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Abstract. In recent years, many IP movies have achieved excellent box office 

results in China's movie market, and brand spillover effects are generated due to 

the fact that the IP itself may transmit quality signals. In this paper, 338 IP mov-

ies in the Chinese movie market from 2014 to 2023 are taken as research ob-

jects to investigate whether there were brand spillover effects on these IP mov-

ies. At the same time, the quadrant classification chart based on "adaptation" 

and "series" creatively defines the classification of IP movies, and explores the 

brand spillover effect mechanism of different types of IP movies.  

Keywords: IP movie, brand spillover effect, signaling theory. 

1 Introduction 

With the booming development of China's movie market, the creation and production 

of IP movies have become more prosperous. Among the current top ten Chinese mov-

ie box office grosses, seven are IP movies, whose total box office grosses exceed 

RMB 32.2 billion, with a significant trend of revenue growth. Nowadays the domestic 

IP movie market in China has the largest number of domestic audiences, with the 

highest box office revenue, the best benefits, and the complete development of the 

whole industry chain[1]. Its rise and popularity not only demonstrates the diversity of 

the market and artistic expression, but also reflects consumers' preference for familiar 

brands and stories, revealing the great potential and attractiveness of domestic IP 

movies.  

The explosion of IP movies is not accidental; the IP itself may send some kind of 

powerful signal through the established brand and story, that not only evokes empathy 

but also stimulates anticipation and curiosity among audiences about the new work, 

which in turn may have a brand spillover effect. 
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The brand spillover effect originated from Anderson's (1983)[2] research, which re-

fers to the fact that consumer acceptance of a new product is positively or negatively 

affected by previous products of the same brand, and this theory has been widely 

recognized and deepened in subsequent academic research and industrial applica-

tions[3]. 

Movie producers in China have begun to realize that by leveraging the brand value 

and audience base of existing IPs, they can effectively reduce the risk of marketing 

and increase the market expectation and acceptance of their movies[4]. However, 

comparing with the North American film market, where studios tend to prioritize box 

office as the indicator for choosing movie brands, does the same indicator apply to the 

Chinese film market? With the multiple and deep integration of domestic movie mar-

keting and propagation, public opinion are often not directly related to movie rat-

ings[5], existing literatures have not yet been able to answer the above questions as to 

what factors more strongly influence domestic audiences’ preference for IP movies. 

Based on this, this paper regards subjective and objective information such as rat-

ings and box office of the original or previous IP movie as key quality signals, and 

explores how these signals generate brand spillover effects, and thus influence con-

sumers' movie-going decisions. This study tries to reveal the path and effect of brand 

spillover effect of IP movies, which provides scientific basis for the optimization of 

movie production, distribution and marketing strategies[6]. 

2 Literature Review and Hypothesis Construction 

2.1 IP Movie Concept and Classification 

Regarding the definition of IP movies, "IP" is the abbreviation of "Intellectual Proper-

ty", refering to the rights of people to intellectual achievements according to econom-

ic law. In the film industry, IP movies emphasize the cinematic transformation of 

existing intellectual achievements, including literary works, games, music, character 

images, concepts, settings, etc., all of which can be artistically processed into IP mov-

ies. Many scholars have found that the creation of IP does not only include movies 

transformed from crossover, but also many IPs that are originally produced. Peng Kan 

(2015)[7], in studying the development and operation mechanism of Hollywood IP 

movies, argues that the IP development of Hollywood movies is mainly manifested in 

cross-border adaptation and serialization. 

IP movies transmit different signals to different groups. On the one hand, for the 

audience who have known the IP beforehand, the IP itself acts as a signal, which has a 

direct promotion effect on the box office of the film. The reason is that the fan econ-

omy effect after the IP attracts fans to make movie watching decisions[8]. On the other 

hand, for the audience who have not known the IP, IP movies can influence the audi-

ence's viewing decision through other quality signals. Hou Yong (2014) et al. be-

lieved that the market performance of the former ones will directly affect the sub-

movie's market performance through the brand spillover effect. In short, whether a 

movie is based on an existing IP or a series of previous movies, its former work has 
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the essential factor of brand spillover effect, which is in line with the definition of IP 

movie. 

