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[bookmark: _Toc103303757]Executive Summary
With the advent of the new media era, in order to better attract the audience, TV entertainment programs have also begun to take advantage of the immediacy, interactivity, mass, and multimedia of emerging media that cannot be underestimated. Among them, the “I am a singer” TV entertainment program uses an official Weibo account to promote its programs more and more, and the two cooperate to complement each other.
This dissertation focuses on the “powerful combination” of “TV-Weibo”, using the literature research method, induction research approach and case analysis method, firstly analyzes the TV entertainment program as a genre, studies its general situation, current status; secondly, taking the official Weibo of the program “I Am a Singer” as an example to analyze the propagation characteristics of the official Weibo of TV entertainment programs in detail, and points out that the official Weibo for marketing of TV entertainment programs is creating value from multiple aspects. The marketing approach presents multi-level communication from top to bottom, multimedia extension communication, and uses the topic to create in-depth interaction, and builds a strong communication force through the construction of a media framework, combined with the network culture to narrow the distance between the audience.  A series of communication strategies have made it achieve a good communication effect. Based on a detailed analysis of its communication methods, the author points out that there are some deficiencies in the official Weibo content of current TV entertainment programs, such as consistency and depth. Finally, corresponding suggestions are put forth for these shortcomings, and provide a certain reference for the promotion of TV entertainment programs using Weibo.
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1. [bookmark: _Toc103303758]Introduction
“I am a Singer” is imported by the Hunan Television from South Korea based on the Korean singing TV show “I am a Singer”. In each season of the show, seven famous singers are selected by the show production team from the Mandarin-speaking markets including mainland China, Hong Kong, Taiwan, Singapore and Malaysia. Five on-site judges are pre-selected for the show from external communities such as fan groups, and experts in the music industry, who have passed the assessments by Hunan Television. In later seasons of the show, not only mandarin singers but also singers from the general east Asian markets, such as South Korea and Japan are included in the show. A typical singer portfolio of one season of the “I am a singer” includes singers who used to be famous, singers who are currently famous and singers who are not yet famous. The one criteria for screening the singers is their singing and performing capability and nothing else (Wang & De Kloet, 2016). 
No shows like the “I am a singer” have ever been put on the Chinese music market with an exceptionally high-standard stage and a uniform scoring mechanism for singers in one contest. The results were obvious, the show has made phenomenal outcomes. The show has maintained to be one of the most welcomed and watched TV shows in the mainland China market. The outcomes are not only on the show itself but also for singers participating in the show. Several singers who have long been disappearing from the market regained their momentum after joining the show (Park et al., 2019; Yang & Liu, 2014; Zhao, 2016). 
The research object of this article is the official Weibo of TV entertainment programs. It is a typical emerging form of communication combining traditional media with new media, and it has received increasing attention and attention (Min et al., 2015; Taneja & Bala, 2019; Viswanathan et al., 2018). As a form of expression of new media, it is highly interactive and not limited by time and space. Social media content, which is generated by their users, can be accessed at any time so long it’s not deleted from anywhere in the vast virtual community (Appel et al., 2020). It also has an unlimited capacity and rich and colourful multimedia, which highlights the advantages of new media from all aspects. According to the importance of TV entertainment programs and the popularity on the Internet, the use-value of official Weibo has been affirmed in many ways, which also makes it of great research significance (Steinhoff et al., 2019). 
The overall aim of this dissertation is to establish the understanding of how the phenomenal TV show in China, “I am a singer”, has adopted the social media platform in China, the Weibo platform, for marketing. Three objectives are set out for this dissertation. This dissertation first aims to sort out and analyze the TV entertainment program form, summarize its characteristics, states its mode of transmission in the traditional media era, and studies the unique value and significance of its use of emerging media for communication (Zhang, 2014). Secondly, this dissertation will take the official Weibo of “I’m a Singer” as an example to analyze and research the social media marketing of television entertainment programs, on Weibo, and analyze its communication strategies from the perspective of communication science (Yang, 2010). Finally, this dissertation will put forward some shortcomings in the official Weibo for marketing of TV entertainment programs, analyze and explore this, and put forward suggestions for its development. The significance of this paper is divided into theoretical and practical aspects. Theoretically, this dissertation helps summarize various aspects of this new fusion of traditional media and emerging media. From a practical point of view, this article provides some reference for traditional media to use the emerging media as a platform to promote their programs. The main research direction of this dissertation is the marketing strategy of “I am a singer”. These include “I am a singer” Weibo marketing and public account marketing. Through the study of communication science, from the perspective of audience psychology, and the perspective of media integration, the research of combining television entertainment programs with official Weibo.


