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A BIOETHICAL EXAMINATION OF THE USE OF HUMAN
EMOTIONS AS A FILM MARKETING TOOL ON SHORT VIDEO
PLATFORMS: NORMATIVE MORALITY APPLICABLE TO FILM

MARKETING MATRIX

Huiyi Zhang', Zheng Zang?

Abstract: The marketing matrix on a short video platform is an intriguing research topic. It is a novel film marketing strategy
on the short video platform that successfully stimulates the audience’s emotion in the film marketing process, but it must also
be ethically tested.To address this desire, we examine the problem using normative ethics (consequentialism, deontology, and
virtue ethics). The marketing matrix will be addressed within the framework of philosophical ethics, whose emotional marketing
can be tested, in what follows, through reviews of literature and content analysis. First and foremost, a matrix standpoint will
be adopted in order to provide a preliminary conceptualization along with its emotional techniques of the marketing matrix;
then, the marketing matrix will be addressed within the framework of philosophical ethics, whose emotional marketing can be
tested. In the future, when creating a moral marketing matrix, the author proposes that numerous ethical concepts be taken into
account comprehensively.
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Un examen bioético del uso de las emociones humanas como herramienta de marketing cinematogréfico en plataformas
de video de corta duracién: moralidad normativa aplicable a la matriz de marketing cinematogrifico

Resumen: La matriz de marketing en una plataforma de video de corta duracién es un tema de investigacién intrigante. Se trata
de una novedosa estrategia de marketing cinematogréfico en la plataforma de videos cortos que estimula con éxito la emocién
de la audiencia en el proceso de marketing cinematogréfico, pero también debe ponerse a prueba desde el punto de vista ético.
Para hacerlo, examinamos el problema utilizando la ética normativa (consecuencialismo, deontologfa y ética de la virtud). La
matriz de marketing se abordard en el marco de la ética filoséfica, cuyo marketing emocional puede ponerse a prueba, en lo que
sigue, mediante revisiones de la literatura y andlisis de contenido. En primer lugar, se adoptard un punto de vista matricial para
proporcionar una conceptualizacién preliminar junto con sus técnicas emocionales de la matriz de marketing; a continuacién,
se abordard la matriz de marketing en el marco de la ética filoséfica, cuyo marketing emocional puede ponerse a prueba. En el
futuro, a la hora de crear una matriz de marketing moral, el autor propone que se tengan en cuenta numerosos conceptos éticos
de forma exhaustiva.
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Um exame bioético do uso de emog¢des humanas como uma ferramenta de marketing em plataformas de videos curtos:
moralidade normativa aplicdvel 4 matriz de marketing

Resumo: A matriz de marketing em plataforma de videos curtos é um tépico de pesquisa intrigante. E uma nova estratégia de
marketing em plataforma de videos curtos que estimula com sucesso as emogées da audiéncia no processo de marketing, mas
deve ser também eticamente testada. Visando esse propdsito, nés examinamos o problema usando ética normativa (consequen-
cialismo, deontologia e ética da virtude). A matriz de marketing serd abordada na perspectiva da ética filoséfica, cujo marketing
emocional pode ser testado através de revisoes da literatura e de andlise de contetido. Em primeiro lugar, um ponto de vista de
matriz serd adotado de forma a fornecer uma conceitualizagio juntamente com suas técnicas emocionais de matriz de marketing;
em seguida, a matriz de marketing serd abordada na perspectiva da ética filoséfica, cujo marketing emocional pode ser testado.
No futuro, ao criar uma matriz de marketing moral, o autor propée que intimeros conceitos éticos sejam levados em consideragio
de forma abrangente.
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1. Introduction

Film marketing is becoming increasingly essential
to the development of the film industry, as the
sector continues to grow and become more com-
petitive. With the advancement of mobile Inter-
net technology and the growing number of users,
the short video platform has gradually improved
in marketing in recent years. More films will be
marketed on short video platforms, and Tiktok,
for example, has been successful in pushing seve-
ral films to market and promote. Using the Tiktok
FACT business matrix and the time sequence, the
coordinate system is constructed from both verti-
cal and horizontal dimensions respectively, based
on the matrix model. To investigate the most effec-
tive techniques to establish broad field coverage
and vertical deep development, a deeper examina-
tion of the marketing matrix and a definition of
the notion of marketing matrix are undertaken.

The construction of marketing matrix successfully
connects the audience with the theme conveyed
by the film, in which the stimulation strategies of
emotion play a vital role, but whether these strate-
gies can pass the examination of bioethics remains
to be discussed. Normative ethics are the ethical
principles on which this paper is based in order to
finally test the marketing strategies of emotional
stimulation by the marketing matrix.

