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Abstract

With the deep integration of short videos, live streams, and other visual channels into e-commerce
platforms, the “enhancement” or “curation” of product content has become commonplace. Sellers
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employ techniques such as image retouching, video effects, and live-stream beauty filters to present
products in a “hyperreal” or “idealized” form. While such enhancements boost click-through and
conversion rates, they trigger a cycle of “expectation-disappointment-distrust” among consumers
upon receipt of the actual items, leading to a rupture in consumer trust. From sociological and com-
munication perspectives, this study analyzes the causes of this trust imbalance. Through the lens of
media literacy, it explores the cognitive, emotional, and behavioral strategies consumers employ
when encountering enhanced content, aiming to help them form a closed loop from perception to
action. This research enriches the study of media literacy in digital consumption, offering practical
pathways to bridge e-commerce platforms and consumers, thereby revitalizing the e-commerce mar-
ket and fostering economic development.
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