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Abstract

In the era of digital globalization, e-commerce has evolved from a commodity trading platform to a
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new channel for civilized exchange and mutual learning. This paper discusses the internal compati-
bility of the combination of e-commerce and Chinese cultural communication under the global civili-
zation initiative, and systematically analyzes four mechanisms of e-commerce to promote cultural
communication: wide coverage, infiltration mechanism of scene immersion, accurate matching driven
by data, and interactive two-way dialogue. E-commerce internalizes culture into commodities through
the combination of business and culture, effectively solving the difficulties of one-way export, cognitive
barriers and insufficient marketization of Chinese culture in the traditional external communication
path, and realizing the transition of Chinese culture from “symbol output” to “value resonance”. The
combination of the two is a strategic path to promote the creative transformation and innovative de-
velopment of Chinese excellent traditional culture by responding to the requirements of the global
civilization initiative.
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