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Abstract: From the marketing perspective, the film product also includes five levels: core product, form
product, expected product, additional product and potential product. The overall concept of film product built
up according to level of films enables producers of the film products to rationally analyze the consumer de-
mand of different levels so as to identify the core needs to determine the competition priorities. The first con-
sideration of movie product marketing is how to allow consumers to get into the theater to obtain the satisfied
core interests. The construction of the film core products from the marketing perspective includes the works
of three aspects: scientific market survey, mining national culture and absorbing the resources from other cul-
tural products.
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