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Abstract

With the rise of “her power” and the profound transformation of the digital media ecosystem, fash-
ion shows have extended from offline runways to the entire global online space, and their marketing
function has been amplified like never before. As a key enabling tool, digital imaging technology is driv-
ing the aesthetic and marketing transformation of fashion shows—shifting from physical display to
immersive storytelling, and from one-way communication to value co-creation. This paper aims to
systematically explore how digital imaging technologies (including real-time rendering, AR/VR, 3D
scanning and dynamic capture, etc.) empower fashion shows and build deep emotional connections
between brands and female consumers in the context of online marketing. The research concludes
that technology translates Oriental aesthetics, craft value and user stories into communicable, in-
teractive and resonant digital visual assets through three core mechanisms: “visual reconstruction
and emotional extension”, “digitized magnification of details” and “interactive revolution breaking
the fourth wall”. This transformation effectively underpins the marketing logic of “resonance-cog-
nition-loyalty”, not only enhancing the differentiated image and premium capacity of brands, but
also triggering extensive user-generated content (UGC) on social platforms, thus realizing measur-
able marketing outcomes in data terms and value co-creation. Combining market data and case
analysis, this study finally proposes an integrated online marketing strategy centered on digital im-
aging, which deeply integrates cultural storytelling, emotional marketing and social interaction. It
provides theoretical references and practical pathways for the sustainable development of local
brands in the digital age.
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