HESBE - s sES%EBeR B 1%

4C BEILLA PHYE H RIS R —— DA
Lyl

MiErE ©

(" AERENRIEMR £ e, b3 102600)

FE: 40, BrrNBTLEONTHRER, ERRIEEON T IR AT 6 KRB O E R, A DAL (B
uh) NP, ERPFR. A, EAISTEE, PR TE RIS, LI, B uipkInisH 4CE
TR TR NI REF, TR T MRS, FF IR T RS P 2 AR P, (HELEEHTT
AT 7 AE B 7 AR R, ASC B NIRRT AR UE RIS EIE 2% 59 E R,

KR AC H RN, MMM, FRgAEa

DOI: https://doi.org/10.71411/jyyjx.2026.v1i3.1228

Research on Marketing Strategies from the Perspective
of the 4C Theory : Taking Bilibili as an Example

Lin Jingyi"
(* Beijing Institute of Graphic Communication, School of Economics and Management,

Beijing, 102600, China)

Abstract: Currently, the digital content industry has become a mainstream consumer trend, a-
nd marketing strategies have become a core element for streaming media platforms seeking b-
reakthroughs. This paper takes Bilibili (Bilibili) as an example and conducts a study on marke-
ting strategies from four dimensions: customer needs, cost, convenience, and communication.
The research reveals that Bilibili successfully utilized the 4C marketing strategy to capture the
interest preferences of young people, formed a unique video community, and achieved a bal-
ance between commercialization and users. However, there are still some issues in its applica-
tion that need to be addressed. This paper aims to provide theoretical references and practical
insights for streaming media platforms in terms of marketing strategies.
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