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Abstract

In the context of globalization, exchanges between nations have become increasingly close.
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Simultaneously, the development of internet technology has enabled the flourishing of new media
platforms. Against this backdrop, short-video social e-commerce platforms, represented by Douyin
(TikTok), Xiaohongshu (Little Red Book/RED), and the e-commerce modules of Bilibili, have rapidly
emerged. These platforms have profoundly transformed traditional consumption patterns, giving
rise to immersive and instant digital consumption models. Within this environment, a significant
number of foreigners have come to China for purposes such as study or employment. They actively
participate in promoting the dissemination and marketing of Chinese culture. This article briefly
analyzes the communication strategies employed by foreign content creators based in China within
their short videos and examines how they utilize these platforms to promote e-commerce consump-
tion, thereby benefiting the development of e-commerce. By analyzing these creators’ short-video
communication strategies, the study aims to identify their positive role in fostering e-commerce
development, analyze the challenges they face in effective content marketing, and propose corre-
sponding solutions. The ultimate goal is to further enable these foreign creators in China to leverage
their unique strengths and contribute to the advancement of e-commerce.
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