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Abstract

In the digital economy era, e-commerce is undergoing a profound transformation from traffic-
driven to content-driven models. Traditional marketing approaches centred on hard advertising
placements and price promotions are gradually losing effectiveness, as consumers increasingly pri-
oritise the lifestyles and value propositions conveyed by brands. This paper adopts a theoretical
framework of value identification to systematically examine the paradigm shift of Vlogs within e-
commerce marketing and its underlying mechanisms. Research indicates that Vlogs, as a content
format centred on life narratives, achieve a shift from advertising insertion to value integration
through three defining characteristics: authenticity, narrative quality, and a sense of companion-
ship. Its core logic manifests as follows: creators’ emotional expression sparks consumers’ emo-
tional resonance, knowledge-based content and authentic experiences reinforce cognitive trust,
while community interaction and sustained companionship foster behavioural alignment. This ul-
timately forms a value transmission pathway: “content characteristics-psychological mechanisms-
consumer behaviour”. This exploration demonstrates that Vlogs not only reshape the dissemination
of e-commerce content but also propel marketing logic from advertising-centric to value-centric
approaches, offering fresh perspectives for content innovation and brand development in the digi-
tal economy era.
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AN 1L 35— AFRALAA S I T R R, AR AR IR RS, AT 72 o B b 33 N B 5 1 2 35 1 35
[15]. X Fh AR AR TR AL P2 i 1 AR RN F B 8 2 op, RFL R R 5 R, TR s ke i A HLA
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FEHR PR BT R, B PR IS 9 2 A8 0 LBl bR QIR B AU AT S MK I A B S B R . A
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Hovland (1960)45 i, MAXT ZMERAE BRITUR SRBAEAE 2 7 G RS2 (A) BRI W (C) 547 8 &Rl (B) H.
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