To sum up, this paper defines IP movies as both movies adapted from literary 

works, games, dramas and other intellectual work, and series of movies based on 

original IP derived from film elements. As the two concepts we define and categorize 

IP movies are"adaptation" and "series", which are overlapping concepts, so we use the 

classification quadrant diagram of IP movies based on whether they are adaptations or 

not and whether they are series or not as an innovative solution, which is shown in 

Figure 1. 

 

Fig. 1. Quadrant diagram for categorizing IP movies 

Based on the quadrant order, the concepts defining the various types of IP movies 

are as follows: 

1. Adapted series IP movies: 

Refers to IP movies that are adapted from any kind of intellectual achievements, 

and in which the contents, images, concepts, settings, etc. are the core of the filming 

of a number of movies to form a series. Adaptation series of IP movies in China's film 

market are mainly presented in the form of comic book to movie and novel to movie. 

It has the characteristics of both adaptation IP movies and series IP movies, especially 

its original or previous works have a greater variety of potential brand spillover effect 

signals than non-IP movies. 

2. Original series IP movies: 

Refers to movies in which there is no relevant intellectual work to draw on before 

the filming of the series. The first film in original series of IP movies has the effect of 

creating an IP, and subsequent movies can be called IP movies, attracting many IP 

followers to watch the series. And their brand spillover effect is mainly generated 

through the box office and rating of the previous movie in the same series, and this 

paper referring to the latest previous one of the IP movie collectively as "the previous 

work". 
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3. Original non-series IP movies: 

Refer to IP movies that have already created IP through the first movie but have 

not yet filmed a sequel, such as "Zootopia", whose peripheral products and theme 

parks have been widely welcomed, reflecting the brand spillover effect of the movie, 

but its sequel "Zootopia 2" has not yet been released. So this type of IP movie is out-

side the scope of the research of this paper. 

4. Adapted non-series IP movies: 

Refer to IP movies that are cinematic adaptations of existing creative intelligence 

achievement, and have not been filmed as sequels. In the Chinese movie market, such 

IP movies are mainly presented in the form of movie adaptations of literary works, 

such as "Youth" and "The Taking of Tiger Mountain". The characteristics of this kind 

of IP movie is more difficult to make a sequel due to the limited length of the literary 

works themselves, and when the brand spillover effect works, it mainly works 

through the rating information of the literary works, which are referred to as "the 

original works" in this paper. 

2.2 Signaling Theory and the Brand Spillover Effect of IP Movies 

The key measurement for IP movies in this paper is whether the IP in the movie has 

brand spillover effect. The concept of spillover effect was pioneered by Marshall 

(1890) [9]in "Principles of Economics", as it refers to the extent to which adoption 

decisions for new products are positively or negatively influenced by a pioneer prod-

uct of the same brand or sub-brands.  Anderson (1983) was the first to find that one 

product under the same brand has an impact on the sales of other products. 

In recent years, more and more scholars apply the brand spillover effect to the ex-

planation of the phenomenon of high box office of movies. Xia Weiguo developed the 

classical Bass model and constructed a new product diffusion model under brand 

spillover effect; Tang Zhongjun constructed a progressive sequel movie demand dif-

fusion model and pointed out that it should be based on the brand spillover effect; 

Kang (2021)[10] proposed an improved generalized Bass diffusion model for box of-

fice forecasting in the Korean movie market. Meanwhile, Hou Yong et al. (2014) 

analyzed the formation mechanism of brand spillover effect of sequel movies, and 

found that both box office and reputation of the previous movie can lead to the movie 

brand spillover effect, which affects those of the sequel movie. In the related studies 

of sequel movies, Basuroy and Chatterjee (2010)[11] found that the shorter the release 

interval between sequels and their predecessors and the higher the frequency, the 

higher the box office. 

Synthesizing the above studies, this paper proposes the following hypothesis: 

H1: The high box office phenomenon of IP movies is due to the existence of brand 

spillover effects. 

