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Abstract
With the booming development of self-media, the current market is gradually shifting towards a
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content-driven consumption model. Content e-commerce is rapidly emerging, and many traditional
media outlets, leveraging their content advantages, are increasingly entering this space—transition-
ing from merely “selling content” to integrating “content with products”. Taking Chinese National Ge-
ography magazine as a case study, this paper explores how it has successfully built an e-commerce eco-
system centered on content amid the digital wave. Drawing on the Smile Curve theory and Customer-
Based Brand Equity, the study analyzes how the magazine strategically shifted towards the two high-
value-added ends of the industrial chain—content R&D innovation and digital marketing services.
The research shows that by creating high-quality content, leveraging an all-media matrix to build pri-
vate traffic, and successfully converting this traffic into commercial value, Chinese National Geogra-
phy has transformed from a “content provider” into a “content e-commerce platform” and a “geographic
and cultural lifestyle service provider”. This study adopts case analysis and literature review as re-
search methods, providing new perspectives and insights for the e-commerce transformation and
business model innovation of traditional media in the digital era.
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