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ABSTRACT

Hollywood films have significantly influenced and appealed to the Chinese film
market. The great success of Hollywood films introduced in China objectively reflects
that Hollywood films conform to the consumption preferences of Chinese film
audiences to a certain extent. As a starting point, this paper selects the Chinese
mainstream moviegoers as the research object and, based on the theory of rational
behaviour (TRA) and combined with the existing research results, summarizes the
main factors affecting the attitudes and subjective norms of Chinese movie audiences
towards overseas films, and establishes a research hypothesis model. Conclude using
SPSS26.0 analysis software to verify the hypothesis between attitudes, subjective
norms and movie-watching behavioural intentions. The study found that Hollywood
films' film characteristics and marketing strategies will positively affect the audience’s
perspective and the second audience's self-satisfied needs. Marketing strategy; the
attitude and subjective norms of the third audience will positively impact the
behaviour intention of watching movies, and the influence of attitude on behaviour
intention is more significant than that of subjective norms. Based on the empirical
results, policy optimization suggestions are put forward for the Chinese film industry.

Keywords: Hollywood films, Chinese film market, theory of rational behavior,
consumption.
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CHAPTER 1
INTRODUCTION

1.1 Overview

In recent years, China's film market has experienced explosive growth. From
2008 to 2018, the box office of the Chinese mainland jumped from 4 billion 340
million yuan to 60 billion 976 million yuan (Wang et al., 2020a). In the fast lane of
the film industry's explosive growth, it has become the second largest ticket
warehouse after the United States. According to statistics, the box office of Chinese
films made another leap in 2018. The box office of films in the whole year
successfully exceeded 60 billion yuan, reaching 60.976 billion yuan, an increase of
nearly 10% over the same period last year. Among them, three films exceeded 3
billion, and Operation Red Sea won the annual championship with 3.65 billion; 16
films exceeded 1 billion, 32 films exceeded 500 million, and 82 films with a box
office of more than 100 million, including 44 domestic films. In terms of box office
growth, the launch of Hollywood films is a significant contributor (Mumtaz et al.,
2019). In 2018, a total of 116 Hollywood films entered the Chinese film market, with
a year-on-year increase of nearly 20%. Among them, 34 films were divided into
households, 82 were approved, and the number of approved films was 1.3 times that
of the previous year. The box office of imported films reached 23.079-billion-yuan,
accounting for 37.8% of the total box office revenue of Chinese films in the year
(Wang et al., 2020b).

In 1994, the Chinese film industry took steps to reform and gradually opened up
the film market. As the first film imported from abroad, “The End of the World"
opened the door to the Chinese film market and created a box office of 25 million.
After the first successful attempt, a series of Hollywood blockbusters flooded the
Chinese film market, constantly breaking records at the box office of Chinese films.
Chinese film audiences have gradually developed a consumption taste for watching
Hollywood blockbusters (Setijadi & Barker, 2010). In the late 1990s, the Chinese film
market showed about ten imported films in theatres every year. In the 21st century,
China's film industry has entered a new stage. China's entry into the WTO in 2001
further promoted the process of introducing Hollywood films. In 2002, China
officially launched the reform of the theatre chain system (Turner et al., 2014a). From
2002 to 2011, 20 imported films from Hollywood entered the Chinese market as "split
films" every year, and about 30 buyout films were released in China each year. In
2012, China and the United States agreed on issues related to WTO films. China will
increase the quota of 14 part-account films (3D, IMAX) every year, and the number
of imported films will increase from 20 to 34. At the same time, the film box office in
the United States will increase. The share of accounts has also increased to 25%. So
far, the introduction of Hollywood films in China has maintained at about 34 films per
year, most of which are Hollywood films. The continuous influx of Hollywood films
into the Chinese market promotes the transformation and upgrading of the Chinese
film industry and affects the viewing preferences of Chinese film audiences (Wang et
al., 2020Db).



1.2 The Situation of the Problem

The study of consumer behavior is a crucial way to promote consumer behaviour,
is closely related to profitability and is an essential part of business management and
marketing strategy (Chao, 2015). Understanding the consumer behaviour of a
product's target group facilitates consumer satisfaction by improving the product,
further promoting consumer behaviour, and improving the company's reputation,
reducing the cost of failure and insulating users from competitors (Hanzaee &
Rezaeyeh, 2013). Consumer behaviour research is a more challenging research topic
in the highly competitive film industry, especially in light of the downturn in the film
market caused by COVID-19. Film production companies can gain a sustainable
competitive advantage by implementing holistic thinking of film creation from
consumer behaviour survey results (Gupta & Singharia, 2021).

As China’s film industry has entered industrialization, Chinese researchers have
begun to focus on empirical research on film consumers. There has been a
proliferation of research articles on film consumers and consumer behaviour.
However, little research has been conducted on the relationship between Hollywood
films and the consumption behaviour of Chinese film consumers. As a result, few
studies have examined how imported Hollywood films affect the consumption
preferences of Chinese filmgoers through quantitative research. In particular, during
the Corvid 19 epidemic, the global film industry was in a downturn, and the epidemic
limited consumers' film consumption behaviour. To promote the growth of film
consumption and to understand the consumption behaviour of film consumers during
the COVID19 epidemic to inform the management of Chinese film imports and the
direction of Chinese film investment, it is necessary to study the impact of Hollywood
films on the behaviour of Chinese film consumers.

1.2 Research Questions and Significance of Object

1.2.1 Research questions

From the perspective of movie audiences' consumption preferences, this paper
explores the impact of Hollywood films on Chinese moviegoers' consumption
preferences. Therefore, the following questions are raised:

RQ 1. Does the attitude have a significant impact on the movie viewing
behaviour intention?

RQ 2. Does the subjective norm significantly impact the Movie viewing
behaviour intention?

RQ 3. Do the film traits have a significant impact on the attitude?

RQ 4. Does the self needs have a significant impact on the attitude?

RQ 5. Does the self needs have a significant impact on the subjective norm?

RQ 6. Does the marketing strategy have a significant impact on the attitude?

RQ 7. Does the marketing strategy have a significant impact on the subjective
norm?



1.2.2 Significance of the Research
The number of imported films from Hollywood has increased yearly, forming a more
significant influence and attraction in China's film market. At present, the domestic
film market is still dominated by Hollywood films. The great success of Hollywood
films in China objectively reflects that the films imported from Hollywood align with
the consumption preferences of Chinese film audiences to a certain extent. Chinese
films still have great potential and market. The research of this paper will examine the
influencing factors and viewing behaviour intention of Chinese film audiences to
watch Hollywood films:

1. Comprehensively and deeply grasp the audience characteristics of Hollywood
films, analyze and sort out the factors affecting the audience's viewing
behaviour intention.

2. Explore the Hollywood imported films' specific impact on Chinese film
audiences' consumption preference.

3. Influence on Chinese film companies This paper puts forward some
suggestions on the prosperity of China's film market and the optimization of
the introduction mechanism of Hollywood blockbusters.

1.3 Purpose of the Study

This research will examine the factors that influence the behaviour of Hollywood
movies on Chinese consumers and the behavioural intentions of Chinese consumers
towards movie consumption during COVID 19's popularity.

(1) Comprehensively and profoundly grasp the audience characteristics of
Hollywood films, and analyze and sort out the factors that affect audiences' viewing
behavioral intentions.

(2) To explore the specific impact of Hollywood imported films on Chinese film
audiences' consumption preferences.

(3) To make recommendations on the management and production of Chinese
film companies and the optimization of the mechanism for introducing Chinese films.

1.4 Benefits of Research

During the Covid 19 pandemic, significant changes have occurred in Chinese
consumers' consumption behaviour for films. The previous research results may no
longer reflect the current Chinese film market changes. Starting with the questionnaire
survey of Chinese film viewers watching Hollywood films, this paper summarizes the
main factors affecting Chinese film viewers watching Hollywood films, explores the
influence mechanism of Hollywood films on Chinese film viewers' consumption
preferences during the covidl9 pandemic, and theoretically expands the scope of
cinema related research.



CHAPTER 2
LITERATURE REVIEWS

2.1 Definition

2.1.1 Theory of reasoned action

Theory of Reasoned Action, also known as TRA theory, originated in social
psychology and is used to study the relationship between people's attitudes and
behaviours (Rahmayanti et al., 2021). After Feishein et al. established the prototype of
the theoretical model of rational behaviour when they studied attitudes in 1967, in
1975, Feishbein and Ajzen made further research and modifications to this model,
perfecting the previous model and finally established rationality. A theoretical model
of behaviour. The TRA theory holds that an individual's willingness to act toward
something will be affected by his attitude toward the matter and subjective norm, and
philosophy and the subjective criterion will ultimately affect an individual's specific
behaviour (Lin & Xu, 2021). TRA theory focuses on the formation process of
attitudes and subjective norms. It believes that human behaviour is rational, and any
factor may affect behaviour by affecting attitudes and subjective norms (Tanhan,
2021).

