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Abstract

In the digital marketing environment where mobile internet traffic dividends have peaked and user
attention is highly fragmented, the communication efficiency of traditional advertising formats con-
tinues to decline. Short dramas, characterized by strong narrative power, high immersion, and effi-
cient dissemination pathways, have emerged as a new paradigm for brand marketing. Based on the
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five core stages of the AISAS (Attention, Interest, Search, Action, Share) consumer behavior model, this
article systematically analyzes Meituan’s micro-short drama marketing strategy through case studies.
Findings indicate that Meituan achieves a closed-loop marketing system—from content exposure to
transaction conversion and word-of-mouth diffusion—through emotional storytelling, scenario-based
brand integration, technological facilitation, and social topic amplification. However, challenges such
as content homogenization, excessive commercialization, and authenticity risks still constrain its
long-term effectiveness. The study demonstrates that sustainable short drama marketing relies on
authentic narratives, user experience, and brand value alignment, offering referential practical path-
ways and strategic insights for local lifestyle service brands.
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