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Abstract

Against the backdrop of digital media reshaping the consumer ecosystem, short video marketing
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has become a core battlefield for brands to reach users, leveraging its fragmented penetration,
multi-sensory triggering, and precise connectivity. Based on the Uses and Gratifications Theory
(U&Q), this study systematically analyzes users’ intrinsic motivations for actively seeking cognitive
exploration, emotional belonging, and practical utility through short videos, revealing a paradigm
shift in marketing messages from “passive reception” to “active tools for gratification”. The research
identifies three key mechanisms through which short video marketing reconstructs user value: First,
the fragmented communication mechanism achieves precise reach via second-level storytelling and
algorithmic recommendations. Second, implicit content strategies employ emotional infiltration,
knowledge value-add, and benefit-driven incentives to achieve soft persuasion. Third, platform eco-
system synergy relies on intelligent distribution, seamless transactions, and trend co-creation to
build an integrated branding-performance closed loop. The study further identifies future trends:
technological empowerment (AR/VR, Al), value elevation (from traffic acquisition to spiritual reso-
nance), and collaborative trust ecosystem building. It ultimately proposes implementation strate-
gies: emotion-driven content, intelligent technology-enhanced experiences, and long-term user
ecosystem operations. The study emphasizes that brands must deeply integrate with users’ psycho-
logical needs to construct a “emotion-knowledge-action” trinity value loop.
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