2.1.2 Consumer behavior

Consumer behaviour refers to the activities people perform when they obtain
what they need, including purchase, comparison, purchase, and use of products and
services. Yang and Paladin (2015) defined consumer behaviour as people's decision-
making process and physical activity when they are engaged in evaluating, acquiring,
using, and disposing products or services. Barber et al. (2009b) believe that consumer
behaviour is the behaviour shown by consumers when they look for, buy, use,
evaluate, and process products, services, and ideas that they want to meet their needs.
Rojas-méndez et al. (2015) define consumer behaviour as the various actions taken to
acquire, use, and dispose of consumer goods and the decision-making process that
limits and determines these actions. Various scholars' definitions of consumer
behaviour are similar in some parts, and there are also some disputes. These disputes
may be related to the different research paradigms adopted by the researchers and the
different perspectives of judgment (Goodman, 2009). Consumer behaviour, according
to the American Marketing Association, is the dynamic interaction process of
perception, cognition, behaviour, and environmental elements that allows individuals
to modify their trade functions in life. There are at least three meanings to this term.
The first is that consumer behaviour is dynamic; the second includes the interplay of
perception, cognition, behaviour, and environmental elements; and the third is that
transactions are involved (Actor, 1996).

Early consumer behaviour research was founded on economic theories that
claimed that customers are rational decision makers who should pursue the
maximizing of benefits as the primary goal when purchasing items or services.
According to a subsequent study, a following research, consumers' cognition,
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emotions, family, reference groups, advertisements, and roles in the purchasing
decision process all influence impulsive purchases (Silva et al., 2014). Numerous
researchers have described consumer behaviour using appropriate theories from
various schools. And the product's pricing, to get its most advantage and happiness.
Individuals can also make logical judgments about their tastes and preferences to
make sensible purchases. Economists employ utility to measure customer behaviour
and place a greater emphasis on monetary aspects. Marginal utility theory and
information asymmetry theory are two economic theories that support this viewpoint.
The marginal utility theory is critical in classical economics (Ellena S. King et al.,
2014). Consumers are assumed to be rational in this hypothesis. They think
consumers always obtain the most output from the minor input and should buy as
much as possible within a given budget. Commodities, to maximize overall usefulness.
However, it is difficult for the marginal utility theory to explain people's impulsive
and regular purchases reasonably.

The information asymmetry hypothesis is a critical concept in new institutional
economics. The market's incompleteness is a crucial assumption. It is most visible in
the market's imbalanced and incomplete information (Yang & Paladino, 2015). The
communication between the parties to the transaction is thought to be asymmetric,
and both parties are aware of their respective positions in terms of information
ownership (Barber et al., 2009).

2.1.3 Subjective norm

According to TRA theory, the subjective norm is the subjective belief or example
that most people think should do that behaviour. In the conduct of brand purchases,
subjective criteria reflect the personal opinions of most people that individuals should
buy brands (Schepers & Wetzels, 2007). Among them, the imperative norm
demonstrates the individual's perception of others' approval or disapproval of
purchasing a brand. Descriptive examples reflect an individual's perception of other
people's purchased brands (Aji et al., 2020).

2.1.4 Attitude

The term attitude first refers to body posture and posture in English and later
evolved into a term referring to mental state, explicitly referring to the preparation of
the subject's behavioural response to a specific object (Cai & Shannon, 2012). The
evaluation system and psychological reaction tendencies of attitudes are manifested in
the affirmation or denial, approval or opposition that everyone will make when
treating anything, and also shows a psychological direction; in interpersonal contact,
people can also perceive each other (Toler, 2017). The other's psychological reaction
tendency of acceptance and rejection, enthusiasm and indifference. Therefore, attitude
is not only a kind of evaluation but also an inclined psychological state of preparation.
Social psychology generally believes that human attitudes are composed of three
elements: cognition, emotion and intention (Weng et al., 2018). The cognitive
component of an attitude refers to the perception, understanding, concept and
judgment of the attitude object or the attitude subject. Cognition is the foundation,
which not only includes the individual's cognition and performance of the attitude



object but also includes judgment. The emotional element of an attitude refers to an
individual's emotional response to the attitude object, which plays a leading role in the
individual's emotion, which is expressed as the degree of emotional experience
(Currés-Pérez et al., 2013).

2.1.5 Behavior

Behaviour is defined as a person's or an animal's attitude toward life and a
particular way of living (Liebe, 1916). It refers to the essential traits displayed by
various persons, animals, or groups under specific settings and the stimulation of
internal and external environmental elements. Human behaviour is influenced by
stimuli from both internal and external surroundings (Malik et al., 2020). The most
important source of inspiration that stimulates human behaviour is the factor
connected with the objective needs of human beings (Tegarden, 1999). For example,
environmental pollution endangers the satisfaction of human's basic physiological
needs and constitutes a strong stimulus. The latter prompts humans to realize the harm
to the ecological environment so that humans have the idea and behavioural response
to protect the environment. Therefore, it can be said that the three links of stimulus,
human, and behaviour are interconnected and interact with each other, forming a
variety of human behaviours (Lim, 1995).

2.1.6 Self needs

Maslow, a famous American psychologist, proposed the theory of the hierarchy of
needs. The theory holds that human beings are motivated by their needs and that
human needs are hierarchical, with high-level and low-level requirements, and that
the levels are not divided into fixed ones (Ugah & Arua, 2011). Maslow believed that
the most basic human need is physiological, which is a prerequisite for generating
other conditions (Zalenski & Raspa, 2006). In today's social environment, most
people's physiological needs are pretty satisfied, so higher-level needs emerge, and
satisfying higher needs can bring lasting and absolute joy to people (McLeod, 2018).
Maslow believed that what occurs after satisfying physiological needs are security
needs, including safety, stability, dependence, and freedom from anxiety and chaos.
When a person's physiological needs and security needs are well satisfied, the need
for love, affection, and belonging will emerge (Sitepu & Putri, 2020). At this stage,
people will desire friendship with people, a beautiful family, and a certain amount of
social and other people's approval. When the above three needs are satisfied, there
will be a need for respect, including self-esteem, self-respect, and respect from others.
Then comes the highest level of conditions - the need for self-actualization (Stefan et
al., 2020).

2.1.7 Film traits

The artistic, high-tech, commercial, social and reproductive aspects of the art of
cinema promote its sustainable development. The artistry sets the film's tone and
clarifies the filming's spiritual direction, with a clear central idea and a prominent
centre. The film's filming keeps pace with the times, and to win the audience's
attention, no expense is spared in using advanced technology to create refreshing
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graphic effects. The high technology provides superb technical support for the film's
filming and enriches the cinematography's artistic expression language (Joy & Sherry
Jr, 2004). It creates an unprecedented audio-visual experience for the audience. Of
course, the film's stunning effects have also brought considerable box office success.
In particular, technology and box office results in today's films have never been more
critical. Commerciality brings lucrative economic benefits to the cinema while at the
same time reserving the financial basis for continued filmmaking (Gilardi et al., 2018).
The social aspect of cinema is not only limited to entertaining audiences but also to
revealing social realities through cinema and raising awareness of current problems
and issues; the reproduction aspect of cinema benefits the general public and allows
more and more people to enjoy the magic of cinema around the world through
different channels (Yanardagoglu & Karam, 2013).

2.1.8 Marketing strategy

Marketing strategy is the planned organization of business activities based on
customers' needs, information on customer demand and purchasing power, and the
business community's expectations. It is a series of measurable and controllable
activities to increase sales and the company's reputation for a specific target market. It
combines various marketing methods such as product, price, channel, promotion and
public relations strategies (Susanti et al., 2019). Marketing is the ability to educate
and compel a target audience to appreciate the advantages, benefits, benefits or
protect your product, service or company offers. You offer these things to your
customers above and beyond what they have and above and beyond all the options
and choices they have been given. Marketing strategy includes an analysis of the
market environment, consumer psychology, product advantages, and marketing
approaches (Chou et al., 2020).