2. [bookmark: _Toc103303759]Literature review 
[bookmark: _Toc16442][bookmark: _Toc10124][bookmark: _Toc11933]The literature review in this chapter aims to, based on previous practices of the adoption of social media marketing by TV entertainment programs, explore the theoretical underpinnings of the adoption of social media marketing in TV shows from the perspectives of communication science, audience psychological processes and media integration. 
2.1. [bookmark: _Toc103303760]The perspective of communication science
Taking ”The Voice of China “as an Example”, Zhu Tian (2013) pointed out that the emergence of the new media environment has brought traditional media both challenges, and opportunities, to analyze the elements successfully propagated by the specific program “China good voice” and to explore how to use the program for their new media campaign to succeed. And traditional TV media should be made based on consolidating the traditional media platform on the full use of new media resources to meet the challenges in the new media era to the traditional television programming brings (Li, 2015).
From the perspective of communication, this type of research focuses on analyzing a new communication mode formed by the combination of TV programs and official Weibo formed in the new media era and focuses on the typical communication samples. While summarizing the predecessors’ views, this dissertation will also on the perspective of communication, and from this level, this dissertation will analyze and discuss the official Weibo of TV entertainment programs.
2.2. [bookmark: _Toc14139][bookmark: _Toc103303761][bookmark: _Toc22166][bookmark: _Toc23839]The perspective of audience psychology
Taking the official Weibo audience of TV entertainment programs as the main research object, using demand motivation theory, use and satisfaction theory, and attitude function theory to conduct detailed research on the composition of research objects, motivations, behaviours and attitudes, it is found that, the use of an official Weibo account for TV show marketing is in line with the needs of the audience, and achieve a great harvest of social and economic benefits (Wang Yanru, 2013).
This type of research focuses on the audience, the audience, and uses a variety of communication theories to focus on exploring the value and significance of audiences on official Weibo. As a combination of television entertainment programs and official microblogs, the audience should be an important focus, but it is not only the only concern. In the fusion of television entertainment programs and official microblogs, there are many worthies of our research and discussion.
2.3. [bookmark: _Toc103303762][bookmark: _Toc6309][bookmark: _Toc16678][bookmark: _Toc5221]The perspective of media integration
With the development of media technology, the original independent TV, network, and various mobile technologies have been integrated to reconstruct the media ecological environment. TV programs conformed to this general trend, broke the previous single-line transmission mode of television transmission, and began to try to integrate the single-line transmission mode with the emerging communication mode. “The Voice of China” program integrates communication and interactive practice and specific analysis (Zhang Yiting, 2014).
Wang Wenting and Li Huimin pointed out in the journal article “Research on All-Media Interactive Channel Models of TV Entertainment Programs” published in the “Lanzhou Academic Journal” in April 2014 that TV entertainment programs have gradually shifted from being “focused on communicators” to “focused on audiences” “Centre”, while constantly changing and developing, has formed a new interactive channel model. To achieve better development of TV entertainment programs, we must fully combine the advantages and characteristics of the whole media and “seek common ground while shelving differences” in the great convergence (Wang Wenting, 2014).
In such media-integrated articles, the research focuses on the word “fusion”. In addition to the papers by Shi Lei, Guo Sichen, Wang Wenting, Li Huimin, and Yang Miao, the integration of TV entertainment and official Weibo There is not much communication research. This research focus will be on the official Weibo communication strategies, content deficiencies, and recommended measures of TV entertainment programs, which have certain significance and value.
Social media marketing is simply the use of social media as a platform and tool for product promotion, to smoothly realize the process of increasing product awareness and reputation and developing more consumers. Social media marketing is essentially a model of corporate marketing, making use of the advantages of a wide social media audience and good communication results (Chen & Lin, 2019). Social media marketing itself has the characteristics of being measurable, fast, low cost, and highly interactive. Measurable refers to the use of network information technology to accurately see how many people have seen a company’s marketing advertisements; fast means social media The real-time nature of marketing communication allows every netizen to obtain marketing content on social media promptly; low cost means that compared to traditional media, single-person advertising costs are lower; strong interactivity means that all netizens on social media Interactive communication can be carried out, which leads to enhanced marketing interactivity (Lefebvre, 2012).
[bookmark: _Toc7349_WPSOffice_Level1]Weibo marketing refers to a marketing method that is executed by the Weibo platform to create value for businesses, individuals, etc., and refers to the business behaviour of businesses or individuals using the Weibo platform to discover and meet the various needs of users. Weibo Marketing uses Weibo as a marketing platform. Every audience (fan) is a potential marketing object. The company uses its updated micro-blog to disseminate corporate information and product information to netizens and establish a good corporate image and product image. Update the content every day to communicate with everyone, or to publish topics that everyone is interested in, to achieve the purpose of marketing. This way is the newly launched Weibo marketing on the Internet.


