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Abstract

The rise of generative artificial intelligence (AIGC) has created new technological conditions for the
digital dissemination and commercial transformation of intangible cultural heritage (ICH) products.
Taking Hanjifu New Year paintings as a case study, and drawing on the S-O-R theory and value co-
creation theory, this paper investigates the value transformation mechanism through which AIGC
intervenes in the e-commerce content marketing of ICH New Year paintings. The findings reveal that
while ICH New Year paintings entering the content e-commerce space are not lacking in cultural re-
sources, the primary challenges lie in multiple disconnections among cultural expression, platform
diffusion, user identification, and consumption conversion. AIGC plays a connecting role in content
translation, scenario diffusion, emotional activation, consumption guidance, and brand accumula-
tion, thereby facilitating the extension of ICH New Year paintings from traditional craft resources
toward digital content assets, user identification, and commercial outcomes. This paper elucidates
the pathway of AIGC-enabled marketing for ICH products from a value transformation perspective
and provides insights for the digital transformation of ICH business entities.
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