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Abstract

Against the backdrop of the “14th Five-Year Plan” digital economy strategy and the convergence of
short-video e-commerce, the cultural and creative industry urgently needs an efficient path to break
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through its boundaries. This paper, using the method of online ethnography, observes and conducts
textual analysis on e-commerce short videos from various platforms, and constructs a three-stage nar-
rative model of “watching-identifying-purchasing”. It systematically explains the coupling mechanism
of nine narrative strategies, namely aestheticization, rhythmization, suspense, story-telling, emotion-
alization, personification, scarcity, practicality, and attribution. It clarifies how e-commerce short
videos, through symbolic construction and emotional mobilization, drive consumers to complete
the closed loop from attention capture to value identification and finally to purchase. This research
provides a replicable content model for cultural and creative e-commerce and warns of the risks of
emotional bubbles and cultural shallowness caused by narrative alienation. It calls for rooting in
the true value of narrative cultural and creative products to achieve sustainable cultural consump-
tion.
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