Wernerfelt[12] analyzed the advantages of brand spillovers using signaling theory, 

saying that the very act of extending a product line implies to consumers the high 

quality of that brand. For the movie industry, making an IP movie is an extension of 
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the product line of the previous or original movie, and for audiences, the high quality 

of the original or previous movie can be used as a signal to predict the quality of the 

IP movie, prompting non-viewers to watch it and the IP loyalists to follow it. Moreo-

ver, Hou Yong et al. defined specific signals as the box office and ratings of the pre-

vious movie, this paper follows the same idea. 

In order to explore the reasons for the high box office phenomenon of IP movies, 

this study divides the quality information of IP movies into proprietary quality infor-

mation and shared quality information (as shown in Table 1). The former is the in-

formation that distinguishes IP movies from ordinary movies and may lead to brand 

spillover effect. The shared movie information are signals that all types of movies 

have and are not discussed in this paper. 

Table 1. Quality signals of IP movies 

IP Movie Qual-

ity Information 

Proprietary 

quality in-

formation 

Subjective 

quality in-

formation 

Ratings for the previous IP movie in 

the series 

Adaptation IP movie original s core 

Objective 

quality in-

formation 

previous work to the IP movie series 

at the box office 

Shared qual-

ity infor-

mation 

Information 

from the 

filmmakers 

Production costs, trailers, posters, 

premieres ...... 

Other infor-

mation 

Audience ratings, media reviews ...... 

The proprietary quality information of IP movies can be further classified as sub-

jective quality information and objective quality information, specific content as the 

table above. The subjective information including the ratings of the previous movie in 

the series and that of the original novels and other works of which the IP movie is 

adapted, as all the ratings come from individual subjectivity. We take the rating of the 

latest movie in the series on DouBan as the key index of subjective information. 

While the objective quality information specifically means the Chinese movie market 

box office of the previous part of the IP movie. Based on this, we put forward the 

following hypotheses: 

H2a: Subjective quality information can work as a signal to generate brand spillo-

ver effects and influence the box office. 

H2b: Objective quality information can work as a signal to generate brand spillover 

effects and influence the box office. 

Based on the above categorization of IP movies, the quantity and quality of signals 

delivered by different types of IP movies are differ, and thus the effect of their brand 

spillover effect may also vary. Therefore, hypothesis is that: 

H3a: The brand spillover effect of original series IP movies is greater than that of 

adapted non-series IP movies. 

Adapted series of IP movies combine the quality information of the two types of 

movies mentioned above, theoretically there are more signals that can work to gener-
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ate brand spillover effects and influence audience's decision. Accordingly we propos-

es the following hypothesis: 

H3b: The brand spillover effect of adapted series IP movies is greater than that of 

original series of IP movies. 

3 Data Sources, Variable Selection and Research Design 

In this paper, we take the signal type as the classification basis to study whether there 

is brand spillover effect of IP movies, and whether the subjective or objective infor-

mation can function as signals, so as to prove whether H1 and H2 are valid or not. 

Then we follow the innovation classification of different types of IP movies to vali-

date wheter the subjective or objective information functions more effective as sig-

nals, so as to verify H2. And also investigates the effects of brand spillover effects of 

different types of IP movies, so as to prove whether H3 is valid. 

3.1 Data Description 

In this paper, eligible IP movies in China's movie market from 2014-2023 are taken as 

research objects, the specific requirements of eligible IP movies include: the previous 

IP movie is released in mainland China with known box office and ratings, the ratings 

of the original movie are known, and the cumulative box office is more than 5 million 

RMB, etc.and 338 IP movies are obtained in the end. Based on the above classifica-

tion, 129 adapted series IP movies, 76 original series IP movies and 133 adapted non-

series IP movies were obtained. 

In this paper, the dependent variable is defined as the percentage of box office of 

IP movies, i.e. 