Marketing strategy is the process by which a company takes the needs of its
customers as the starting point, obtains information on customer demand as well as
purchasing power and the expectations of the business community based on
experience, and organizes various business activities in a planned manner, i.e. the 4P
principles: product strategy, price strategy, channel strategy and promotion strategy, to
provide customers with good goods and services and achieve corporate goals (Ghose
et al., 2015). The development of a marketing strategy plan is a process of interaction,
creation, and iteration. Marketing strategy is the process by which a company takes
the needs of its customers as the starting point, obtains information on customer
demand and purchasing power based on experience and the expectations of the
business community, organizes its business activities in a planned manner and
provides customers with good goods and services through a coordinated product
strategy, price strategy, channel strategy and promotion strategy to achieve its
corporate objectives (Luchs et al., 2016).

2.2 Film consumption mechanism

Movies are not only an art but also a type of product. Many scholars believe that
the different characteristics of the movie itself will have an impact on movie
audiences' behavioural intentions. Xiaoming et al. (1997) classified Hollywood

7



blockbusters imported by China since 1994 into five categories in terms of story type
and content. He believes that since the opening of the Chinese film market to
Hollywood films, Chinese film audiences have become accustomed to American-style
cinema in the past two decades. The cultural guts of fast-moving movie products
mean that Chinese movie audiences are more inclined to consume movies of the same
type after finishing Hollywood blockbusters. When the research involves variables
related to the characteristics of film products, most scholars choose to use film type as
the research variable, while Mumtaz et al. (2019) proposed that there is no uniform
standard for the definition and distinction of film type, so they choose Movie content
is an in-depth study as a variable. Wang et al. (2020) used the Personal Involvement
Scale to distribute questionnaires to 1,000 Sydney households to investigate
respondents' preferred film attributes. The study's results showed that, except for the
two factors of material/greedy and creative/fictional, all other qualities showed a
significant positive correlation with the behaviour of movie consumers.

Turner et al. (2014) research on the characteristics of film products also starts
with film elements. She selects the top 60 films at the annual box office from 2008 to
2012 as samples, introduces a research model for film and television text elements,
and concludes that adventure elements, Elements such as modern urban themes and
the protagonist's character traits such as "fighting"” all contribute to the conclusion that
the movie's box office increases. At the same time, some scholars pointed out that the
changes in film technology also profoundly affect movie consumers' movie viewing
preferences. (Wang et al., 2020b) pointed out that movies have the dual attributes of
art and technology, and the continuous upgrading of movie technology also creates
movie audiences. New expectations for movies, movie technology and movie viewing
expectations have formed a two-way driving cycle, and the influence of high-quality
sound and picture effects and special effects technology in movies on movie
consumption is beyond doubt. Shi Miao (2007) believes that movie consumption can
meet the needs of movie audiences for role-playing. By role-playing the characters in
the movie, moviegoers deepen the memory of the movie scene and the relationship
between the characters to identify the characters in the film and the plot setting. It has
the effect of socialized learning. Muharria et al. (2016), starting from the theory of use
and satisfaction, proposed that movies can satisfy the audience's psychological needs
for entertainment pleasure, social interaction needs and self-seeking needs in film.
Ardhianto and Manuel Son (2019) also put forward the same view regarding
satisfying entertainment needs. He believes that movies exist to satisfy people's
sensory experiences. This perceptual pleasure can be said to find an outlet for the
body's instinctive impulses. Satisfaction of entertainment needs. Das (2011)
conducted in-depth research and discussion on Chinese audiences' consumption of
American movies. In addition to satisfying entertainment and social needs, Meng
Zhao also proposed that Chinese audiences like to watch American movies because
American movies can also meet the Information acquisition and learning needs of
Chinese audiences.



2.3 The Influence of Film Marketing Strategy on Film Consumption

Moviegoers' viewing behaviour is also affected by movie marketing. Film
marketing plays a vital role in promoting the film as quickly as possible to make it
familiar and even accepted by the public. Celebrities have almost been tacitly
regarded as the guarantee of movie box office, and inviting them to perform is a way
of movie marketing. Albert (1998) pointed out that stars can attract more audiences
for movies because of their distinct appearance characteristics and popularity and
have strong box office influence and appeal. Faulkner and Anderson (1987) took
Hollywood movies as the research object. They used empirical research to conclude a
significant positive correlation between stars and movie box office. Many foreign
scholars, such as P. Smith and Kerry Smith (1986); Muharria et al. (2016), researched
the relationship between the American movie box office and the star effect. Both
concluded that the star effect would positively affect the box office. Domestic
scholars have also conducted in-depth discussions on the relationship between star
directors, star actors and movie box office. Ardhianto and Manuel (2019) selected 400
films released in China from 2011 to 2015 as a research sample and concluded that
star directors and star actors would significantly impact the box office of movies, and
the influence of star directors is more substantial. Shabbir et al. (2017) selected 189
movies with famous movie stars from 2013 to 2016 as research samples, constructed a
research model of the relationship between the star effect and movie box office, and
verified their hypothesis. Word-of-mouth marketing has also attracted the attention of
film studies scholars. Proposed that movie ratings have two functions, one is to
influence the audience's decision in the early stage of the movie release, and the other
is to predict the audience's consumption preference. Kabadayi (2012) conducted a
study on the impact of online ratings on the North American box office of Chinese
films and found that the ratings of Chinese cinema at home and abroad are consistent,
and the North American audience's favourable comments on Chinese movies will
affect the consumption of the film. Play a promoting role. Mutlu (2020) made a
comprehensive overview of film marketing strategies. The author classified film
marketing strategies into several categories, such as brand marketing, star marketing,
word-of-mouth marketing, and cinema marketing, and proposed that film marketing
constantly stimulates the viewing interest and demand of moviegoers, which has
created many box office miracles.

2.4 Hollywood Movie

Hollywood is often used directly to refer to the American film industry. Since
many famous American film companies are established here, they are often associated
with American films and movie stars. Hollywood is a world-famous film centre. The
Oscars are held here every year. An award ceremony is a grand event in the world
film industry (Chow, 2020a). Hollywood is not only the birthplace of global fashion
but also the centre of the global music and film industry. It has the world's top
entertainment industry and luxury brands, leading and representing the highest level
of international fashion, including DreamWorks, Walt Disney, 20th-century fox,
Columbia Pictures, Sony Pictures, Universal Pictures, Warner Bros. Entertainment,
Paramount Pictures and other top record companies. Fashion, science, and technology
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here restrict and develop each other, which is naturally plain. Its profound fashion
heritage and exquisite technology have been completed and imitated worldwide (Kim
& Brunn-Bevel, 2020).

The American Film Institute was established in the United States. The organization's
primary goal is to monitor the global spread and box office of Hollywood films in
real-time every year. The U.S. government publishes a film development report every
year. The information has become a more targeted method for the U.S. government
and Hollywood filmmakers to create and disseminate Hollywood films that are
readily accepted by the world. Silk et al. (2018) believed that Hollywood films are
changing rapidly in the era of globalization in the 21st century. It spreads to every
corner of the world. No matter where there are Hollywood films, American values are
spreading. He believes that American films are a necessary means of spreading
American values. Ross (2020) thought that Hollywood films, as a part of American
culture, have a tremendously destructive impact on the cultural industry of other
countries in the world.

2.5 Hypothesis Development

Consumption intention represents a consumer's desire to buy and utilize a
product. It may be used to predict a consumer's actual consumption habits'
demonstrating that behavioural orientation and behaviour have a tangible link.
Through a survey of 153 undergraduates who use online learning at DBMU, Farahat
(2012) studied the determinants of students' acceptance of online learning and how
these determinants affect students' intention to use online learning. The results show
that students' attitudes towards online learning have been identified as an essential
determinant of students' intention to practice online learning. Ajzen (1991) found in
researching young people's fruit and vegetable consumption behaviour that
consumption intentions significantly positively affect consumer behaviour. Aktas et al.
(2011) believe that consumer willingness can well explain consumer behaviour. This
study will investigate consumer attitudes towards movie viewing, the association
between viewing attitudes and viewing behaviours, and differences in influencing
variables. Huh et al. (2009) found through surveys that perceived enjoyment and
attitude toward usage are two key predictors of user behavioural intentions to use a
hotel reservation site. When Liu et al. (2009) investigated e-users' acceptance of e-
learning streaming media using the Technology Acceptance Model (TAM), they found
that user attitudes were all predictors of usage intentions. Therefore, the following
assumptions are made:

H1. The attitude has a significant impact on movie viewing behaviour intention.