3. [bookmark: _Toc921][bookmark: _Toc103303763][bookmark: _Toc28936][bookmark: _Toc31459]Research method
This chapter offers the methodological underpinnings of this dissertation. The research method adopted in this study is formulated based on the research onion proposed by Saunders (2000). 
3.1. [bookmark: _Toc103303764]Research philosophy 
The research philosophical stance adopted in this study is based on the idea that knowledge should be constructed based on the objective interpretation of the social phenomenon observed, such as the social media marketing of the TV show in this dissertation. The author of this dissertation believes that the knowledge constructed from social phenomenon is isolated from the researcher and should be reproducible by other research. In this regard, the positivism philosophy is adopted in this dissertation focusing on that a single truth can be identified for the social phenomenon under study (Saunders, 2000). 
3.2. [bookmark: _Toc103303765]Research approach 
The research approach adopted in this study is inductive as no theoretical frameworks can be readily adopted based on the literature review. This dissertation employs a holistic analytical framework as identified from previous studies for the analysis of the collected data in this study. It should be pointed out that the proposal of a new theoretical framework is not the purpose of this study. This dissertation rather focuses on the identification of patterns from collected data. 
3.3. [bookmark: _Toc103303766]Research strategy
The research strategy adopted in this study is the case analysis. Using the case analysis method, mainly in the first quarter to the third season of “I am a singer” program for specific research objects, starting from the portal, satellite official website, Weibo, WeChat and other platforms, collecting programs in brand promotion The case is to analyze how the program successfully uses event marketing, word-of-mouth marketing and emotional marketing to promote the brand, and also to explore the problems in the brand promotion.
3.4. [bookmark: _Toc103303767]Research techniques  
[bookmark: _Toc3589_WPSOffice_Level2][bookmark: _Toc27942][bookmark: _Toc4043][bookmark: _Toc18888]The research technique includes the data collection and analysis methods including the data types to be collected and the analytical approaches to be adopted. Based on the preliminary research proposal and the literature review, the data employed in this study is primarily first-hand data collected from the audience of the “I am a singer” TV show with complementary secondary data from previous studies and other reports from reliable sources. The primary data is collected using the questionnaire survey approach. The analytical approach is primarily the qualitative analysis of the surveyed data
3.4.1. [bookmark: _Toc103303768]Questionnaire
Questionnaire survey refers to a method of collecting detailed information by formulating a detailed and thorough questionnaire and asking the respondent to respond accordingly. The so-called questionnaire is a group of questions related to the research objectives, or a question form prepared for surveys, also called a questionnaire. It is a common tool that people use to collect information in social research activities. Investigators use this tool to make accurate and specific measurements of social processes, and use sociological statistical methods for quantitative description and analysis to obtain the required survey data (Oppenheim, 2000).
3.4.2. [bookmark: _Toc103303769]Survey targets 
[bookmark: _Toc28399_WPSOffice_Level3][bookmark: _Toc20081_WPSOffice_Level3][bookmark: _Toc8498][bookmark: _Toc14089]In “I’m Singer 1”, the show team invited old talented singers such as Yu Quan, Qi Qin and Lin Zhixuan, as well as new and popular singers like Shang Wenjie and Yang Zongwei. In “I’m a Singer 2”, the program team invited Han Lei, Wei Wei and other established singers, as well as new singers such as Sheila and Deng Ziqi. In the competition, there is a Chinese style , a loud voice, a heart-warming freshness, a sad love song, and a positive energy song. As a result, the program group can target customers who like different styles of songs:
1. People aged 20-60 who like traditional Chinese folk songs.
2. Young people who like passionate style and heavy metal music.
3. Suitable for all ages who like sentimentality.
4. People of all ages like songs with a positive energy style.
4. [bookmark: _Toc3147][bookmark: _Toc103303770]TV entertainment program official Weibo communication strategy adopted by Hunan Television 
4.1. [bookmark: _Toc259][bookmark: _Toc18930][bookmark: _Toc28345][bookmark: _Toc103303771]New media dissemination of TV entertainment
With the advent of the new media era, the state of the media environment has changed dramatically. In the past, the traditional media-centric communication environment has changed. Emerging media have sprung up, grown, and developed. In such an ecological environment and the background of the times, due to the needs of the audience and the characteristics of the program itself, TV entertainment programs need to conform to the trend of the times and combine with the emerging media to change the single and traditional way of communication (Li, 2019). 
Take “I am a singer” as an example. In addition to the ratings of traditional media, “I am a singer” still achieved good results on the new media platform. From the show’s launch to the finals, the show reached over 120 million on Weibo. With the amount of topic discussion, it can be seen that its influence on emerging media platforms cannot be underestimated. On January 2, 2015, the third season aired. Under the attraction of various factors, the third season still achieved good results. According to Kuyun Interactive ‘s “I am a Singer” third-quarter big data analysis report, The 13th episode of the program has won the first attention and market share of satellite TV at the same time, and both continued to be at a very high level, the attention remained basically above 1.40%, and the market share was above 25% (The Wallstreet Journal, 2017). The number of users on the site is also quite large, and the single period of the whole season is basically higher than 600,000 people. On the last March 27th, the song king night reached the highest value of the single period-115,300 people. By 2016, the fourth season is also on the air. As a “star show” of the TV entertainment show of star singers in China, “I am a singer” was very successful, and its success factors are many. In addition, it uses the official Weibo of emerging media to promote its own programs and build momentum for the programs, which is also an important factor (Wang & De Kloet, 2016).
The official Weibo of “I am a singer” on Sina Weibo platform, as of March 5, 2016, the number of Weibo posts has reached 6,751, and its number of followers has reached 3,491,601, which means that every time it posts a With Weibo, more than three million people can see it, and the spread is obvious. It can be seen that since “I Am a Singer” has a high audience rating and high popularity since its launch, its official Weibo has a strong influence and strong dissemination power. Therefore, it was selected as a typical case study object of TV entertainment programs for further research. Discussion and analysis have certain representative significance.
4.2. [bookmark: _Toc5708][bookmark: _Toc103303772][bookmark: _Toc16849][bookmark: _Toc13835]Multi-level propagation from top to bottom
The emergence of Weibo makes the communication context appear fragmented. As a new media, Weibo integrates various forms of communication. On Weibo, interpersonal communication, human-machine communication, group communication, and mass communication coexist. This shows that Weibo “has formed a disseminated network-like communication structure on the whole. In this type of communication structure, any network node can produce and publish information, and all network nodes produce and publish information that can into the network in a linear fashion (Alves et al., 2016). 
Through the agenda-setting and the formation of the central field, multi-dimensional reconstruction, integration and cohesion of scattered and fragmented information”. For example, “I am a singer” on official Weibo on April 23, 2015, about live broadcast Weibo, this Weibo reposted close to 15,000, more than 4,000 comments, received nearly two Ten thousand likes, showing its powerful communication. As another example of an interactive voting on Weibo, the official Weibo of “I am a singer” was released such a Weibo on March 4, 2016. 7 top singers, who do you want to stay with the most? Please vote to poke: “tonight to support your favourite singers!”, The number of reposts of this Weibo is close to 10,000, and the number of comments is over 9,000 Strip, its spreading power is evident (The Wallstreet Journal, 2017). The official Weibo was used as the opinion leader to publish Weibo to publicize and build momentum for his own program, forming a two-level communication, and the fans’ responses and reposts, as well as their interactive retransmissions, formed a multi-level spread. The official Weibo has constructed such two-level and multi-level communication to maximize the power of communication, and the program itself has been excellently transmitted.
4.3. [bookmark: _Toc25975][bookmark: _Toc28619][bookmark: _Toc103303773][bookmark: _Toc11959]Cross-media communication
Compared with TV media, the advantages of emerging media are also reflected in multimedia and hypertext. The content of an entertainment program can be displayed in various ways in the emerging media in front of the audience. Compared with a single TV platform, it appears to be richer. “I am a singer” official Weibo released such a message on January 5, 2014, “What to watch today: less than two days after the premiere of the show, congratulations to the # 1 singer and beauty list. The official Weibo of “I’m a Singer” was released such a Weibo on January 16, 2016. “The Platinum Album is selected based on the top 10 songs on the Platinum List. Each account has 10 voting opportunities per day. For specific rules, please poke the link: I support Zhang Xinzhe in the platinum album “I Am a Singer”. It is the first to vote for your favourite song! “, Click the URL attached to Weibo, and the page will automatically jump to the official platinum voting platform. In addition, the program” I am a singer “also opened official WeChat, and the official Weibo meeting Interaction to maximize audience coverage as much as possible (The Wallstreet Journal, 2017; Wang & De Kloet, 2016).
