be 

presented in the most direct ways to target audience. For compatibility, half of the 

strategies in this study are employed to enhance the emotional appeals in youth films. 

It reveals the necessity of involving emotion in the discourse of compatibility. The 

third attribute is complexity, which could be effectively decreased with information 

technology. 

 

Although interviewees report that experiential products like films can hardly be 

tested because watching a film is more like a service rather a real product. Trailers 

and clips provide a window of opportunity for testing on a limited basis. Film 

previews are also a chance for filmmakers to test the film. The nature of increasing 
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the observability of a film is a positive effect of interpersonal communication. Word-

of-mouth and box office reports are direct or indirect reflections of opinions from 

audience. These sources are with a relatively high degree of credibility to potential 

audiences. 

 

Furthermore, the relationship map of promotion strategies and DOI attributes 

contains some other implications. Attributes of relative advantages and compatibility 

are associated with promotion materials, trailers and clips, and topic setting and theme 

songs. These three strategies are related to the film content as relative advantages and 

compatibility are attributes generated from the innovation. Attributes of relative 

complexity, trialability and observability are mainly influenced by promotion 

strategies of campus previews, new media promotion, O2O ticketing applications, 

collaborative marketing and WOM management. The five strategies are third-party 

platforms on which the film is presented, consumed and shared by audiences. 
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CHAPTER 5 CONCLUSION 

5.1 Conclusion 

This paper aimed at exploring the social background and characteristics of youth 

films as well as gaining insights of how promotion strategies are utilized for 

influencing audiences’ perceived attributes of youth films. Guided by the concept of 

DOI attributes, the researcher interviewed 20 film scholars, filmmakers or promotion 

practitioners. The research objectives have been respectively achieved in two study 

phases. This research is a new attempt as it applied DOI attributes in film studies. 

DOI theory was developed from research on technology innovations. A theoretical 

contribution achieved in this study is to indicate that the DOI attributes, with slight 

adaptions, are applicable in film studies. This expands the scope of applications of 

DOI attribute concept.  

 

Study 1 found that the social background is a significant element for the 

developments of youth films. Young audiences, who are the major audience group of 

current China film market, greatly contributed to the increasing popularity of youth 

films. With the guidance of DOI attribute concept, eleven characteristics of youth 

films were summarized from the interviews. To be specific, it reveals that IP film and 

fans film are characteristics that brought youth films existing awareness. Different 

from action movies, comedies or other genre films, most youth films are designed to 

arouse emotional resonance of nostalgia by using emotional labels to create topical 

environments on new media and campuses. As a consequence, youth films, as a type 

of film featured with networkedness and youthfulness, are frequently discussed 

amongst young audiences on the Internet and it makes the film more observable to 

audiences.  
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Eight promotion strategies of promotion materials, trailers and clips, topic setting 

and theme song, campus preview, new media promotion, O2O ticketing applications, 

collaborative marketing and word-of-mouth managements, were identified to be 

respectively influential to the five attributes of a film. The result shows that 

promotion materials, trailers and clips play a vital role of presenting the selling points, 

which are relative advantages of a film, to the audiences. Along with these two 

strategies, topic setting and theme songs and collaborative marketing are effective in 

increasing the degree of compatibility of a film. Based on his experience, Mr. 

Xueming Zhang claimed that trailers and clips are actually the most important 

opportunity for audiences to test a film. New technology platforms including new 

media and O2O ticketing applications provide convenience for audiences to enjoy a 

film. WOM management, as addressed by Dr. Ruo Si, is a strategy engaged to 

increase the observability of a film. 

 

This study reviewed the basic elements of DOI and they are innovation, 

communication, time and social system. In this study, all these elements were 

examined or discussed in the context of film studies. The five attributes of innovation 

were utilized as the framework in this study to address the characteristics and 

promotion strategies of youth films. The applicability of DOI attribute concept was 

proven in both literature review and study 1. Professor Hong Yin said although DOI 

attributes were seldom used in film discourses, it contains academic value to explore 

the characteristics of cultural products including film. For the element of 

“communication”, the definition of diffusion given by Rogers is similar to the 

meaning of film promotion. Promotion is actually a process of creating and sharing 

certain information to a targeted group and it aims at achieving a mutual 
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understanding. For instance, Mr. Xiaozhu Wang indicated that campus preview is 

actually a communication process in which film information was delivered to 

students, while feedbacks from students were collected for making further promotion 

strategies. Moreover, the difference of mass communication and interpersonal 

communication was also embodied as promotion materials and word-of-mouth 

strategies are usually implemented in different time or promotion phase. Mr. Weijie 

Zhu stated that media reports and film reviews are important content of word-of-

mouth and interpersonal communication in film context is not limited to information 

exchange among common audiences. 

 

As mentioned above, audiences gradually accept a film and there are earlier film 

audiences and later audiences. This also matches the basic concept of “time” in DOI. 

However, according to Rogers, the adoption rate reaches the peak in the middle time 

of the diffusion period. In film, as stated by Mr. Wei Jiang and Mr. Yugang An, the 

peak of box-office often occurs in the first three days. This is difference between of 

film and innovation in DOI. For social system, an independent market can be 

regarded as a closed circle in which people exchange information. In the interview, 

experts from Mainland China and Taiwan explained that Chinese and Taiwanese 

markets are different, which is determined by the culture and other social background. 