A subjective norm is a person's view, which is based on whether or not the
majority of the person's key people believe the conduct should be regarded by the
person(Ajzen & Fishbein, 1975). Subjective norms define how a person's behaviour
evolves due to other essential reference groups' behaviour or how a person should
act(Taylor & Todd, 1995). Subjective norms have a moderating influence on adoption
intentions, according to research on the adoption behaviour of 132 college students
who have been introduced to a new virtual learning system (Sawang et al., 2014).
Subjective norms are supported by regression analysis, which shows that the desire to
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use sophisticated social networking sites is strongly predicted. Other investigations
back up the previous findings (Hartshorne & Ajjan, 2009). Schepers and Wetzels
(2007) found that subjective norms had a significant impact on behaviour intention
when investigating company members' willingness to use I.T., and was considered to
be an essential factor affecting company members' desire to use I.T. Aji et al. (2020)
in one study, a total of 253 responses were collected using an online questionnaire.
Check the data by using structural equation modelling (SEM). The cross-regulation
technique was used to study the moderating effect of K.R. on the willingness to use
electronic money. Its findings show that subjective norm significantly affects
customers' perceived usefulness (P.U.), ease of use (PEU), and intent to use e-money
(INT). Indonesian customers are becoming more aware and aware of riba. S.N., as a
social factor, also has a strong influence on INT. Based on the above discussion, the
following hypotheses are proposed:

H2. The subjective norm has a significant impact on movie viewing behaviour
intention.

Movies are both an art and a type of product. Many scholars believe that
the different characteristics of the movie itself will have an impact on the audience’s
viewing attitudes. Muharria et al. (2016) classified the overseas blockbusters imported
by China since 1994 according to the type and content of the story. They pointed out
that since the Chinese film market opened to overseas films, Chinese movie audiences
have become accustomed to the aesthetics of American-style movie fast-selling
products in the past two decades. Johnson and Ranzini (2018) examine this behaviour
to investigate how different motivations for self-expression generate selective patterns
of sharing media content on social networks. Expect other ideal motives to drive
sharing in mass media, your superior motives to share in well-known media, and
actual ego motives to drive sharing of guilty pleasures. An online experiment (N =
168) invoked motivational situations and asked participants to list songs and movies
they would share on Facebook. These media perceptions are then rated. Studies have
found that film traits can significantly affect audience attitudes. Mumtaz et al. (2019)
screened five major movie product factors for college students’ movie-watching
behaviour. They concluded that movie types and content significantly impact college
students’ movie-watching attitudes in movie theatres. At the same time, film
technology changes also affect movie audiences' attitudes towards movie watching.
Wang et al. (2020) pointed out that movies have dual attributes of art and technology.
While movie technology is continuously improving, it also raises moviegoers'
expectations. Viewing movies and movie technologies A two-way driving cycle is
predicted to have been established, with the marketing of sound and image effects and
special effects technology in the film to movie consumption. As a result, the author
assumes:

H3. The film traits have a significant impact on attitude.

On the issue of the source of attitude, some scholars pointed out that the
satisfaction of moviegoers' self-needs is an essential factor affecting the movie
attitude. Starting from the theory of use and satisfaction, Turner et al. (2014) propose
that movies can meet the audience's psychological needs for entertainment pleasure,
social interaction needs, and self-seeking needs in movies. Key. Also believes that the
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sensory service provided by the film to the audience allows the audience to release
their emotions and impulses in the process. Setijadi & Barker (2010) has conducted
in-depth research and discussion on the phenomenon of Chinese audiences consuming
American movies. Amenuvor et al. (2019) In a study to evaluate the moderating effect
of price and empirically examines the impact of customer autonomy demand on
perceived customer effectiveness and green buying behaviour. Data was collected
from 453 consumers in South Korea. The results of the study show that self-need has
a significant effect on attitude. The study provides managerial and theoretical insights
into understanding green buying behaviour, the need for self-determination, and
perceived customer effectiveness. As for why Chinese audiences like to watch
American movies, he believes that American movies meet the needs of Chinese
audiences for entertainment, information and social interaction.

On the other hand, the movie's content can become a social topic for movie
audiences to help moviegoers build a social circle to meet the needs of the social level
(Mubharria et al., 2016). Grudistova et al. (2019) conducted a study to discuss the
results of empirical research on the self-actualization needs of Russian students,
taking three Russian universities, Moscow Region State University, Belgorod State
Research University and Bratsk State University as examples. A. Maslow proposed
the concept of self-actualizing personality as a theoretical basis for research. For
empirical analysis, A.V. adapted from N.F. Kalina used Lazukin's questionnaire.
Research has shown that self-needs are an important influencing factor of attitudes.
Social interaction can realize the self-satisfaction of moviegoers, and social needs also
affect the subjective norms of moviegoers, so the author puts forward the following
hypothesis:

H4. The self needs have a significant impact on attitude.

H5. Self-needs have a significant impact on the subjective norm.

Correct marketing methods can effectively improve the promotion and
acceptability of a product. The marketing strategy of overseas films is also an
essential factor affecting the attitude and subjective norms of movie audiences.
Wingstedt et al. (2010) believe that in recent years, in movie marketing, marketing
methods including brand marketing, star marketing, word-of-mouth marketing,
cinema marketing, etc., have continuously stimulated movie audiences' interest in
watching movies and created many box office miracles, which can be seen in movie
marketing. It will significantly affect the audience's viewing attitude and is of great
significance to the development of the industry. There are numerous marketing
methods for movies, among which word-of-mouth marketing has attracted the
attention of film research scholars. To study the mediating effect of green products
through marketing mix, Chou et al. (2020) operationalized the effect of marketing
strategy on consumer attitudes to verify the situation of the proposed research model,
explaining consumers' willingness to be environmentally friendly in the Taiwanese
context. The model is based on structural equation modelling (SEM) from data
collected from 977 online consumers. The findings suggest that marketing strategy
significantly and directly affects attitudes toward green products and subjective norms.
These findings have contributed to the revival of the theory of planned behaviour
(TPB) and provide insights into consumer attitudes, consumer social responsibility,
marketing mix and a comprehensive understanding of the impact of perceived quality,
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the effect of restaurants on the ability to increase consumers' willingness to purchase
green products or food. Many scholars believe that word-of-mouth significantly
impacts the audience's viewing intentions. Chow (2020) considers that the effect of
word-of-mouth will impact the audience's viewing attitude through the guidance of
"opinion leaders", which in turn will affect the box office. At the same time, she also
believes that word-of-mouth communication's positive and negative effects can also
trigger a cluster effect, which in turn produces a "silent spiral” effect. At the same
time, it will also generate a specific "consensus” in the circle of friends and social
processes of Chinese movie audiences, which will, in turn, cause certain social
pressure on the audiences themselves and affect the subjective norms of
moviegoers(Kim & Brunn-Bevel, 2020). Therefore, the author assumes:

H6. The marketing strategy has a significant impact on attitude.

H7. The marketing strategy has a significant impact on the subjective norm.
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CHAPTER 3
RESEARCH METHOOLOGY

3.1 Conceptual Framework

Film traits %

H4

Attitude \H1‘
Movie viewing

Self needs behavior intention

H2
Subjective norm

HS
H6
%

Marketing strategy

Figure 3.1 The Conceptual Framework of this research

Source: Constructed by author

3.2 Research Method

Based on the current research results, this study is guided by the theory of rational
behaviour (TRA theory). It adopts the method of combining normative analysis and
empirical analysis (Yousafzai et al., 2010). Through a questionnaire survey, frequency
analysis and comparative mean analysis, this paper conducts comprehensive research
on the influence of Hollywood movies on Chinese audiences' willingness to watch
movies. Investigate Film traits, Self needs, Marketing strategy, Attitude, Subjective
norms, Movie viewing, Behavior intention and demographic characteristics. Through
regression analysis, this paper analyzes the influence of Hollywood movies on the
Chinese audience's willingness to watch movies. An empirical study of critical factors
and their degree of leverage is conducted to determine the influence factors of
Hollywood movies on Chinese audiences. On this basis, suggestions are put forward
to promote the development of the Chinese film industry (Joy & Sherry, 2004).

The influence of purchasing decisions depends on consumers' subjective feelings
about various factors. In consumer behaviour research, the subjective judgments of
individual consumers are often measured by attitude scales (Pavlou, 2003). Consumer
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personal knowledge refers to how much product knowledge, usage knowledge and
purchase knowledge consumers think they have. It is the personal judgment of
consumers; in addition, consumers' purchasing decisions are influenced by many
factors, each of which affects consumers. The influence of purchasing decisions
depends on consumers' subjective feelings about various aspects. In consumer
behaviour research, the subjective judgments of individual consumers are often
measured by attitude scales (Hoteit & Morozevich, 2020). Quantitative statistical
analysis of relevant issues reveals the relationship between factors and behaviour
(Barber et al.,, 2009a). Data on Chinese audiences were collected using self-
administered questionnaires. The five-point Likert questionnaire collected quantitative
data on viewers' video sources. The survey was conducted in November 2021. For
statistical analysis of the collected data, we used SPSS.