This article discusses the construction avenue of
marketing matrix, searches the literature publis-
hed in the field of Humanities and Social Sciences
in the past and analyzes the literature, examining
whether it can pass the normative ethical examina-
tion, and discusses the results.

2. The marketing matrix
2.1. Definition

American scholar Lewis Jacobs wrote in his
book The Rise Of The American Film a Critical
History about”thus from the outset movies were,
besides a commodity and developing craft, a social
agency’(1). As an artistic work with commodity
attributes, movies, like other ordinary commodi-
ties, need to be marketed as well. On the Tiktok
platform, an increasing number of users in the field
of film marketing grasp the advantages of Tiktok,
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building marketing matrix themselves.

The matrix was first proposed by Kelly, a British
mathematician in the 19th century. It came from
the square matrix composed of coefhicients and
constants of equations. As a social media, Tiktok
naturally has the properties of constructing the ma-
trix. The so-called matrix model can be construc-
ted horizontally and vertically to form a cross and
interconnected complete matrix model. Similarly,
in the film industry, the film marketing matrix is
a three-dimensional combination of channels and
realize the matrix communication finally.

Through a theory called matrix model, the con-
ceptual marketing matrix is constructed through
two dimensions including horizontal and vertical
one to enhance the efficiency of information dis-
semination: in the horizontal dimension, this pa-
per generalizes and summarizes the predecessors
methodology of the management of the Electronic
Commerce, and the “FACT business matrix” ex-
tends to the definition of the film marketing ma-
trix, and the four categories of the original theory
are divided into: the F is the Field of the business,
and the A is the master matrix (Alliance). Cam-
paign (C) is transformed into four categories of
movie marketing matrix for platform activities
(Campaign) and T, which are star and head master
(Top-KOL): Movie Official voice, master matrix,
platform activity, star and head master. In the ver-
tical dimension, we build the Tiktok framework
through the first step in order. We will get the in-
ternal factors of the external factors and the shaking
platform according to the source of the important
nodes in the life cycle of the film product, and fill
the second dimensions into the original framework
of the vertical dimension, so as to complement the
vertical dimension of the film matrix.

2.2. The Construction of film matrix
2.2.1. Horizontal dimension

For the study of film marketing particularly, there
is a scholarly need for theoretical conceptualization
that accommodates and accounts for the shifting
character of these elements and the interconnec-
tions among them: Official Account Of Film,
KOL Accounts (Key Opinion Leader e.g. Movie
ticketing accounts or ordinary talent accounts),
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Table 1: four types of accounts

The Type of The Accounts The Function of The Accounts

Official Account Of Film As the main builder of the vertical framework, almost every
marketing vital information is launched by the account, such as
Gear setting, trailer and etc.

KOL Accounts Movie ticketing accounts: these accounts mainly release the movie

clips and videos with ticket purchase links and the update of box
office reports.

Ordinary talent accounts: based on the fan, these accounts
release short videos related to movies in line with personal video
style, such as cooperating and interacting with the creator and

participating in the offline roadshow of the creator.

Platform Activities

Account @Tiktok film posted video with the activities to invite
you to visit the movie together.Also, @Tiktok music launched a
chorus challenge and so on.

Accounts of Stars and Their Company

These accounts interacted with fans, established strong links, and
reported box office statistics in real time.

Platform Activities and Accounts of Stars and
Their Company.

A. Official Account of Film

Official account of film is usually the main builder
of the movie’s vertical frame and is also the first
to post the movie clips ,behind-the-scenes extras,
imitations of heated videos and festival wishes and
so on.

B. KOL Accounts

KOL accounts not only establish links with the
official account, accounts of Stars and their com-
pany but also link up with platform activities. It
needs people to participate in it and make short
videos that match their styles. The movie ticketing
accounts in this type of account have a strong co-
rrelation with fans, and there is no need to invest
too much in the early stage. Only when the origi-
nal materials are added, can the link be purchased,
and another form of film marketing can be innova-
tively developed. Its marketing focus should be on
the later stage of word-of-mouth building activities
and the maintenance of heat “residual temperatu-

£

re”.
C. Platform Activities

These accounts with short topic videos, usually ba-

sed on past marketing experience, and then follow
the official voice of the movie and the number of
stars and head to get publicity.

D. Accounts of Stars and Their Company

In addition to the release of movie clips and videos
about interactions of actors, people of this category
need to update their daily lives in real-time and
maintain the frequency of interaction with fans as

well as Tiktok.

Except Four types of accounts play an essential role
in their occupation, there has close intersections
among them (Figure 1).