Percentage of IP movie box office =
𝐶ℎ𝑖𝑛𝑒𝑠𝑒 𝑚𝑜𝑣𝑖𝑒 𝑚𝑎𝑟𝑘𝑒𝑡 𝑏𝑜𝑥 𝑜𝑓𝑓𝑖𝑐𝑒 𝑜𝑓 𝑡ℎ𝑖𝑠 𝑚𝑜𝑣𝑖𝑒 

𝑡𝑜𝑡𝑎𝑙 𝑏𝑜𝑥 𝑜𝑓𝑓𝑖𝑐𝑒 𝑜𝑓 𝐶ℎ𝑖𝑛𝑒𝑠𝑒 𝑓𝑖𝑙𝑚𝑠 𝑖𝑛 𝑡ℎ𝑖𝑠 𝑦𝑒𝑎𝑟 𝑜𝑓 𝑟𝑒𝑙𝑒𝑎𝑠𝑒
*100% 

Such processing can exclude differences due to yearly changes of movie market. 

The independent variables are the ratings and the box office of the previous movie 

and the ratings of the original movie, which are the information that the audience can 

directly contact with before making the decision of pruchasing tickets of the IP mov-

ie. The variable date come from Douban and Maoyan platform, which have strong 

authority of data sources. The stata regression is used to analyse the causal relation-

ship and explanatory power of the independent variable to the dependent varia-

ble.Meanwhile, IP movies’ ratings and production costs are selected as control varia-

bles to control the endogeneity problem. As the ratings and production costs of IP 

movies have correlation to the box office percentage of IP movies, so we also take 

them into consideration. All the data come from professional platforms or film official 

reports, and linear interpolation is adopted to supplement the missing values. The data 

variable names and descriptive statistics are shown in Table 2. 
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Table 2. Data sources and descriptive statistics 

variable name 
maximum 

values 

minimum 

value 

average 

value 

(statistics) 

standard 

deviation 

IP movies (n=338) 

Percentage of IP movie box office 

(Pbox,%) 
13.528 0.005 0.838 0.015 

IP Movie previous work Box Office 

(Fbox) 
57.753 0.046 3.835 6.838 

IP Movie previous work Score (Fscore) 9.2 2.7 6.814 1.255 

IP Movie Original Score (Oscore) 9.7 4.3 7.962 0.927 

IP Movie Score (score) 8.9 2.5 6.193 1.343 

IP movie production cost (cost) 13 0.02 1.396 1.965 

Original series of IP movies (n=76) 

Percentage of IP movie box office 

(Pbox,%) 
13.528 0.009 1.483 0.024 

IP Movie previous work Box Office 

(Fbox) 
57.753 0.064 5.489 8.792 

IP Movie previous work Score (Fscore) 8.9 3.0 7.024 1.243 

IP Movie Score (score) 8.6 2.7 6.250 1.293 

IP movie production cost (cost) 13 0.03 1.787 2.249 

Adaptation of IP movie series (n=129) 

Percentage of IP movie box office 

(Pbox,%) 
7.337 0.012 0.694 0.011 

IP Movie previous work Box Office 

(Fbox) 
46.811 0.046 2.860 5.162 

IP Movie previous work Score (Fscore) 9.2 2.7 6.691 1.250 

IP Movie Original Score (Oscore) 9.6 4.3 8.170 0.879 

IP Movie Score (score) 8.8 2.5 6.392 1.190 

IP movie production cost (cost) 11 0.02 1.001 1.534 

Adapted non-series IP movies (n=133) 

Percentage of IP movie box office 

(Pbox,%) 
7.283 0.005 0.610 0.010 

IP Movie Original Score (Oscore) 9.7 5.2 7.759 0.931 

IP Movie Score (score) 8.9 2.8 5.968 1.481 

IP movie production cost (cost) 10.8 0.03 1.558 2.106 

3.2 Analysis of Empirical Results 

The study first validates the brand spillover effect of IP movies by constructing Mod-

els 1 to 3, exploring one by one whether the box office of the previous movie, the 

rating of the previous movie, and the rating of the original movie can work as signals 

to generate brand spillover effects. For different types of IP movies, the signaling role 
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of the independent variables may differ, so Models 4 to 6 are constructed, and regres-

sions are conducted from the perspectives of original series IP movies, adapted series 

IP movies and adapted non-series IP movies respectively, and the optimal subset of 

independent variables and control variables are selected to explain their brand spillo-

ver effects.  