3.3 Research Design

Based on the theory of rational behaviour (TRA), this research adopts a
combination of normative and empirical analysis. A comprehensive analysis of the
Chinese audience's movie viewing behaviour intention was carried out through a
questionnaire survey, frequency analysis and comparative mean analysis. To this end,
a survey was conducted to collect data. Participants are required to fill out a
questionnaire. Respondents’ responses were completely anonymous, but the survey
showed other demographic information in the questionnaire, including age and gender.
Respondents' privacy is protected. All respondents were voluntary and agreed to use
the dataset to answer, and the authors gave respondents gifts. There are many types of
research suitable for exploratory analysis, descriptive research and contingency
research. However, in this study, the appropriate research was based on descriptive
research, i.e. describing the answers to illustrate the research question. The
significance of descriptive analysis is to focus on the characteristics of the individual
and the entire sample, which can provide helpful information for problem-solving.
This type of research is best suited for collecting data and describing relationships
between measured variables. In addition, this study also adopted a survey technique:
the raw data of 500 people were collected using questionnaires.

3.4 Population and Sample Selection

3.4.1 Population

This study uses the online platform questionnaire star to distribute and collect the
questionnaire. The population is Chinese consumers as a whole, which are randomly
selected through the questionnaire platform.

3.4.2 Sample size

The researcher will determine the sample size by applying an equation Yamane
(1967) proposed at the confidence level of 95% and precision levels = 0.05.m.
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Anticipated effect size: 0.2

Desired statistical power level: | 0.8

Number of latent variables: | 6

Number of observed variables: : 27

s 6 6 6 6

Probability level: 0.05

Calculate!

I’
"

Minimum sample size to detect effect: 403
Minimum sample size for model structure: 88
Recommended minimum sample size: 403

Figure 3.2 The sample size of this research
Source: https://www.danielsoper.com/statcalc/calculator.aspx?id=89

Based on the calculation results of the sample size, the Minimum sample size to
detect the effect is 403. Taking into account the feedback rate of the survey and other
issues, the sample size is 453 for research data collection.

3.5 Design of Questionnaire and Scale

This study uses a questionnaire, which creates a review of the relevant literature
to collect data. The questionnaire can be divided into two parts:

Part 1. Closed-end questions about the demographic characteristics of the
participants, including gender, age, education, and income.

1. Gender

oMale

oFemale

2. Your age

o 18-25

0 26-35

o 36-45

0 46-60

o Over 60 years old
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3. Your highest education

oJunior high school and below

oHigh school / technical secondary school
oUniversity/College

oPostgraduate

4. Income (monthly)
oLess than 3000 RMB
03001-6000 RMB
06001-9000 RMB
oMore than 9001 RMB

Part 2: 14 closed-ended answer questions about 6 factors that influence purchase
intention, including:

Table 3.1 Number of questionnaires for 6 factors that affect purchase intention

Film traits 3 Questions
Self needs 7 Questions
Marketing strategy 7 Questions
Attitude 3 Questions
Subjective norm 4 Questions
Movie viewing behavior intention 3 Questions
Total 27 Questions

Source: Constructed by author

The second part of the questionnaire includes 6 factors and a total of 27 questions,
of which 3 questions are used to measure Film traits, 7 questions are used to measure
Self needs, 7 questions are used to measure the Marketing strategy, and 3 questions
are used to measure the Attitude. 4 questions are used to measure the Subjective norm.
3 questions are used to measure the Movie viewing behaviour intention. The
questionnaire contains a total of 27 queries.
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Table 3.2 Five-point Likert Scale

Strongly Agree 5 points
Agree 4 points
Neutral 3 points

Disagree 2 points
Strongly Disagree 1 points

Source: Vagias, Wade M. (2006). “Likert-type scale response anchors. Clemson
International Institute for Tourism & Research Development, Department of
Parks, Recreation and Tourism Management. Clemson University.

The questions are the different meanings of each question mentioned in the
questionnaire. The questions and items in our face-to-face survey questionnaire are set
up and perfected according to the scale established in the literature.

3.6 Suggestions of the Three Experts on the Questionnaire

Among the three experts, two are from the film field, and one is from the
marketing field. All three experts believe it is necessary to study Hollywood films'
influence on the intention of viewing behaviour of Chinese audiences. The
questionnaires are derived from the classic questionnaires of previous researchers, and
the questionnaire questions are suitable for this study and further research. During the
implementation of the I0C, each project is evaluated and scored by experts on a scale
of 1, 0, and -1. If experts give a project a score of 1, it means the project can measure
its goals and has effective content. If experts rate the item 0, it can measure its
intended use. If experts order an item as -1, the thing has not yet measured its usage.
After completing the evaluation of all items, the three experts put the score of each
item into the formula. They calculated it based on the objective suitability index of the
item (Litwin, 1995).

This project describes the indicators and calculation components of the Project
Objective Alignment Score. There are 27 entries in total. The highest score equals 1,
and the lowest quantile is 0.67, reserved. Therefore, the content validity of 27 items in
this study is sufficient. See Appendix 1 for the results.

3.7 Collection of Data

To measure the impact of Hollywood movies on Chinese audiences' film
viewing behavioural intentions, this study surveyed consumers in Chengdu, China.
This survey selected 15 cinemas, distributed questionnaires to 480 participants, and
recovered 453 valid data. We used SPSS 24.0 for Windows to analyse the collected
data. The reliability and demographic information of the measurement items were
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tested using SPSS analysis software, and regression analysis was performed.

3.8 Research Methodology

3.8.1 Descriptive statistics analysis

The data are presented in tables, charts and graphs depicting the profiles of
respondents and the distribution of relevant factors. Calculating mean, frequency and
percentage distributions is the most common form of aggregate data.

3.8.2 Reliability test

This study used the Cronbach's alpha test to test each variable's reliability. The
tool has good reliability if it has a minimum alpha score of 0.6 and overall reliability
of 0.7 or higher (Bagozzi & Yi, 1988). The higher the accuracy coefficient, the higher
the reliability of measurement. Scholars outline as follows: 0.60~0.65 (preferably not);
0.65~0.70 (minimum acceptable value); 0.70~0.80 (good); Therefore, a good beacon
scale or questionnaire should be in the acceptable range of 0.80 to 0.70 to 0.80.
Subscales above 0.70 are preferred, and ranges between 0.60 and 0.70 are acceptable.
Therefore, it is necessary to conduct a pre-test to check whether the research tool can
be used in this study.

Table 3.3 Criteria of Reliability

Cronbach’s Alpha Desirability level Reliability Level
Coefficient
0.80-1.00 Excellent Very High
0.70-0.79 Good High
0.50-0.69 Fair Medium
0.30-0.49 Poor Low
Less than 0.30 Unacceptable \Very Low

Source: van Zyl, J. M., Neudecker, H., & Nel, D. G. (2000). On the distribution of the
maximum likelihood estimator of Cronbach’s alpha. Psychometrika, 65, 271-280.
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3.8.3 Path analysis

To analyze the relationship within the research framework, regression analysis
was performed. In this study, SPSS 26.0 software was used for data collection,
arrangement, analysis, and regression.
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CHAPTER 4
DATA ANALYSIS

4.1 Reliability Test of Research Instrument

Descriptive research is a joint project research method. It refers to the different
factors faced by other aspects of research, data collection and data recording, focusing
on a static description of objective facts. Most marketing research is descriptive.
Descriptive research can be used in a company's marketing operations strategy,
including market analysis. Quantitative research is the determination of the number of
things in a certain amount of scientific research, a sample representing several
questions and phenomena, and then analyzed, tested, and interpreted to obtain
meaningful research methods and processes. A sample survey is not a comprehensive
survey. This survey is used to survey some units of all respondents and estimate and
extrapolate all responses accordingly. This study used a face-to-face questionnaire to
collect the necessary information. Communicating with the target sample group is an
easy way. The researchers handed out the questionnaire face-to-face. Use Cronbach's
alpha test to test the reliability of the question for each variable. The reliability
assessment was defined as Cronbach's alpha. A measurement has good reliability if it
has a minimum alpha score of 0.6 and overall reliability of 0.7 or higher (Bagozzi &
Yi, 1988). Therefore, it is necessary to do a pre-test to check whether the research tool
can be used in the main study.