The “I am a singer” official Weibo maximizes the coverage of various social platforms on emerging media platforms through the links attached when publishing its own Weibo. It covers audiences on different social platforms, achieves the desired effect of niche communication, gathers strong attention, and virtually expands the influence of the program. 
4.4. [bookmark: _Toc30084][bookmark: _Toc12443][bookmark: _Toc5498][bookmark: _Toc103303774]Topic making in-depth interaction
“In a truly interactive environment, information is no longer dependent on one party to send, but is formed in the process of communication between the two parties.” (Wu, 2010). In the past, due to the narrowness and occlusion of traditional media channels, audiences can only accept One side, and passively accepts information from the mass media. In the era of new media, due to the immediacy, interaction, and mass of the Internet, the audience is no longer satisfied with simply watching the program, and is eager to participate in the generation of program information (Qin, 2010). The platform of Weibo just meets the needs of the audience . Therefore, the official Weibo of the TV entertainment program has set many exclusive topics for interaction with netizens, so that the broad audience can participate in the discussion of the program. In this way, the theme center of the program is no longer limited to the TV media, but began to diverge and diverge, thus forming two “center camps” online and offline. 
The first is a program broadcast on TV media. The audience ‘s love and timely viewing made it the first program centre. At the same time, during the broadcast of the program, the program itself will create some topics about the content of the program. The official Weibo of “I am a singer” often constructs topics based on the material in the program and encourages viewers to answer on Weibo when watching the program. It’s discussed. “A new” Weibo sign-in “TV program viewing mode is taking shape. Many viewers will watch TV in parallel with Weibo posting, and share the experience of watching TV with Weibo friends. The discussion of Weibo in turn may affect After the television program is broadcast, the official Weibo will use the characteristics of the network to dig deeper into the content of the program, find various hotspots that can attract the audience, and perform some editing and processing to form a network (Ye, 2010). 
The topic made the broadcasted programs shine again on the Internet, thus successfully forming another program center, and reuniting the lost attention after the program was broadcasted on the TV media in the emerging media. Take the fourth season of “I’m a Singer” as an example. At the beginning of the show, singer Jin Zhiwen received the attention and love of the audience due to her outstanding appearance and good voice. During the match, Jin Zhiwen came to “kick the hall” as the last substitute kicker singer, performed well, but still failed. 
The official Weibo of “I’m a Singer” released such a Weibo on March 14, 2016, “Interview with GT: If you have a dream, you must go after it! When you stand on this stage, you will find that everything is paid like that It’s worth it! Poke link: Interview with Jin Zhiwen: “Singer” There is no regret for the failure of kicking off the museum. If you have a dream, you must follow (website), and attach a video link to Man Zhi TV’s interview with Jin Zhiwen. The followers have left comments and discussions on Weibo, making this show once again attract the attention of the audience on the online platform after its completion, and regained the attention.
4.5. [bookmark: _Toc103303775][bookmark: _Toc15942][bookmark: _Toc3190][bookmark: _Toc26190]Build a variety of media frameworks to form a strong communication force
“The concept of the framework originated from Bateson (1955). Goffman (1974) introduced this concept into cultural sociology and later it was introduced into the study of mass communication, which became an important point in qualitative research.” In Goffman’s point of view, the important ideological background of people is derived from real events experienced in daily life, and this series of processes is called the framework, which comes from two aspects. From an individual’s perspective, this It is closely related to the events that people experience in daily life; from a broad background, the social environment and social-cultural awareness will also have a certain impact on the framework.” Gammson further believes that the definition of a framework can be divided into two categories. One category refers to the limit, that is, it contains the meaning of choice and represents the scope of the material. The other category is the architecture-people use this to explain the external World. “A clear and accurate Weibo positioning is helpful for Weibo to build a media framework and establish its own media image. In terms of Weibo issues, “Using Gammson’s view that the media framework is based on materials to form ‘boundaries and ‘architecture’ social phenomena, the official Weibo of the TV media has chosen to build its own media image by choosing issues to disseminate. The influence of the audience to form communication power “TV entertainment programs are characterized by relaxed and lively content, colorful forms, and overall style tends to be entertaining and playful. Therefore, its official Weibo positioning is also tending to be entertaining and relaxing. It is through the dissemination of selective issues to form its own media framework (Guo, 2006).
Here is an example of the official Weibo of Hunan TV ‘s TV entertainment programs. Hunan TV holds the banner of “Happy China”, and its positioning is entertainment. Therefore, the official Weibo positioning of Hunan TV ‘s TV entertainment programs is also very clear. Generally speaking, the official Weibo of “I’m a Singer” is the official media of the Hunan TV program that holds the banner of “Happy China” (Nicita, Olarreaga and da Silva, 2018). From all the Weibo posts it published, both in terms of content selection and content expression, it seemed to be relaxed and lively, humorous and humorous, and always consistent with the overall positioning of Hunan TV “Happy China”. It is beneficial to enhance the influence of Weibo, and thus form a powerful communication force for the audience (Han, 2006).
4.6. [bookmark: _Toc103303776][bookmark: _Toc15183][bookmark: _Toc32341][bookmark: _Toc19311]Combining Internet Culture to Close the Audience
The right to speak, as the name implies, is the right and qualification to speak. In this sense, the right to speak is inseparable from people’s daily life. People are fighting for certain rights and expressions, such as culture, economy, and politics. In a sense, they are fighting for the right to speak with them. For example, people’s explanations and definitions of certain things, people’s complaints in the face of a situation to fight for their own interests, or people’s complaints in the face of oppression Resistance, etc., these are the right to speak (Erskine, 2004).
For example, in the second season of “I’m a Singer”, although the player Han Lei is the oldest of all the players, he has a young heart. He not only likes to communicate with young people, but also often meets with young people. People affectionately call him “Brother Han”.The two words here are online buzzwords with rich meanings on the Internet today, and the content culture they represent is not limited to “cute” and “cute” in the traditional context. “Older”, and was given a new online meaning (Tomz, Goldstein and Rivers, 2007). Therefore, the official Weibo of “I’m a Singer” follows the steps of netizens, often calling Han Lei “uncle Meng” in the Weibo posted by him, and combined with his funny performance in the program, it has attracted a lot of attention from the audience. Another example is when the third season of the show began, “Tsinghua male god” Li Jian attracted much attention. The official Weibo Weibo released on May 22, 2015: “Singing the ending song” For You “.For another example, in the fourth quarter of 2016, Korean singer Huang Zhilie participated in the show and was very popular (Harvey, 2013). 
The Weibo reposted on March 4, 2016: “You are just playing with fire guys, but girlfriends said they like it very much. Would you please make persistent efforts? Would you agree to Xiaobian like Erkang promised Ziwei! (PS: Please also add more observation diaries for this serial version, agree to transfer!) “，The “sister-in-law”, “girlfriends”, and “erkang ziwei” here are all popular Internet terms that netizens usually use on the Internet platform. Official blogs use this language to release program-related information. Easy and lively, it makes netizens feel a sense of intimacy, which indirectly shortens the distance with netizens.
4.7. [bookmark: _Toc8548][bookmark: _Toc20116][bookmark: _Toc8194][bookmark: _Toc103303777]Effect of the Weibo marketing 
According to statistics, the total broadcast volume of all 13 episodes of “I Am a Singer” uploaded by the top three video sites in the market totaled nearly 700 million times; the hot topic of “I am a Singer” on Weibo exceeded 100 million times on the night of the finals; Searching for “I am a singer” through the Baidu index shows that user attention and media attention have reached an astonishing 1.2 million and 4,000 respectively, setting a new record for similar programs; the first TV-based social application “Hula” launched by Hunan Satellite TV (Fergusson, 2008). 
For the first time to achieve multi-screen interactive activities, the innovative launch of “I am the singer finals cinema line grab event” with the participation of more than 600,000 netizens, instantly “seckill”.All these data can prove that the “I am a singer” Weibo promotion model is a successful case (Nicita, Olarreaga and da Silva, 2018). In the final analysis, entertainment programs rely on stars, manufacturing stars and consumer stars. In the past, draft programs used SMS voting to gather popularity, but now they are gaining attention through “microblogging and screen consumption”. Whether it’s “I’m a singer” or “Star Diving Cube”, both are adopting this social marketing method. When the “Hot Weibo” entertainment list is occupied by the star anchors “He Ye” and “Xie Na” all the time, when the hot topic is constantly occupied by a certain program, when your Weibo timeline keeps talking about a certain program at the time of the blog, the show had an unprecedented influence in the hearts of social networks and netizens. This influence will undoubtedly translate into “ratings” and will also generate huge commercial value (Clemens and Kremer, 2016).