Among them, the independent variables of original series IP movies are the box of-

fice and rating of the previous movie (Fbox and Fscore), that of adapted non-series IP 

movies is the rating of the original movie (Oscore), and that of adapted series IP mov-

ies are the box office rating of the previous movie and the rating of the original movie 

(Fbox, Fscore and Oscore). 

The results of the regression are shown in the table below: 

Table 3. Regression results 

variant 

Model 1 

(IP movie 

with box 

office infor-

mation about 

its predeces-

sor) 

Model 2 

(IP movie 

with infor-

mation about 

the previous 

movie's 

rating) 

Model 3 

(IP movie 

with original 

rating infor-

mation) 

Model 4 

(Original 

Series IP 

Movie) 

Model 5 

(Adaptation 

of an IP 

movie 

series) 

Model 6 

(Adaptation 

of a non-

series IP 

movie) 

Constants 

(cons) 

-0.819*** 

(0.004) 

-0.695*** 

(0.004) 

-0.333*** 

(0.005) 

1.301*** 

(0.010) 

-0.128*** 

(0.002) 

-0.941*** 

(0.007) 

IP Movie 

previous 

work Box 

Office 

(Fbox) 

0.155*** 

(0.000) 

  

0.183*** 

(0.000) 

0.076*** 

(0.000) 

 

IP Movie 

previous 

work Score 

(Fcore) 

 

-0.013 

(0.001) 
 

-0.032 

(0.002) 

0.006. 

(0.001) 

 

IP Movie 

Original 

Score 

(Oscore) 

  

0.003 

(0.001) 
 

-0.059 

(0.001) 

0.146* 

(0.001) 

IP Movie 

Score 

(score) 

0.147*** 

(0.001) 

0.145** 

(0.001) 

0.105** 

(0.000) 

0.271* 

(0.001) 

0.105** 

(0.001) 

0.050 

(0.001) 

IP movie 

production 

cost (cost) 

0.219*** 

(0.001) 

0.662*** 

(0.000) 

0.249*** 

(0.000) 

0.173 

(0.001) 

0.371*** 

(0.001) 

0.079** 

(0.000) 

R2 0.6889 0.5399 0.2546 0.6644 0.8005 0.0786 

Adjustment 

R2 
0.6842 0.5331 0.2459 0.6455 0.7924 0.0570 
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Remarks:*, **, *** indicate significant at the 10%, 5% and 1% levels, respective-

ly; standard errors in parentheses; all variables in the regression have VIF values less 

than 5 to exclude the effect of covariance. 

As shown in Table 3, when regressing on all IP movies as a sample, objective in-

formation such as box office can function as a signal, generating brand spillover ef-

fects and influencing the audience's decision to watch IP movies, while subjective 

information such as ratings is not significant overall and cannot function as a signal. 

Therefore H1 holds, H2b holds, and H2a does not hold. 

When regressing the three classifications of IP movies as samples respectively, for 

the original series of IP movies, the previous work box office has a positive causal 

relationship on the box office percentage of the series of IP movies. And the figure of 

R2 suggests that the previous work box office is more capable of explaining the 

changes in the box office of IP movies. While the previous work rating can not be 

used as a signal to influence the box office of the original series of IP movies, H2b is 

valid and H2a is not valid. For the adapted series of IP movies, the result on the box 

office percentage and the previous work box office is consistent with the former cate-

gory. But the influence of previous and original works’ score is not significant, indi-

cating that neither of these two factors can be used as signal to influence the box of-

fice of the adapted series of IP movies, H2b is valid and H2a is not valid. And for 

adapted non-series IP movies, H2a still holds.  

Combining the regression results above, it can be concluded that under the innova-

tion classification, H2a does not fully hold, and H2b still holds. 