Activities
Platform Activities ¥ Official Accounts Of Film
A o
G Meta‘m
Actvites ! Follow
Accounts Of Stars And
Kol Accounts )
Interaction Their Company

Figure 1: The relationship among four types of ac-
counts.
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Figure 2: The figure of film marketing matrix in the Tiktok platform.

2.2.2. Vertical dimension

The overall node setting can be carried out in se-
quence according to the above three categories:
first, build the overall framework according to the
sequence of important stages of the film, through
the four stages including preheating and construc-
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tion period, pre-screening high tide fermentation
period, management of review ratings during the
period of the movie released and post reflection
residual temperature maintenance period, and
classify the preheating and construction period
and pre-screening high tide fermentation period as
the period of emotion elicitation according to the
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corresponding emotional marketing, which should
focus on emotional marketing. For example,short
videos with BGM or more touching film clips
should be released, and on this basis, we can inte-
ract with the KOL accounts to maximize publicity.
Management of review ratings during a period of
a movie released and post reflection residual tem-
perature maintenance period should be considered
as the period of emotion management. Besides, the
daily film clips and the release of the behind-the-
scenes extras, at this stage, are the linkage between
short videos platforms and users,which can achie-
ve the film word of mouth management and help
remain to maximize benefits. After setting up the
whole framework, the filmmakers should pay at-
tention to the festivals and the Tiktok fever list in
the film production cycle, and use data technology
to mature, help people to realize the “vertical” di-
mension of the marketing matrix.

2.3. Emotional marketing of marketing matrix

Emotions are an important part of life. In moral
decision-making, emotions play an important
role(2). Marketers now realize that human beings
are quite emotional and they make their purcha-
se decision emotionally(3). As a commodity with
spiritual and cultural attributes, the ultimate goal
of film marketing is to stimulate the audience’s
emotion and to think with the theme content of
the film and even of the life. Therefore, one of the
important elements that can not be ignored in the
process of film marketing is emotion. The matrix
contains two emotional marketing stages, which
can be divided into the emotional stimulation sta-
ge and the emotional management stage. The four
important nodes during the period of film marke-
ting are the four stages of the vertical dimension of
the marketing matrix. According to the different
treatment of emotion in different stages, the four
stages can be divided into two categories, namely,
the emotion stimulation period and the emotion
management period.

2.3.1. The period of emotion elicitation

Whether in the classic AIDMA (attention, Inter-
est, Desire, Memory, and Action) model proposed
by Lewis in 1898(4) and finally organized in 1984
by Hall(5) or the evolved AISAS (Attention, In-

terest, Search, Action, and Share) model created

in 2005(6), in response to rapid technology, the
attention and interest keep being the ever-present
element, which indicates, in the propaganda as
well as marketing, more attention paid by the au-
diences along with elicitation of emotion are the
prime consideration. The hook model proposed by
Nir Eyal with Ryan Hoover in the book Hooked-
-How To Build Habit Forming Products was the
summarization of the design logic of the Internet
commodities which includes four stages: trigger-
action-variable reward-investment. The trigger for
the first phase consists of internal triggers as well as
external triggers, whose purpose of internal triggers
is to arouse the emotions of audiences(7). Therefo-
re, before the film is released, to achieve the pur-
pose of marketing and maximize advertising, the
first step for any kind of medium is to stimulate
emotion. The actions of marketers at this stage fo-
cus on stimulating the emotions of users on the
short video platform and making full use of the
four types of accounts on the platform to carry out
marketing activities or sales promotions.

2.3.2. The period of emotion management

In the process of film marketing, in addition to
warming up before the film is released, there is also
an audience emotion management in the manage-
ment of public praises during the period of the mo-
vie release and Post reflection residual temperature
maintenance period. On the short video platform,
the best way to create word of mouth is to get fee-
dback from the audience and evaluate the movie.
Compared with only displaying the audience’s eva-
luation text, the short video platform can express
its views and evaluation through audio-visual vi-
deos, although during this period, Stars will still
interact well with fans and increase their exposure.
At the same time, they will stimulate the emotions
of the audience through their halo effect (positive
impressions in one area which positively influence
impressions in other areas)(8). Nevertheless, word
of mouth is more appreciated at this stage. There-
fore, to expand the scope of advertising, managing
public emotion is essential.

3. Emotional marketing of marketing matrix
from the perspective of normative ethics

Film marketing departments frequently use the
marketing matrix for the promotion and the sales
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of a new film, through which they want to receive
compensation for the expenditures made for these
Publicity and marketing activities. In construc-
ting the marketing matrix, the ultimate aim of the
horizontal and vertical dimension is to arouse the
emotions of audiences. It is necessary to discuss
and summarize the way of mobilizing middle note
in the process of building a marketing matrix, to
know whether these activities can withstand ethi-
cal examination.

