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Abstract

Under the background of the “digital village” strategy, the digital transformation and market-ori-
ented dissemination of the Yangtze River ecological culture are facing new opportunities. From the
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perspective of artificial intelligence empowerment, this paper discusses its application in cultural
content generation, user portrait and accurate recommendation, and constructs the marketing logic
of “visualization-scene-localization”. It is found that consumers’ cognition of eco-cultural products
is changing from function orientation to value orientation, and platform mechanism, content strat-
egy and user behavior jointly shape a new cultural consumption ecology. Based on this, a multi-col-
laborative e-commerce empowerment path driven by Al technology is proposed to provide new ideas
for digital communication of ecological culture and rural revitalization.
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