Table 4.1 Reliability analysis of questionnaire

Variables Number | Cronbach o | Overall Cronbach a
of items
Film traits 3 0.776
Self needs 7 0.864
Marketing strategy % 0.877
Attitude 3 0.751 0.902
Subjective norm 4 0.804
Movie viewing behavior 3 0.749
intention
Notes: N=453

Source: Constructed by author

The Cronbach's alpha score of each factor scale in this study was more significant
than 0.6 after testing. The total Cronbach's alpha value of the questionnaire was 0.902,
indicating strong reliability and good internal consistency.

21




Table 4.2 Demographic data

Variables Sort Frequency (f) | Percentage (%)

Gender Male 159 35.1
Female 294 64.9
Age 18-25 276 60.9
26-35 95 21.0
36-45 68 15.0
46-60 14 3.1

Over 60 years old 0 0

Highest education Junior high school and 9 2

below
High school / technical 45 9.9
secondary school

University/College 279 61.6
Postgraduate 120 26.5
Monthly income Below 3000 RMB 86 19.0
3001-6000 RMB 190 41.9
6001-9000 RMB 123 27.2
More than 9001 RMB 54 11.9

Notes: N=453
Source: Constructed by author

As shown in the table, approximately 64.9% (N = 294) of the participants were
women, while men accounted for 35.1% (N = 159). about 41.9% (N = 190) of
participants have a monthly income between 3001-6000 yuan, and participants with a
monthly income of less than 3000 yuan accounted for 19.0% (N = 86). 6001-9000
yuan accounted for 27.2% (N = 123), and income above 9001 yuan accounted for
11.9% (N = 54). There were 276 participants aged 18-25, accounting for 60.9%. A
total of 95 participants aged 26-35, accounting for 21%; 68 participants aged 36-45,
accounting for 15.0%; and 14 participants aged 46-60, accounting for 3.1%. No
participants are older than 60. 9 participants are in Junior high school and below,
accounting for 2%; 45 participants are in High school / technical secondary school,
accounting for 9.9%; 279 participants are in University/College, accounting for 61.6%;
120 participants The latter is Postgraduate, accounting for 26.5%.
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4.2 Mean and Standard Deviation

Table 4.4 Averaged variances expected

Variables | Standard Deviation | Mean
Film traits
FT1 0.952 4.09
FT2 0.946 4.08
FT3 0.985 3.80
Self needs
SN1 0.860 3.92
SN 2 0.848 3.83
SN 3 0.871 3.45
SN 4 0.797 2.86
SN 5 0.718 3.70
SN 6 0.955 3.04
SN 7 0.985 3.44
Marketing strategy
MS1 0.718 4.17
MS2 0.955 3.82
MS3 0.849 3.3
MS4 0.782 3.92
MS5 0.756 3.54
MS6 0.808 3.91
MS7 0.953 3.45
Attitude
ATT1 0.718 3.51
ATT?2 0.955 3.44
ATT3 0.849 3.26
Subjective norm
SIN 1 0.756 3.18
SIN 2 0.802 3.03
SIN 3 0.783 2.80
SIN 4 0.845 3.18
Movie viewing behavior intention
MBI 1 0.955 3.90
MBI 2 0.849 3.45
MBI 3 0.782 3.57

Source: Constructed by author
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Table 4.5 Exploratory factor analysis

Variables

Standard Deviation

Mean

2 3

FT1 -

FT2 -

FT3 -

SN1 -

0.697 -

SN2 -

0.642 -

SN 3 -

0.746 -

SN 4 -

0.655 -

SN5 -

0.695 -

SN 6 -

0.678 -

SN7

0.614 -

MS1 0.800

MS2 0.700

MS3 0.540

MS4 0.772

MS5 0.617

MS6 0.700

MS7 0.739

ATT1 :

ATT?2 A

ATT3 =

SIN1 =

SIN 2 -

SIN 3 -

SIN 4 -

MBI 1 -

MBI 2 -

MBI 3 -

Cumulative explained variance

64.277%

Source: Constructed by author

Combined with the data analysis in the above table, it can be seen that the formal
questionnaire scale has a total of 6 factors after operational factor analysis, which is
consistent with the dimensions of theoretical assumptions. The cumulative explained
variance reaches 64.277%, which is higher than 50% of the default reference standard,
indicating that the overall cumulative variance explained the level of the sample data
exceeds the default test standard. The factor loadings of each item under its variable
are above the ideal level of 0.5, indicating that the scale has good construct validity

and can effectively measure the questions to be explored.
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Table 4.5Correlation matrix of the constructs.

Construct FT SN MS ATT SIN MBI
Film traits
1
Self needs
0.405** |1
Marketing strategy
0.399** | 0.579** | 1
Attitude
0.433** | 0.307** | 0.318** | 1
Subjective norm
0.476*** | 0.608** | 0.630** | 0.192** | 1
Movie viewing behavior
intenti
intention 0.514%** | 0.604%* | 0.473** | 0.583** | 0.477%* | 1

Note: * p <0.05; ** p < 0.01; *** p <0.001; N=453.

Source: Constructed by author

The correlation coefficients between satisfying self-needs, marketing strategies
and subjective norms are all significantly correlated at the 0.01 level, and they are all

positive,

indicating a significant positive correlation between audience self-

satisfaction, marketing strategies and subjective audience norms, which can be further

Perform regression analysis.

4.3 Hypothesis Test

The primary purpose of this study is to understand how Hollywood films affected
the viewing attitude of Chinese consumers during the covid 19 epidemic to affect the
consumption behaviour of Chinese consumers. The analysis results are shown in the
figure, and the hypothetical results are shown in the table.
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Table 4.6 Hypothesis testing

Hypothesis Std. Result

H1 ATT------- > MBI 0.499** Support
H2 SIN------- > MBI 0.23** Support
H3 FT------- SATT 0.459** Support
H4 SN------- SATT 0.597** Support
H5 SN------- >SIN 0.562** Support
H6 MS------- >SATT 0.277*** Support
H7 MS------- > SJN 0.222*** Support

Notes: * p < 0.05; ** p <0.01; *** p < 0.001; N=453.

Source: Constructed by author

According to the data in the table, H1 B=0.499, P <0.01, this hypothesis was
accepted. H2 p=0.23, P <0.01, this hypothesis was accepted. The hypothesis that H3
B=0.459, P <0.01 was accepted. H4 $=0.597, P <0.01, the hypothesis was accepted.
HS5 p=0.562, P <0.01 assumption is accepted. H6 f=0.277, P <0.001 assumption is

accepted. H7 =0.222, P <0.001 assumption is accepted.

Film traits

0.459

Attitude

\0.4‘99

Self needs

.562

0.222

Marketing strategy

Movie viewing
behavior intention

/0.2777

Subjective norm

0.23

Figure 4.1 Path coefficients resulting from regression analysis

Notes: * p < 0.05; ** p <0.01; *** p < 0.001; N=400.

Source: Constructed by author
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H1 Through data analysis, it is found that the influence path coefficient of Attitude on
Movie viewing behaviour intention is 0.499, and at the same time, P<0.01, which is
significant, so the H1 hypothesis is established. Through research, it can be
considered that Attitude has a moderately substantial impact on Movie viewing
behaviour intention.

H2 The study found that the path coefficient of Subjective norm on Movie viewing
behaviour intention is 0.23, P<0.01, which is significant, so it can be considered that
H2 is established. From the path coefficient, it can be seen that the Subjective norm
substantially impacts Movie viewing behaviour intention to a small extent.

H3 The path coefficient between Film traits and Attitude is 0.459, P<0.01, which is
significant, so it can be considered that Film traits have a substantial impact on
Attitude, and H3 is established. From the perspective of path coefficients, Film traits
have a moderately significant impact on Attitude.

H4 The author found that the path coefficient of Self needs on Attitude is 0.597,
P<0.01, which is significant, so the author believes that H4 is established, Self needs
have a considerable impact on Attitude, and this effect is moderate.

H5 as shown in the figure above, the path coefficient between Self needs and
Subjective norm is 0.562, P<0.01, which is significant, so it is concluded that Self
needs has a considerable impact on Subjective standard, H5 is established, and the
influence between the two is moderate.

H6 from the data analysis found that the path coefficient between Marketing strategy
and Subjective norm is 0.222, P<0.001, which is significant, so the author believes
that H6 is established, and Marketing strategy has a negligible impact on Subjective
norm.

H7 The study found that the path coefficient between Marketing strategy and Attitude
was 0.222, p<0.001, which was significant. All the results H7 were established, and
Marketing strategy had a little significant impact on Attitude.