To provide a more precise look at the ethical con-
siderations for each, We discuss each prescriptive
approach individually. However, it is impossible
to use just one ethic to measure, the best way for
us is to use more than one set of ethical criteria.
Thus, when we discuss the ethical examination of
the marketing matrix on the short video platforms,
the reviews of the normative ethics should be the
first consideration: consequentialism, deontology,
and virtue ethics.

3.1. Consequentialism

We begin with consequentialism, which lies in the
nature of consequentialism that striving for a de-
sired result at all cost(9). It encourages marketers
to engage in sustainable actions as long as doing
so maximizes the overall good consequences(70).
Utilitarianism, the most prominent form of con-
sequentialism, defines the morality to maximize
happiness for all the individuals in the nation even
in the world.

3.1.1. Consequentialist Ethics applied to emotion
elicitation

Through short videos, the official account of the
film and the accounts of stars can not only help
the publicity of the film, but also interact with
the users on the short video platforms. Whether
in the form of original video or imitations, their
videos can become a kind of entertainment for
users. From this perspective, after the purchase and
sales of films, films with good contents improve
the quality of life of most people. As a result of
maximizing social happiness, through the exami-
nation of utilitarianism, we profoundly realize that
film, as an externalized object of human thinking
activities with both commercial and artistic natu-
re, builds the material and spiritual bridge between
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people and brings the increasing happiness index
of people. Similarly, the official activities on the
Tiktok platform is to be issued through Tiktok
accounts or ticket link in the videos to distribute
movie coupons to meet the needs of diverse users.
It withstands the examination of the consequen-
tialism that this action maximizes enjoyments of
people.

3.1.2. Consequentialist Ethics applied to emotion
management

The morality of behaviors is assessed by the qua-
lity of the results according to consequentialism.
Therefore, during this period, to seek the interests
of the largest majority of people, moderate mar-
keting is adopted. If excessive marketing, such as
frequently reporting of box office, crazy and disres-
pectful behavior of the audiences happen, it will be
regarded as disturbing or violating the rights of or-
dinary short video platform users. Under this kind
of bad behaviors, it will be judged to be unethical

and vice versa.
3.2 Deontology

Different from consequentialism, under deontolo-
gy, the ends of any supposed action can never justi-
fy the usage of any means, for one must act out of
respect for the (moral) law(9). The deontological
approach emphasizes the obligations, principles,
and norms in making moral decisions regardless of
potential consequences or the approaches through
which to achieve the goal. To judge whether the
use of human emotion in the film marketing is
in line with the deontology, deontological norms
under the Categorical Imperative should be based
on. Under the theory of deontology, whether the
decision meets one’s obligations should be consi-
dered first. If so, one should continue to test the
principles and norms according to the rules of Ca-
tegorical Imperative.

3.2.1. Deontology applied to emotion elicitation

Thus, from a Kantian perspective, the person was a
purpose but not a means. On the short video plat-
forms, the content released by the official account
of the film will be recommended to almost every
user, which virtually becomes the news forcing
the audience to see the film marketing. Further-
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more, after seeing it, the attention and interest are
stimulated. Therefore, the audience is passive and
has become a means to realize film propaganda.
In addition, the use of the popularity of stars and
online celebrities as well as festivals in the marke-
ting process as the emotional arouse all trigger the
audience’s positive emotions. These methods un-
doubtedly take the audience as a means to achie-
ve the marketing purpose and indirectly promote
them to make purchase decisions.

As Hill puts it, “The idea that one should try to
influence others to appeal to their reason rather
than try to manipulate them by non-rational te-
chniques is manifest in Kant’s discussion of the
duty to respect others”(71). Sales promotions are
one of the strongest tools to trigger impulse buying
for both online and offline shoppers(72). Price dis-
counts are among the most widely employed sales
promotion tactics(13). However, while offline im-
pulse shoppers can also be driven by other external
cues, such as the taste and smell of food, or the co-
lor and style of apparel(72), a positive correlation
was found between a person’s affective state which
mainly influenced by the sales promotion(74).
Some activities on the platforms are usually inclu-
ded during the film marketing, which will be laun-
ched in the form of creating topics or inviting stars
to the official live broadcast, and finally, the movie
coupons are released. The audience’s low price bu-
ying seems free on the surface, but it is essentially
bound by the “impulse”. Kant mentioned in one
of the Categorical Imperative that “all norms are
consistent with the possible purpose of the king-
dom through legislation, such as the kingdom of
nature”, emphasizing freedom of will. Short video
platforms make use of the behavior of sending film
coupons and selling low-cost film tickets to make
users in a “non-free will” state. At this phase, the
decision-making of “selling the video at a low pri-
ce” must be influenced by the “Categorical Impe-
rative” of the users, which will inevitably affect the
behavior of “selling the video at a low price”.

