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Abstract

As the short video platforms rise, the home decoration design industry faces new opportunities for
transformation and innovation. This article delves into the significant impact of short video plat-
forms on the commercialization of home decoration design content. It thoroughly analyzes the
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potential of short video platforms as a new marketing channel, from the characteristics of these
platforms and the presentation forms of home decoration design content to the needs analysis of
the target audience. The article further proposes strategies for brand promotion, product sales
conversion, and service marketing through short videos, covering content creation, social interac-
tion, and data analysis among other implementation plans. This aims to provide a practical guide
for professionals in the field of home decoration design, helping them stand out in the era of short
videos.

Keywords

Home Decoration Design, Short Video Platforms, Commercialization Strategies, Marketing

Copyright © 2024 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 518

Wt LI AR (AN A J AT K, JEAILAICT 65 DAL vy B 45 JE A% AR 5 70 R 5 DK ) PR P 1 T Wi
&, BEROYRBUE R . BURTHE R E R RS, SRR T A AE, BIE
FEIZHTEOR 2R L FEALACT G AT SRR WA RS ATE I E 2. AR, R AT & e
BEHHAT LT R TR AR FEALE, (HAESEBE YT I 5 1 2 HE O e AR SORFR AT R S T 1 F R AL
RRFE S, A R R A S, DU SR BT U Ak 2 S (1 SE T 04 3 Al Sl AT
FC, RN STk AR, SR BT AR R S IR A Tk AL A RS B

2. REFERITARERINTF IR 5
2.1, FEMST A PREIRTHHIR RN

FAEFBAT S 4 B8, (HEAATHRIE . MU . IERUE S T SRR 2, BT AL i h
M PE AR R AR TR RO — Mo AT & AR DR, DAFLMURR I P9 25T 3R B8 Rl i B
BAASUR EE )& WA LT ETIH SRR R, KEXEATWBET TINL TR Lol
PRFRCE] “ TR+ CEEEI R 2 2020 4F, BEAEREENERINE, KEFXETWBEHDNE, K
BRI RN AR RN, KBRS NIRRT, AWIRE B + B &L
AR B R AEE BoR (A 1), 2022 FERMEA 0 K EFBIVAESIIK SR &, 2% LT
TR RS R R W g R (1], UEBH T AT & 7R R BT B SR H . SR TN 44 B DL R sk
P BT E R ). AT & LUK TS N A BE . M P S 5B N AR,
FAEBAATI AT K TR DAL ALE .
22. REFEGIHEFBIIHRTLE LARTRESRAER

EFMACE & L, FKERTNEZIH SRR, MR A R R AR 5,
RERE T AN A P BRI T SR AV T, (R R 2 AT AR R AT & LA &t RrE 4

(1) ZBE R HEERRE R

IERIK S 1E H a8 EER A EARE NG G RRET 2 SCEREILRRRE 2. .

DOI: 10.12677/design.2024.92266 744 wit


https://doi.org/10.12677/design.2024.92266
http://creativecommons.org/licenses/by/4.0/

P,

JE AR SR, A IR ERSE . MENS BRAGE, RV RSB pT I ROR R 3
BAHE R TR IIHIE R Z S AR R —RBEBERE R SRS =5 R SRR e
SEAARAAI EPERI LR, DR RBEAIR . = R BB MR S B S R A

(2) BB T IR

IS AR RS W EARAR R R Em M, BT R M M S RAB R R E,
KA P AT3E, ARG @A, PRERGIGE, FIEN AW TSR, M2 EEA L
TIUATER: —RAEFRIZEA, DS W A R IT R, 18 s e MR B R iE AR
EREEY S, EEUOFERIE T, =R ME T ses, DEABSERER RIS E T 5.

(3) FEHIdHk

KRS ol Ak s BT, FENFNICE A RN BB TR B TR, WE1N
DR, JERIR RN Km0 b — Mgl O LIS, HiEFR B E LE
MRABHT, MBEE B, BEKER SN 0 . — R 5240 55 308 58 TROR I DL g+
I EHBER LR REANNBREERE S, /A O, IS TS os 5.

(O EECHIEES

FMBOT SOG4, VR BB T RN [2], LZPRER, P MESUEE RS . e
BT R B N AC AR ] SR R RSO, i AR T DL O R E W R R )
JEoR RN N TR R A BRI B SOE R, TR

20224¢1-9 A 18 A/ 5 JE HBE ALK S HAR R 5
1
Bk
CUNER R BT
ST 4

*
FABIC KA |y

» S
| R 1
FeT ® Ffi
¢ HiFEEM * FJE T It *5
WRHBATEE, o o & KEEH e
¢ 2 BRI L e o
FYF G # h= SRR T RS
S

Figure 1. Proportion of home decoration design submissions
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Figure 2. Consumption motivations of home improvement users
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