[image: C:\Users\Lenovo\Desktop\d42e85f374c2d0467b15e42a30cb1cf.jpgd42e85f374c2d0467b15e42a30cb1cf]
[bookmark: _Toc19451_WPSOffice_Level3]Data source: <I am a singer> official website; 04.18.2021


5. [bookmark: _Toc103303778]Discussions on the effect of the social media marketing of the “I am a singer” TV show

The discussions in this chapter are based on the previous discussions in Chapters 4 and 5 with the questionnaire data analysis presented in the appendices. The data analyses exhibited in the appendices are provided primarily in the form of descriptive analysis using Excel on the data obtained. 
5.1. [bookmark: _Toc6905][bookmark: _Toc103303779][bookmark: _Toc16086][bookmark: _Toc572]Advantage
5.1.1. [bookmark: _Toc17193][bookmark: _Toc18790][bookmark: _Toc103303780]Dissemination of social influence
The emergence and development of new media have broadened the breadth and depth of communication and has broken the boundaries of various forms of information dissemination in the past. It can achieve both face-to-face and point-to-point transmission. New media combines interpersonal communication with mass communication. This new and special method of transmission maximizes the spread of information (Walker, 2013).
The first season of “I’m a Singer” was broadcast by Hunan Satellite TV at 10 o’clock on January 18, 2013. Once the program was broadcast, it got a good response. Relevant network data shows that the premiere of “I Am a Singer” has a rating of 1.06 and a score of 6.07%, ranking first in the country in the same period (Harvey, 2013). The third season of “I Am a Singer” being broadcast on the day of January 2, 2015, the first broadcast surpassed the previous two seasons, the share exceeded ten, the national rating was 1.7, the share was 10.17%, and the first time, the share was over The first season of 67.5% premiered, the same day “Everyday Up” in the same period first, the documentary “our singer” share 8.53%, the same period first.
As of 00:00 on March 10, the total number of articles published by “I Am a Singer” on the websites of major households has reached nearly one, and major mainstream print media have also published a large number of reports on the program (The World Bank, 2015). The search volume of “I am a singer” in search engines such as Baidu and Google have also been increasing and the search volume related to the content is not included in the rush. From the beginning of the show to the end of the show, for nearly four months, whether it is traditional media or new media, the degree of relevance of the program has been continuously improved, which has never been seen in previous programs. The show created a new record and set a new benchmark show.
These communication influences are reflected in the transformation of the audience. They have a lot of discussion and communication about sending a program. There are a lot of fans of the program. Fans will discuss this program after tea and dinner and will spread it to those around them. When you go to watch the show because of the influence of people around you, the influence circle will always be expanded, the influence of communication will continue to expand, and the ratings will continue to increase, which will also drive advertising revenue.
5.1.2. [bookmark: _Toc3923][bookmark: _Toc2784][bookmark: _Toc103303781]High economic benefits
New media marketing has a fast dissemination speed, high timeliness, and can cover a large area at the same time. It is more versatile, more efficient, and lower cost than traditional media communications (Kostin, 2018).
When advertisers choose media for advertising, they must first consider whether the price is appropriate and whether they can accept it, but compared to the price, the program quality and brand value of the program are more important. Since the first season of the show has had a huge response, the advertisers in the first season have not made the wrong choice, and have greatly promoted it in the name of the show. The show brought many advertisers, and they also hope to use the show’s brand communication effect to enhance their influence (Wang & De Kloet, 2016).
The advertising revenue of “I am a singer” is mainly divided into king categories: title advertising revenue, embedded advertising revenue, and interstitial advertising revenue. The title advertisement for the first season of the show was Libai Laundry Detergent, with a title fee of nearly 6,000 yuan; the implanted advertisement was captured by Wahaha, Tianyi mobile phone and WeChat. “I am a singer” in the second quarter of some advertising resources also made huge gains, the naming rights finally won 2.35 billion yuan (Klaas, Mahony and Wheeler, 2006). Advertisers saw the development potential of the “I Am a Singer” program. At the beginning of the program’s broadcast, there was an advertiser’s title advertising revenue from competing programs. Insane competition is embedded in ads and in-stream ads. Program ratings and program quality are criteria that advertisers use to determine whether it is worth investing in advertising, and they are also important elements.
If advertising revenue is the criterion for judging the success or failure of the show, then “I am a singer” will undoubtedly become the biggest winner. In addition to the advertising revenue, the singers on the show also received huge profits.The singer Huang Qishan and Huang Ma, who we did not know and understand, have seen a rise in the price of commercial performances. Since the post-90s singer Deng Ziqi has participated in the show, her popularity has risen all the way, and she has therefore entered the stage of the Spring Festival Gala. In the third season, the performance of the singer Li Ronghao in the music rankings was high, which also attracted many businesses. The show even promoted the host ‘s fame. For example, in the third season finals, Wang Han, as the host’s emergency response, caused his price to skyrocket. Many commercials invited him to be the host.
5.1.3. [bookmark: _Toc22228][bookmark: _Toc15907][bookmark: _Toc103303782]Increased awareness 
The birth of new media technology is the integration of the boring, delayed, non-interactive aspects of the acquisition of print media information. The use of digital technology, wireless technology, and the Internet has improved the audience ‘s lack of information and the disadvantage of the damaged information quality makes the information more able to enable multiple audiences to get timely communication and feedback based on a guaranteed amount, and has reached a good cycle of the market, audience, and market feedback. When the group gets the information they want in time, this will increase the group’s praise for the information issuer (Erskine, 2004).
“I am a singer” has received unanimous praise from the audience or industry professionals, both in the content of the program and in the promotion of integrated marketing. In addition to gaining a good reputation in real life, it has been well received on the Internet. Both professionals in the music field, the media field, and public intellectuals have spoken and said that the program is used and done. A rare good show (Oppenheim, 2000).
A senior CCTV program planner and producer said after watching the first season of “I Am a Singer”: “The show’s hardware facilities and band are so luxuriously equipped, but they have not taken the singer’s limelight. Not ordinary, Hunan Satellite TV “I am a singer”, people will have respect. “ Wang Huaming, a former spokesman for the Ministry of Education, said: “The highlight of this show is that it can make the singers who are usually not known to many people or the singers whose reputation is declining gradually shine on this stage again, showing the unique charm again. Let art bring shock, happiness and moving to life”. Xu Wenguang, director of CCTV’s integrated channel program department, said “Hunan Satellite TV has always led various local TV stations and dares to innovate. The production of each program is a requirement for the program team and professional quality. The requirements of team values and creative attitudes are requirements for around ability. “The speeches of professionals in these professional fields brought greater credibility and popularity to the show and made the show more noticeable.
5.2. [bookmark: _Toc7650][bookmark: _Toc103303783][bookmark: _Toc23453][bookmark: _Toc7980]Disadvantage
5.2.1. [bookmark: _Toc19306][bookmark: _Toc16991][bookmark: _Toc103303784]Lack of coherence in content