3.2.2 Deontology applied to emotion manage-
ment

Using the audience’s viewing response and review
ratings as materials of propaganda video violates
Kant’s third formulation of “people are the goals”
by stimulating emotions and using audience res-

ponse as a means. Its ultimate goal remains to be
the sales of films, rather than the audience the pur-
pose.

The first and foremost formula introduces the
“Categorical Imperative” in utmost rational abs-
traction: “Act only according to that maxim where-
by you can at the same time will that it should be-
come a universal law”(75). In today’s Internet era,
equal rights can be realized in each information
communicator. Using the response of audiences
as video material to realize film marketing is regar-
ded as undoubtedly opposing the Categorical Im-
perative which follow the rule that people are the
means. However, viewers can actively post videos
with special effects developed by the short video
platforms. The former “passive recipient” has now
changed its identity to “active disseminator”, It vir-
tually increases the “Stickiness” between users and
platforms, which is also due to the equal distribu-
tion of basic rights and obligations. Users can acti-
vely click the “not interested” button in the process
of film marketing to “eliminate” the interference
content in this process. This is the expression of the
equality of “communicator” and “receiver”, which
is in line with the theory of Categorical Imperative.

3.3. Virtue ethics

Whereas consequentialism focusing on the outco-
mes and deontology emphasizing the principles,
virtue ethics, a focus on moral virtues and charac-
ter traits contributing to the quality of life becomes
a natural way to approach ethics, with the notion
of a good life becoming the most fundamental
moral question(70). Virtues are exemplified in
and manifested through certain character traits:
courage, wisdom, temperance, truthfulness and
other qualities that facilitate a person to conduct
a morally good life leading to self-realisation and
happiness(16). Virtue ethics contends that mora-
lly correct actions are those undertaken by actors
with a virtuous character and who pursue virtues
such as wisdom, honesty, friendship, mercy, etc.
Central to the ethics of virtue is the notion of “a

good life”(17).
3.3.1 Virtue ethics applied to emotion elicitation

The official activities on the short video platforms,
which invite users to watch movies, are considered
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disguised philanthropy. The authorities also have
their interests and benefit from the users. The in-
ternal goods also have the same effect as the ele-
ment in practice. And in the end, it can also gets
the people involved in saving money and benefit,
which obeys the virtue ethics.

3.3.2. Virtue ethics applied to emotion manage-
ment

It is acknowledged that reviews can be the judge-
ment for customers to assess some goods. Reviews
(consumer-generated information) are helpful in
making purchase decisions because they provide
indirect experiences of products(78) and help pros-
pective customers reduce the uncertainties invol-
ved in inferring product quality(79). Hence, the
word-of-mouth formed by the audience’s online
rating can be used as one of the important elements
for other users on the short video platforms to buy
movies tickets. However, many marketers delibe-
rately create review ratings, such as buying paid
Internet trolls to praise movies. These behaviors
violate personal traditional virtues and mistakenly
guide people’s emotions. Under the examination of
virtue ethics, these ways should be strictly stopped.
on the contrary, the moral characters of marketing
personnel themselves should be improved so that
the marketing environment should be purified,
rather than letting it go, causing a bad atmosphere
in the marketing place.

After being authorized by the audiences, it is
allowed to use the audience’s response as video
material, but if one manages the word-of-mouth
by posing or high praises continuously and mali-
ciously removing bad comments, as too many re-
views which commenting popular products can be
seen in some online shopping malls(20), it is not
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in line with changing ethics, and the final result is
also rejected by the community, not as a socially es-
tablished cooperative human activity truly attrac-
tive and only good films will be recommended by
people out of their original intention, to naturally
form a good reputation, and also conform to their
elements of the virtual ethics.

4. Conclusion

The marketing matrix is built respectively hori-
zontally and vertically to successfully stimulate
and manage the emotions of users on a short vi-
deo platforms, but its ethical thinking also fo-
llows. Under the examination of normative ethics
(consequentialism, deontology, and virtue ethics),
the emotional marketing of the marketing matrix
obtains different test results according to different
theoretical principles. It is not advisable to make
marketing decisions based on an ethical principle.
Therefore, in the future, the film should pay atten-
tion to comprehensively considering ethical issues
in the marketing publicity of short video platforms
and build a moral marketing matrix of film on a
short video platform.
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