For viewers of series IP movies, the box office of the previous work is more objec-

tive and persuasive, so it can be used as a signal to generate brand spillover effect. 

While the previous work's rating is more subjective, and for the viewers who love the 

IP, the negative evaluation of others may not influence them, so it cannot be consider 

as signal. For viewers adapting non-series IP movies, the quality of the movie can be 

assessed only through the ratings, so the original ratings can be used as a signal to 

influence the viewers' decision to watch the movie, but its explanatory power is rela-

tively weak. 

The study measures the effect of brand spillover effect with the magnitude of the 

coefficient of the independent variable. For original series IP movies, since only the 

previous work box office generates brand spillover effect, and the coefficient indi-

cates that for every unit of increase in the previous work box office of the original 

series IP movies, the percentage of box office of the IP movies will increase by 

0.183% on average. For adapted series IP movies, since only the previous work box 

office generates brand spillover effects, the figure goes down to 0.076% on average. 

For adapted non-series IP movies, their original movie ratings generate brand spillo-

ver effect, and the coefficient comes to 0.146% on average. Therefore, the brand 

spillover effect of original series IP movies is stronger than that of adapted non-series 

IP movies, while the effect of adapted series IP movies is the weakest, H3b holds and 

H3a does not hold. 

The ratings of both the original and previous work of the original series of IP mov-

ies cannot function as signals, which is closely related to the characteristics of their 

movies. This kind of IP movies are mainly anime theatrical releases, such as the do-
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mestic "Boonie Bears" and the Japanese manga "Detective Conan", etc., which have 

accumulated a group of loyal fans when the anime was broadcasted, and the rating 

information of other viewers will not have an impact on them, so the brand spillover 

effect is relatively weak. This reflects that anime IP itself has an extremely strong 

brand spillover effect, therefore other signals are weakened. 

4 Conclusions 

From the above regression, the following conclusions can be drawn: 

(1) Research bases on the information type shows that objective information such 

as box office can be used as a signal to generate brand spillover effects, while subjec-

tive information such as ratings cannot be used as a signal. The results confirm that 

movie box office data is relatively more persuasive to audiences. So the box office of 

the previous movie should be the focus of the studio's advertising, and be delivered to 

more IP movie viewers. 

(2) The study based on the innovation classification of IP movies shows that both 

the box office of the previous IP movie and the rating of the original movie can be 

used as signals to positively affect the box office percentage of the IP movie, while 

the rating of the previous movie cannot be used as a signal to generate brand spillover 

effects. In terms of effect, the brand spillover effect of original series IP movies is 

greater than that of adapted non-series IP movies, while although adapted series IP 

movies theoretically have multiple signals, but leads to its lower brand spillover effect 

due to the high stickiness of its original audience group. Therefore, when the film 

makers shoot the adaptation of series IP movies, it’s suggested to focus on the IP 

anime characters, etc., which is conducive to guiding the audience. 

The findings of this paper have the following main implications: 

First of all, this paper creatively puts forward four types of IP movies based on the 

characteristics of "adaptation" and "series", and researches the definition, classifica-

tion and characteristics of IP movies, which provides a theoretical basis for the subse-

quent research. 

Secondly, this paper analyzes the IP movies released in the Chinese film market in 

the past ten years, and concludes that the previous box office of a series of IP movies 

can play the brand spillover effect as a signal with strong explanatory power. The 

results of this paper provide some practical reference for movie promotion. 

Finally, this paper lays a foundation for studying the brand spillover effect of 

anime IP. For the adaptation of series IP movies, the viewing choice of its audience 

group almost unaffected by other information of the series. Therefore, a good promo-

tion of the anime IP itself may form a strong brand spillover effect. 

As for the limitations of the study, first, this paper selects the IP movie data of the 

Chinese movie market in the past ten years, which is a short span and the sample size 

of IP movies is small, and will continue to expand the scope of the related research; 

second, there is a lack of sufficient data and quantitative indicators for the influence 

of the animation IP itself, and will continue to collect data to study its brand spillover 

effect. 
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