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Table 2 Results for Descriptive Statistics of Film-level Variables
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Figure 1 Relationship between User-generated
Videos and Movie Box Office
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Table 3 Results for Descriptive Statistics of Video-level Variables
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Table 4 Regression Results for User-generated

Videos on Movie Box Office
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Table 5 Results for Heterogeneity Analysis
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Abstract: In the digital era, user-generated video has gradually become a mainstream marketing communication tool, and com-
panies’ marketing resources have begun to gradually tilt toward video content marketing. However, academic study on video
content marketing is still in its infancy, especially that the empirical study on the impact effect of video content marketing is
still lacking.

From the perspective of digital content marketing, this study explores the marketing innovation of user-generated videos
in China's film industry. Based on data of 8 231 user-generated video from 211 movies released in 2017 on the Bilibili website,
econometric models are established to carry out empirical study around two core issues. First, at the macro level, the impact of
user-generated videos on movie box-office is studied; second, at the micro level, the impact of multimedia features of videos on
the perceived quality of videos is studied.

The results show that, (DUser-generated videos have a significant positive impact on movie box office; videos with high-
er user perceived quality have a greater impact on movie box office compared with videos with lower user perceived quality;
videos with different emotional valence and remixing degree have heterogeneous effects on movie box office. @A series of
multimedia features of user-generated videos (including scene, sound and conversation features) are related to the perceived
quality of videos. In terms of the scene features of the video, the average duration of the scene and the gap between the longest
and shortest scene, are found to be positively related to the perceived quality of the video. In terms of sound features, the aver-
age loudness of the sound is found to be positively correlated with the perceived quality of the video, while the range of loud-
ness is negatively correlated; In terms of the conversation features of the video, the average number of words of lines in the
scenes has a negative effect on the perceived quality.

On one hand, it is demonstrated that user-generated videos have a significant impact on movie box office; on the other
hand, the relationship between a series of multimedia features of videos, such as scenes, sounds, and conversations and con-
sumer attitudes and behaviors is found. It enriches the digital content marketing theory and provides practical suggestions on
how companies can optimize their digital content marketing strategies.

Keywords: digital content marketing; user-generated video; multimedia features; film industry; box office
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