Mr Steve Wang said that each film market is an enclosing system. Professor Chiu 

declared that except for Hollywood blockbusters, domestic films enjoy lower 

popularity when exported to other countries.  

 

Results of the current study indicated that the emotional appeals count for great 

importance in films. Especially in youth films, emotion involvement is usually the 
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most important selling points and also a determinative factor of the word-of-mouth. 

The importance of emotion resonance has been addressed in other theories. Vibration, 

as a concept of 4V theory, is principally about the consistency between products and 

consumers. In this concept, it also claims that emotion resonance is a significant 

component in product value and it is effective in increasing the additional value of a 

film.  

 

For practical implications in this research, it suggests that promotion 

practitioners should put stress on new media as it allows audience to receive film 

messages and to interact with film simultaneously. Summarized from the interviews, 

there are three reasons why new media is popular: 1) new media has a great bearing 

capability of videos playing and interaction communication; 2) new media is not 

restricted to place or time; 3) new media is capable to gather people with shared 

features, and this enables film promotion practitioners to find a target audience with 

shared identities. 

 

It is recognized that word-of-mouth of a film is hard to be influenced, but some 

notices of word-of-mouth management are summarized from interviews: 1) 

reinterpreting films from other perspectives to distract audience from critiques; 2) 

creating new selling points to stimulate new batch of audiences. Moreover, it is worth 

mentioning that audience started to read daily box office report to observe the overall 

performance of different films. Audiences tend to watch films with high box office 

revenue. Thus, broadcasting the box office performance has become a way to 

publicize the popularity of a film. 
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In all, this research is an attempt to employ the five-attribute concept of DOI 

theory, which is usually applied to diffusion studies of new technologies, as the 

theoretical framework to explore characteristics of cultural products. With an 

adjustment on the original definitions of the five-attribute concept, the DOI has been 

proven applicable to identify the characteristics of a film. Therefore, this study has 

reference value of the application of the five-attribute concept in different realms. 

Moreover, this study is another attempt as it systematically examined the 

characteristics of a type of film and the promotion strategies. This research offers a 

framework for film practitioners to understand how different promotion strategies are 

effectively in persuading audiences by influencing the attributes of a film. 

 

5.2 Limitations and Further Research 

There are some limitations in this study. In light of the concern that domestic 

youth films are a relatively new type of film, literature on this topic is mainly master’s 

theses. This may imply that some of the literature quoted in this thesis is not deep or 

authoritative enough. The second limitation of this research is the inconsistency of 

interview implementation. Three interviewees were not able to participate in a face-

to-face interview and thus the interviews were conducted over the telephone. This 

may influenced the length or result of the three interviews. The third limitation in this 

research is the small number of interview participants. Although there are total of 

twenty professional informants invited in this research, the interviews conducted for 

each study are not quite enough.  

 

This study is engaged on an aspect of film industry. It was identified by 

interview participants that the same logic and findings of this paper could be also 
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applied to other relevant studies. This research could be useful for other researchers 

who study films and film promotion of other genres. In the interviews, some 

participants expressed that characteristics and promotion strategies of youth film 

promotion could also be revealed in other types of film because young people now 

constitute the majority of the film audience. Therefore, there are a great deal of 

common audience between youth films and other films in general. This allows a 

discussion space for further study to examine whether findings in this research is 

applicable in other film genres.  

 

Through this research, it is found that some filmmakers and promotion 

practitioners are very interested in audiences’ attitudes to film promotion. Their 

concern could also be developed to a valuable topic of future research. As a matter of 

fact, DOI attributes are usually employed as a tool to predict the acceptance of an 

innovation. Therefore, it may offer an inspiration of using the adapted DOI attributes 

to forecast the box-revenue of a film. This could be meaningful for film investors to 

evaluate a film project with a theoretical basis. Therefore, the applicability of using 

DOI attributes to evaluate the commercial value of a film can also be examined in 

future studies. 
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APPENDIX 

Appendix 1 The Interview Questions in Study 1 

1. What is significant in the development of youth films released between 2010 and 

2015? 

 

2. How much do you think economic and political factors are influential in domestic 

youth films? 

 

3. Why are films becoming popular in last five years in China? 

 

4. (The definitions of DOI attributes were firstly reviewed with interviewees) If 

applying the DOI attribute in film study, what are the new implications of each 

attribute in film context? 

 

5. How to apply DOI attributes in film study? 
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Appendix 2 The Interview Questions in Study 2 

1. Each film has its own selling points or advantages, then what characteristics of 

youth films do you think is advantageous? What kind of promotion strategies are 

usually implemented to present the selling points? 

 

2. Do you think youth films are consistent with audiences’ value, interests or needs? 

What characteristics do you think is related to this consistency? How is it presented in 

promotion process? 

 

3. Do you think audiences have any difficulties to consume a youth film? What are 

they? Are these difficulties relevant to the characteristics of youth films? What 

strategies do you use to the difficulties in film promotion? 

 

4. What methods do audiences take to test a film before buying tickets? Are they 

related to certain youth film characteristics? How are they taken advantage in 

promotion practices? 

 

5. How observable do you think the result of watching a youth film is? What 

characteristics are significant in making the result more observable? What promotion 

strategies are implemented to achieve this goal? 

 

 

  



 

91 

CURRICULUM VITAE 

Academic qualifications of the thesis author, Mr. Peng Huwan: 

 

• Received the degree of Bachelor of Arts in Public Relations and Advertising from 

Hong Kong Baptist University, June 2013. 

 

August 2016 