With the advent of the new media era, due to the mass and sharing characteristics of the network, the information on the network is all-encompassing. Compared with the limitations of traditional media in terms of layout capacity and broadcast time, the amount of information on the network In theory, it can reach infinity. The emergence of the Internet has changed the previous media ecological environment (Erskine, 2004). “The openness of the network media space has led to global coverage in the area of network dissemination. The openness of time and space has led to the massive storage of information, which can accommodate information from all over the world. The convenience of the network provides” unprecedented “convenience for people to obtain and output information. Massive and shared features have caused the expansion and explosion of information, and masses of information flood people’s senses every day. However, everyone’s energy and time are limited. In this context of communication, the phenomenon of “fragmentation” has begun to occur.
Taking the official Weibo of “I’m a Singer” as an example when the program was broadcast, the official Weibo posted many Weibo, but the content was more complicated, sometimes it was a preview of the content of the program, sometimes it was an interaction with the player, sometimes it was released. The content has nothing to do with the program. Although topics are used to highlight the theme of the program, Weibo’s daily content is lacking inconsistency. For example, April 3, 2015, I am a singer third season came to an end, and the official Weibo released information about the successful ending of the program on the early morning of April 4. Since then, the Weibo has still released some information about the program, such as “documentaries”, “ “Posters”, “HD stills” and other information, in addition to the program-related content, the official Weibo also reposted some other program information, so the incoherent content makes the fragmented information appear more fragmented, making Audiences that would otherwise be difficult to attract are more easily lost.
5.2.2. [bookmark: _Toc103303785][bookmark: _Toc28780][bookmark: _Toc22967]Lack of depth in Weibo content
Affected by various factors, the TV entertainment program itself has certain shortcomings in the depth of content, which has led to the official Weibo of TV entertainment programs as its most important official representative on emerging media platforms (Novak, 1996). Influence, there is a lack of a certain depth of content. However, unlike traditional media, the massive advantages of emerging media determine its unlimited content. The official Weibo of TV entertainment programs is no longer limited by time and space. Therefore, the in-depth excavation and educational significance of TV entertainment content It fell on the shoulder of the official Weibo. A TV entertainment program is not only about making a fuss from the entertainment, but also digging into the content in depth, so that TV entertainment programs can be “educational and entertaining” so that a program can have real vitality. 
In today’s media-converged ecological environment, traditional media and emerging media should be combined to give play to their respective advantages. As far as TV entertainment programs are concerned, if TV media focuses on providing entertainment, then the educational and aesthetic functions of entertainment programs More official Weibo is needed to dig deeper. Although many entertainment programs are mainly entertainment, the educational significance contained in them is actually quite a lot. Although “I am a singer” is an entertainment program, the behind it is There are many points that can be dug deep, such as competitions and friendships. 
After each episode is broadcast, there are still many stories that can be deeply analyzed and educational. For example, in the third quarter finals of 2015, the famous singer Sun Nan was at Announcing his retirement without warning, the host Wang Han successfully saved the field under great pressure. This incident was very hot at the time, and the “I am a singer” official Weibo digging for this was obviously not enough. The deep meaning behind this incident has not been grasped, and in this regard, official Weibo appears to be lacking.
5.2.3. [bookmark: _Toc103303786][bookmark: _Toc6021][bookmark: _Toc21829]Insufficient influence before and after the show starts
The characteristics of new media make official Weibo an advantage unmatched by traditional media. Official Weibo of TV entertainment programs use these advantages to make outstanding contributions to the promotion and momentum of the show itself. “Social media represented by Weibo It has become an important means for self-promotion, brand promotion and influence building of traditional media. It is also a key platform for attracting young audiences, reorganizing, sharing, and returning to the audience. “However, because many TV entertainment programs are now broadcasted quarterly. For example, “I’m a Singer” is a season-broadcast program (similar to this program in the form of Hunan TV’s “Where’s Dad?”, Zhejiang TV’s “Run, Brother”, etc.). 
During the broadcast of one season of TV entertainment programs, official Weibo combines program content, digs program information, creates program topics, and maximizes the program ‘s transmission. However, after the end of this season’s program and before the start of the next season’s program, due to the lack of support for the program content, many official Weibo posts have significantly reduced the number of Weibo posts, the topics are slightly pale, and their influence has decreased significantly. The result of this is that the audience ‘s attention to the show decreases, and their enthusiasm decreases, eventually leading to the loss of the audience’s attention.
Take the “I am a singer” official Weibo as an example. After the end of the third quarter on April 4, 2015, as of 15:18 on December 15, 2015, this official Weibo will last for more than 8 months. A total of only 60 Weibo posts were posted, which is in stark contrast to the nearly 170 Weibo posts published in a week when the program aired. In addition, the contents of these sixty microblogs are complicated, some interact with other programs, some interact with high-profile stars, and the number of microblogs related to the content of the program has diminished over time, and it is released when the program is broadcast Compared to Weibo, these Weibo also received fewer comments, reposts and likes (Gao, 2015).
6. [bookmark: _Toc32400][bookmark: _Toc17165][bookmark: _Toc28812][bookmark: _Toc103303787]Conclusion
[bookmark: _Toc26271_WPSOffice_Level3][bookmark: _Toc29805][bookmark: _Toc11574]Since 2005, the State Administration of Radio, Film and Television has tightened supervision on provincial satellite TV, and the rapid development of new online media has also caused a huge impact on traditional media. Competition is becoming increasingly fierce, and the competition of variety shows has entered the quality era: in the era of blockbuster movies, high quality, and rich details, in addition to first-class content as the core support, also requires systematic and effective brand promotion. To increase the attention, ratings, and reputation of the program, thereby enhancing the brand influence and marketing value of the TV channel. As today’s most popular reality TV show “I Am a Singer” when faced with factors such as lack of media resources, limited project funds, and short broadcast time, it relies on the integration of media resources, emphasizes content marketing, and strictly controls public relations activities, etc. 
The measures helped the program gain higher ratings and reputation, as well as good social influence and economic benefits. However, from the long-term development of program brands, in terms of brand promotion to advertisers and systems such as the division of labour, the brand promotion of “I Am a Singer” has exposed many problems that have not yet erupted but need to be improved. This article combines marketing communication and other theories, starting from the actual background of the “I am a singer” brand promotion, and through the analysis of the “I am a singer” brand media strategy and content marketing strategy, the promotion experience of “I am a singer” is systematically summarized and sorted out. On the basis of affirming the many innovative measures of “I Am a Singer” brand promotion, it also puts forward specific strategies and thinking directions for various fields that need to be improved from the perspective of long-term development. The brand promotion of variety shows has certain guiding significance and reference value (Hu, 2014).


