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Today in the market, film is a special kind of commodity which has different
characteristics from other products: The price performance of the film is not stable and the
value shows uncertainty and nonconsumble character. Along with the continuous
development of the modern market economy, consumption custom and consumption
direction of customer are constantly changing. Using the previous marketing methods for
film marketing has become outdated. Therefore, combining with the development trend of
modern society, it is necessary to adopt integrated marketing communication (IMC). We
need to to learn from Hollywood experience which has implemented IMC successfully.

4C is the most representative film IMC in Hollywood. The actual operation of this
theory not only improved the market competitiveness of Hollywood films, but also
promotes the Hollywood film towards development direction that is more refined,
professional, focusing on market exploitation and relationship marketing, and showing their
unique in the film industry. At present, more and more countries are following the
Hollywood film marketing methods to improve their ability of film marketing and market

competitiveness. But all they learned is fur. Analyzing from the essence, it is because that in



influential on consumption; the second one is personal and family factors of
consumers, and among these factors, income level is most representative; price,
purchase ways, purchase status and purchase purpose are not significant related on
consuming behaviors. Thus, in the expansion of organic fruits and vegetables as
representative of the market share of organic agricultural products, it is necessary to
do more delicate promotions, increase consumers’ purchase ability, expand sales
channels and market segments, and enhance monitoring of organic agricultural

products market.
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