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Abstract

In the context of digital intelligence technology deeply empowering the integration of content e-com-
merce and new media marketing, micro-short dramas have become one of the core carriers in the
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field of new media marketing due to their characteristics of high immersion, strong narrative and im-
mediate conversion. This paper focuses on the emerging marketing form of product placement in mi-
cro-short dramas. Based on the S-O-R theoretical framework and combined with the Narrative Trans-
portation Theory, it adopts a mixed method of theoretical analysis and case study to systematically
explain the operation mechanism of “scene marketing stimulation-dual processing of emotion and
cognition-purchase conversion”. Using the SWOT model to analyze the internal and external strengths,
weaknesses, opportunities and challenges of this model, it points out the current problems such as
the imbalance between marketing placement and content adaptation, and the lack of an effect evalu-
ation system. Finally, it proposes optimization paths from three dimensions: content ecosystem co-
creation, platform governance deepening and digital intelligence technology empowerment, provid-
ing theoretical basis and practical reference for the standardized development and commercial value
improvement of product placement in micro-short dramas.
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