7. [bookmark: _Toc103303788]Recommendations  
7.1. [bookmark: _Toc26075][bookmark: _Toc16663][bookmark: _Toc103303789][bookmark: _Toc11395]”Central Faction” by time
The official Weibo of “I Am a Singer” should select the appropriate theme according to the content of the program, build the integrity of the Weibo and the story of the Weibo, attract the attention of the audience, and improve the effectiveness of Weibo promotion. Before the program is broadcast, you can plan and edit the content that was not broadcast during the recording of the program according to the content of the previous period, or create some suspense based on the notice of the next period, and edit the content according to a certain logic. 
The release of one article makes Weibo relevant and coherent, and easily attracts the attention of the audience. When the program is broadcast, you can publish the program content in a story-based manner according to a certain theme based on the content of the program broadcast at the time and the feedback received by the audience on Weibo.
At present, the official Weibo of “I am a singer” is slightly lacking in this aspect. In most cases, the Weibo is connected with some unrelated Weibos by inserting topics. The Weibo Almost every Weibo post will insert the big topic “I am a singer”, and sometimes some sub-topics. This approach makes the scattered Weibo have a certain connection due to the topic, but from the depth See, there is still a lack of logical coherence between Weibo and Weibo. However, some official Weibos have begun to realize the lack of this problem and have started to pay attention to make up for it. For example, the official Weibo of Hunan TV ‘s other popular TV entertainment show, “Where Is Dad Going”, has the topic of “shaking head dolls” from the first season. When it is broadcast every season, the official Weibo will be based on the story is inserted into this topic. 
In addition, for example, a more entertaining entertainment program such as “Where is Dad?” In each period, several pairs of father and son will complete certain tasks separately or together, except for the fixed form of completing tasks in each period. In addition, many interesting details will occur in each issue of the program. When the program is broadcast, the official Weibo should present the topical content in the program in the form of a story in the form of a story over time. After the program is broadcast, the official Weibo should present the tidbits not broadcast on the TV with a certain theme, and build a “central camp” by time period. The microblog’s communication context is fragmented and limited by the communication context. 
The published microblogs also appear fragmented in form, and the shortcomings in the form need to be strengthened by the overall adhesion of the content to make up for this. To enhance the audience’s attention to Weibo and topics, the fragmented form of Weibo is presented as a whole, and the communication power of Weibo is enhanced. However, as far as the content of the official Weibo is concerned, in terms of building a “central camp” and strengthening the overall adhesion of Weibo, it needs to be further strengthened.
7.2. [bookmark: _Toc683][bookmark: _Toc18592][bookmark: _Toc30672][bookmark: _Toc103303790]Exploring the rationality of content
The shortcomings of the official Weibo on TV entertainment programs have been mentioned above. As the official certified Weibo of an entertainment program, the lack of a certain reasonable depth is a defect of the official Weibo of TV entertainment programs. This is related to the lack of content of TV entertainment programs. In addition to entertainment functions, certain aesthetic functions and education Function is also the responsibility that entertainment programs should bear. Due to the limitation of the broadcast time of TV media, the “heavy task” of exploring the reasonableness of content falls on the shoulders of official Weibo.
7.3. [bookmark: _Toc103303791][bookmark: _Toc12390][bookmark: _Toc10599][bookmark: _Toc14712]Maximizing the time and space of the show
As an emerging media, official Weibo has massive advantages that TV media does not have. Therefore, official Weibo should actively use this advantage. In response to the shortcomings of the lack of influence before and after the program mentioned above, before the program starts, the official Weibo should actively release the program-related notice information and program tidbits to maximize the organization and planning of certain topics to attract audience participation Arouse the curiosity and attention of the audience, in order to accumulate a certain amount of popularity for the program when it starts. After the broadcast of the program, the official Weibo should not slacken, and should still actively release program-related information in order to retain the audience as much as possible during the blank period of the program until the next season. Maximizing the extension of program time and space is an area where official Weibo needs to be improved.
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[bookmark: _Toc20254][bookmark: _Toc103303794][bookmark: _Toc103303704]Appendix 1: A comparison chart of the ratings of the first five episodes of “I Am a Singer”
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[bookmark: _Toc25851][bookmark: _Toc103303795][bookmark: _Toc103303705]Appendix 2: Questionnaire
1. How often do you watch variety shows?  