27



CHAPTER 5
CONCLUSION AND DISCUSSION

5.1 Conclusions

After 24 years of development in China, imported films from Hollywood still
strongly influence the Chinese film market. Watching imported movies from
Hollywood is still an important reason for many moviegoers to enter the cinema.
According to the empirical research results of this paper, it can be seen that the
behavioural intention of Chinese movie audiences to watch imported films is affected
by their attitudes towards imported films, and the characteristics of the film become
the most critical factor affecting the mood. Traits have become one of the criteria by
which audiences judge the value of a movie. Amending the policy for the introduction
of Hollywood films, properly adjusting the market quota for imported films,
introducing more Hollywood films with rich genres and high-quality content, and
improving the product structure of the Chinese film market will all help stimulate the
viewing demand for Chinese film consumers and promote the Growth in consumption
in the Chinese film market. According to the 2018 Chinese film box office report,
films imported from Hollywood hold nearly 40% of the domestic film market, and
their influence and appeal are still strong. But in COVID 19 epidemic period, the
"unacceptable™ of some Hollywood films in the domestic market also attracted great
attention. Non-Hollywood niche films have frequently become dark horses at the box
office in mainland China, defeating many gimmicky big productions. The success of
successive non-Hollywood films tells us that non-Hollywood cinema is rising.
Hollywood blockbusters focusing on "science fiction" are no longer the panacea for
the Chinese film box office.

RQ 1 is whether attitude significantly impacts movie viewing behaviour intention,
and the author found that mentality significantly impacts movie viewing behaviour
intention.

RQ?2 is whether subjective norm significantly impacts movie viewing behaviour
intention, and the author found that personal standard significantly impacts movie
viewing behaviour intention.

RQ3 is whether film traits significantly impact attitude, and the author found that
film traits significantly impact mood.

RQ4 is whether self needs significantly impact attitude, and the author found that
f self needs have a significant impact on mood.

RQ5 is whether self needs significantly impact the subjective norm, and the
author found that f self needs significantly impact the personal standard.

RQ6 is whether marketing strategy significantly impacts attitude, and the author
found that marketing strategy significantly impacts mood.

RQ7 is whether marketing strategy significantly impacts the subjective norm, and
the author found that marketing strategy significantly impacts the personal standard.

By analyzing the descriptive statistical results of the question items on the film
characteristics of imported films, it can be seen that on the Likert five-point scale, the
average score of the question item "The type of films imported from Hollywood
attracts me to watch" is as high as 4.09. The average score of "Hollywood imported
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films attracts me to watch™ is as high as 4.09. The content of the story told by the
imported film is beautiful" The average score of the question item also reached 4.08;
Chinese film audiences expressed a strong demand for enriching film types and
strengthening film content in terms of film characteristics. The attraction of special
effects is weakened.

5.2 Results and Discussion

Empirical research results show that self-satisfied needs will impact the
subjective norms of moviegoers, and there is a significant positive correlation
between personal criteria and movie-watching behavioural intentions. The viewing
needs of moviegoers are diversified, and with the upgrade in movie consumption, the
demand is developing towards the direction of personalization. For the Chinese film
industry, it is not only necessary to strengthen the grasp of the audience's psychology
in the film production process, but also to be guided by the needs of the audience,
continue to deepen the reform of the theatre system, and continuously enhance the
creativity of my country's film industry. Satisfy the needs of different levels of film
groups to stimulate consumer demand and increase the vitality of film consumption in
Covid 19.

If the movie audience in the past paid attention to the accurate representation of
the objective world in movies, then the movie audience in the information age has
gradually changed to focus on exploring the subjective world in film, that is, watching
movies to meet their own internal needs. In the survey on the level of self-satisfaction,
it is found that entertainment needs and social needs are the most critical factors
affecting Chinese movie audiences' viewing behaviour intentions. Suppose the
Chinese film market wants to achieve rapid development. In that case, it is also
necessary to summarize the successful experience of foreign films imported in the
past to meet Chinese film audiences' needs. Movie psychology analyzes the movie
viewing needs of Chinese movie audiences at all levels and launches more movie
products that meet the audience's consumption preferences. Hollywood sci-fi movies
have always been one of the top-grossing films in the Chinese film market. These big-
budget all-star and illusory sci-fi movies have frequently become dark horses at the
box office because of their excellent plot, character creation and film technology. The
upgrade fully meets the entertainment needs of moviegoers. Empirical research shows
that many moviegoers go to the cinema to watch Hollywood movies to pass the time
and release the pressure of life. Hollywood movies build a virtual world but have
exhausted their minds regarding story details, character creation, and sound and
picture effects. Make a virtual world feel real. And the sense of accomplishment that
moviegoers get by following the heroes in the virtual movie world to "fight monsters
and upgrade and save the world" greatly satisfies their emotional needs that are
difficult to vent in real life. In addition, technological changes have promoted the
development of movies on the one hand and, at the same time, interacted with and
supported the movie-watching psychology of movie audiences. The three-dimensional
look and feel created by 3D technology and the ultra-clear experience brought by 4K
technology make the audience who like the visual department more and more prefer
blockbusters supported by new technologies, and ordinary movie-watchers taste the
freshness brought by technology. There are also higher requirements for daily movie
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viewing, and the "immersive" movie viewing mode brought about by technological
upgrades has gradually become the preferred choice of audiences. Movies change
with technology and form changes for content. Audiences are keen on new technology
movies because of unfamiliar expectations but will not give up traditional forms of
film and their desire for stories. Diverse movie elements such as plot, characters,
sound and picture, and technology constitute an important indicator that can meet the
entertainment needs of movie audiences.

By analyzing the empirical research results, it can be found that the attitudes and
subjective norms of movie audiences will both affect their movie-watching behaviour
intentions. Among the factors that influence attitudes and personal criteria, movie
marketing strategy is the only factor that affects both. The reason is that, on the one
hand, movie marketing that matches the quality of the movie and can stimulate the
desire to watch the film will positively affect the audience's attitude towards the
movie. At the same time, word-of-mouth marketing and other strategies involved in
the marketing process will stimulate the audience to keep up with others. Consistent
motivation, thereby affecting the audience's subjective norms. When attitudes and
subjective norms are positively affected, the audience's willingness to watch movies
will naturally be affected. Therefore, starting from the film marketing strategy,
establishing a new concept of integrated marketing for the marketing side, improving
the marketing capability and efficiency, and forming a favourable marketing
environment with policy supervision as the guarantee will effectively drive Chinese
film consumption.

This research is a brand-new exploration in the research field related to imported
films from Hollywood and Chinese film consumption preferences. It uses quantitative
research to conduct empirical analysis, which has limitations in theory and method.
First, in terms of questionnaire design, the three dimensions of the first-level film
characteristics, self-satisfaction, and marketing strategies are summarized and refined
based on the existing research results at home and abroad. They cannot include all
factors that may affect attitudes and subjective norms. , making the research results
limited to a certain extent; secondly, the form of the questionnaire has certain
deficiencies, and it is impossible to deeply analyze the audience's more profound
views on Hollywood imported films. Future research can break through formal
limitations, such as combining interview methods. In addition, due to time and money
constraints, the sample collection in this study was mainly carried out in the form of
online questionnaires, and the representativeness and capacity of the samples were
insufficient. Future research can strengthen the sample collection work to make
quantitative research in this field more reference valuable.

5.3 Research Contributions

With the development of China's film industry, empirical research on the film
industry has gradually emerged, and there are many research articles on film audience
and consumption. However, there are few studies on the relationship between
imported Hollywood films and the consumption preference of Chinese film audiences,
and so are the studies using quantitative research to accurately grasp how imported
Hollywood films affect the consumption preference of Chinese film audiences.
Starting with the questionnaire survey of Chinese film viewers watching imported
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Hollywood films, this paper summarizes the main factors affecting Chinese film
viewers watching imported Hollywood films, explores the influence mechanism of
imported Hollywood films on Chinese film viewers' consumption preferences during
Covid 19, and expands the film industry in theory. And made some attempts in the
empirical research field of China's film industry.

5.4 Practical Contributions

The number of films imported from Hollywood has increased yearly, forming a
considerable influence and attraction in the Chinese film market. Currently, most of
the domestic film market is still dominated by imported films from Hollywood. The
great success of Hollywood films in China objectively reflects that Hollywood films
are in line with the consumption preferences of Chinese film audiences to a certain
extent. Chinese films still have great potential and market. Currently, China's film
industry still lacks a grasp of the consumption preferences of film audiences. It only
depends on experience or the feelings of filmmakers to decide what kind of film to
shoot and has not formed a scientific and systematic cognitive system. This study will
investigate the influencing factors and intention of Chinese film viewers to watch
imported Hollywood films, comprehensively and deeply grasp the audience
characteristics of imported Hollywood films and analyze and sort out the factors
affecting the audience's viewing behaviour intention. On this basis, it is of practical
significance to further explore the specific impact of imported Hollywood films on the
consumption preference of Chinese film audiences and provide suggestions for
Chinese film companies, the prosperity of the Chinese film market and the
optimization of Hollywood blockbuster introduction mechanism during the covid 19
epidemic.

5.5 Future Research

Combing through the literature on Hollywood imported films, it is found that
there are few studies at home and abroad on the influence of Hollywood imported
films on movie viewing preference, and more focus on the discussion of domestic
film consumption by American blockbusters, and mainly qualitative research, which
provides the basis for this article. The direction of innovative research. This study will
take Hollywood imported films and Chinese movie audiences as the research objects
and use qualitative and quantitative methods to explore the impact mechanism of
Hollywood imported films on domestic movie audiences' consumption preferences.

In addition, by sorting out the domestic and foreign studies on the influence
mechanism of film consumption, it can be found that the scope of research on film
consumption is extensive, and relatively comprehensive subjective and objective
factors have been summarized, which have both similarities and differences. The
research on the influence mechanism of consumption factors is relatively mature.
Summarizing the current research results, this research will be based on the TRA
model and outline the factors that affect the audience's attitude and subjective norms
towards Hollywood films in three dimensions: film characteristics, self-satisfaction,
and marketing strategies.
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APPENDICES A

Project target consistency index (I0C) ratio form and results

Please tick "\" in the blank space below and answer the following questions. "1"
means that the subject may be able to deal with the corresponding hypothesis and its
goals, "0" means that the subject may not be able to clearly distinguish the theory and
its goals, and "-1" means that the subject may not conform to the paradigm and its
goals. In addition, leaving further comments is the greatest support for the research.

Example-Attitude: the student's attitude towards virtual reality technology

ltem +1 | 0 | -1 | Comment

It is easy for me to use virtual reality technology in my studies. |

Variables +1 |0 -1 | Comment

Film traits

The type of Hollywood movies that lured me to watch.

| think the content of the stories told in Hollywood films is
attractive.

The sound and picture effects of Hollywood films bring me
audio-visual enjoyment.

Self needs

| can find shadows related to my life in Hollywood films, I can
pin my emotions and pursue myself.

Hollywood movies satisfy my entertainment needs, relax my
mind and relieve stress

Hollywood films that tell stories from other countries can give
me more insight.

| want to gain knowledge and practice foreign language
through Hollywood movies.

| think watching Hollywood movies is a fashion consumption,
it proves my taste and keeps me on trend.

Watching Hollywood movies helps me communicate and
socialize with my friends.
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Watching Hollywood movies helps me pass my spare time.

Marketing strategy

The star actors and directors of Hollywood movies made me
want to watch movies.

Hollywood movies adapted from well-known IPs make me
want to watch movies.

Because watching the same series of Hollywood movies made
me want to watch movies.

The title, trailer, and poster of the movie make me want to
watch the movie.

Hollywood movies with high ratings and high box office make
me want to watch movies.

The promotion of Hollywood films made me want to watch the
movie.

Recommendations from friends around me made me want to
watch movies.

Attitude

I think it's good to watch Hollywood movies.

| think it's wise to watch Hollywood movies.

I like Hollywood movies.

Subjective norm

I will also consider Hollywood movies watched by friends and
family.

The attitude of people I know around to Hollywood films
affects my attitude to Hollywood films.

People who are important to me support me watching
Hollywood movies.

| plan to continue buying watching Hollywood movies in the
future.

Movie viewing behavior intention

| plan to continue watching Hollywood movies.

I will try to keep watching Hollywood movies.

I'm willing to invest more time and money to watch Hollywood
movies.
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Result of Index of Item-Objective Congruence (I0C) Rating

Construct Item Rating from experts >R Rlesu
- - t
Ei(:e Ex2p:rt E)?p?ert = &
rt N
Film traits FT1 1 1 3 1 Pass
FT 2 1 1 1 3 1 Pass
FT3 1 1 1 3 1 Pass
Self needs SN1 1 0 1 2 0.67 | Pass
SN 2 di 1 1 3 1 Pass
SN 3 1 1 1 3 1 Pass
SN 4 1 1 1 3 1 Pass
SN 5 1 di 1 3 1 Pass
SN 6 1 1 1 3 1 Pass
SN 7 1 i 1 3 1 Pass
Marketing strategy | MS1 0 1 1 2 1 Pass
MS 2 0 1 i 2 0.67 Pass
MS 3 0 1 1 2 1 Pass
MS 4 0 da 1 2 1 Pass
MS 5 0 1 1 2 1 Pass
MS6 0 1 1 2 1 Pass
MS7 0 L 1 2 1 Pass
Attitude ATT1 1 0 1 2 0.67 Pass
ATT2 1 0 1 2 0.67 Pass
ATT3 1 1 1 3 1 Pass
Subjective norm SN 1 1 1 1 3 1 Pass
SN 2 1 1 1 3 1 Pass
SN 3 1 1 1 3 1 Pass
SN 4 0 1 1 2 0.67 Pass
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Movie viewing | MVI Pass
behavior intention 1
MVI Pass
2
MVI Pass
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APPENDICES B

Questionnaire

Thank you very much for filling out this questionnaire. This questionnaire aims to
measure the impact of Hollywood films on Chinese consumers' attitudes towards film
viewing. It may take you one to five minutes to complete this questionnaire. This
questionnaire is part of a personal study of master students in Thailand. Please read
each question carefully and make sure that all answers are your true thoughts. All this
information is for academic purposes only.

Part A: Closed-end questions about the demographic characteristics of the
participants, including gender, and income.

1. Gender

oOMale

oFemale

2. Your age

o 18-25

0 26-35

0 36-45

0 46-60

o Over 60 years old

3. Your highest education
oJunior high school and below
oHigh school / technical secondary school
oUniversity/College
oPostgraduate

4. Income (monthly)

oLess than 3000 RMB
03001-6000 RMB
06001-9000 RMB

oMore than 9001 RMB

Part B: closed-ended answer questions about 5 factors that influence purchase
intention, including
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Please write a ‘Y’ in the box to show you agree or disagree with the following
statements 1 = strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 =
agree, 5 = strongly agree.

Variables 1 2 3 4 5

Film traits

The type of Hollywood movies that lured me to
watch.

| think the content of the stories told in Hollywood
films is attractive.

The sound and picture effects of Hollywood films
bring me audio-visual enjoyment.

Self needs

| can find shadows related to my life in Hollywood
films, I can pin my emotions and pursue myself.

Hollywood movies satisfy my entertainment needs,
relax my mind and relieve stress

Hollywood films that tell stories from other countries
can give me more insight.

| want to gain knowledge and practice foreign
language through Hollywood movies.

| think watching Hollywood movies is a fashion
consumption, it proves my taste and keeps me on
trend.

Watching Hollywood movies helps me communicate
and socialize with my friends.

Watching Hollywood movies helps me pass my spare
time.

Marketing strategy

The star actors and directors of Hollywood movies
made me want to watch movies.

Hollywood movies adapted from well-known IPs
make me want to watch movies.

Because watching the same series of Hollywood
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movies made me want to watch movies.

The title, trailer, and poster of the movie make me
want to watch the movie.

Hollywood movies with high ratings and high box
office make me want to watch movies.

The promotion of Hollywood films made me want to
watch the movie.

Recommendations from friends around me made me
want to watch movies.

Attitude

| think it's good to watch Hollywood movies.

| think it's wise to watch Hollywood movies.

I like Hollywood movies.

Subjective norm

I will also consider Hollywood movies watched by
friends and family.

The attitude of people I know around to Hollywood
films affects my attitude to Hollywood films.

People who are important to me support me watching
Hollywood movies.

I plan to continue buying watching Hollywood movies
in the future.

Movie viewing behavior intention

| plan to continue watching Hollywood movies.

I will try to keep watching Hollywood movies.

I'm willing to invest more time and money to watch
Hollywood movies.
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NAME SURNAME

ACADEMIC
BACKGROUND

EXPERIENCES

BIOGRAPHY

Zhang Meng

Chengdu College of Arts and Sciences
Major: Radio and TV dirctor (undergraduate)

Professional
courses:Film/Television/Photography/Drama
Director/New media

operation/Adobe Photoshop/Adobe premiere

2019.03---now

Sichuan Sculpture Association
Organizing activities/writereport/learn art
Participate in planned activities:

Participated in national subject and national art fund
project of Cultivation of Design Talent of Historic
Towns and Villages in 2019

Zhan Qi Da Di Art Festival in 2020 Cultural and
Tourism Administration of Pidu District
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