[image: ]
2. Have you watched the Hunan TV variety show [I am a singer]?  

[image: ]


3. Do you like [I am a singer] this show? 


[image: ]
4. How do you feel about the advertising of [I am a singer]?   

[image: ]


5. What do you think of the effect of [I am a singer] official Weibo promotion strategy? 

[image: ]
6.Do you think the lineup of singers in the first two issues is in line with the phrase "I am a singer"? 
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7. Does your family like "I am a singer"?  


[image: ]
8. How did you learn about the variety show "I Am a Singer"?  


[image: ]


9. You have followed several issues of "I am a singer"  


[image: ]
10. Do you like to hear new songs or classic old songs in "I am a singer"? 
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11. Gender  
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12. Age  
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[bookmark: _Toc103303796][bookmark: _Toc103303706][bookmark: _Toc17948]Appendix 3:”I am a singer” promotion data
1：Internet data analysis
	Baidu Index 
	Overall trend (PC and mobile)： 
February 15 Highest index 547430 
February 22 Highest index 875429 
March 1 Highest index 1077587 
March 8 Highest index 1344803    
March 15 Highest index 1023920 
March 22 Highest index 862877 
March 29 Highest index 1114526   
April 5 Highest index 1238364  
April 12 Highest index 267385 
	PC side******Highest index March 8  1090544 
Mobile******Highest index April5 419020 
  
After the promotion： 
April 19******Highest index 75993. 
after the end，May Conventional Maximum Index 19630. 

	Baidu Fengyun List 
	1. The real-time hot spots of Fengyun List have 5 articles on the hotspot list, and 8 articles have been recommended by Baidu. 
2. Fengyunbang Entertainment Variety Entertainment Variety Edition has been on the list for 3 consecutive months, and has been listed in the top three consecutively.

	Baidu search
	1. Baidu has 7.65 million news about “I am a singer” and 136,000 news about Libai. 
2. There are 85.8 million entries on Baidu’s webpage about “I am a singer”, Baidu knows that there are 7.029 million entries, Baidu’s “I am a singer” has 453,000 posts in the second season, and 168,000 Baidu pictures. 

	360 search
	There are 14.91 million webpages about 360 in the second season of “I am a singer”, there are 102,000 news articles and 590,000 360 pictures.

	“Soso”search 
	There are 3.13 million related pages on the second season of “Sou Sou” website about “I am a singer”.



2.Online promotion and promotion of creative categories
	Category
	Project
	Specific situation (relevant specific data are all hidden)

	Weibo
	activity
	“I am a singer” official Weibo: 15 events have been published;

	
	
	

	
	Weibo Large
	Plan an average of 2 topics per week

	
	Weibo top
	“I am a singer” official Weibo: Top 15 posts

	
	
	

	
	Celebrity forwarding
	 Participating singers, stars, etc.

	
	
	

	Hula
	Hula market
	Opened the Libai Laundry Liquid Market Exchange through Hula Market Exchange

	
	Fan handshake
	Libai laundry detergent prizes will be provided in the fan handshake, with text

	WeChat
	WeChat activity
	I am the singer’s official WeChat: 5 events have been released;

	
	Happy community topic
	Happy Community publishes the topic “I am a singer” and Libai offers prizes

	
	“I am a singer” WeChat public account
	Weekly release “I am a singer” related content, including Li Bai rights

	
	Hunan Satellite TV WeChat
	Satellite TV official WeChat weekly news topic release, including Libai rights

	
	
	

	Manuscript
	Forum release 
	Manuscript publishing forums

	
	News release
	48 news articles have been written.

	
	Published manuscript 
	The content of the manuscript contains the rights and interests of Libai

	Press Releases
	Home Recommendation
	The content of the manuscript contains the rights and interests of Libai

	
	Press Releases
	Portal: 244; Place: 404; Reprinted 640

	Post it
	Sticky Post 
	I’m a singer post it, I’m a singer post it in the second season, etc.

	
	Post it
	I am a singer post, Yuquan post, Deng Ziqi post, etc.

	
	Post bar planning 
	“I am a singer” mobile game may be listed for up to two days

	Video publishing
	Video publishing 
	Publish video containing Libai rights and interests, increase Libai Baidu search volume
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