Advances in Physical Sciences A BRI &, 2026, 14(4), 702-711 Hans X
Published Online August 2026 in Hans. https://www.hanspub.org/journal/aps

https://doi.org/10.12677/aps.2026.144096

EMNEHTEREDRNMNFEmELER
53R

kIR, BmEl, # F2

AR E B, BTN ST
25 FE BRH AP R B e, B BERH

Weks . 20264F6 150 FHER: 20264F7H23H; KA HM: 20264F8 H5H

HE

EHTURMEFTRRED N REREUAT AN R, ETRFESEE. HEFER. HEFTE
FLERERNA, MRS TRRRSUREFMREUKRAS HEE, FAXRRRETAITE,
BEZROBAXBIA . AR LRI R LR ST ik, WS TRIRE S HaE
HAELRERNS 582, PIRRI: BHETREIHSEL. BXEW. AR, HIRRALN
BARENUH IE [ B DR rA S R SEEEEE. SUALESEME. BB SRR R BB RUR BB IE A
WHEA; BEMIHNRNERERAERBIES ZEPNMEM. TARMWEHETREEE. &
SRS BIFARR BT, ERMEREA RSN HRN, AREMX AT EF IR R
HERSHENLEET.

XK ia
HELR, DHMEE, R, STUREE, s

Research on Empowerment Path and
Countermeasures of Marathon Event
Branding with Guizhou Miao Embroidery
Elements

Haogiang Sun}, Lijie Peng?, Jing Xu2

1School of Physical Education, Guiyang University, Guiyang Guizhou
2School of Health Management, Guiyang Institute of Information Science and Technology, Guiyang Guizhou

Received: June 15, 2026; accepted: July 23, 2026; published: August 5, 2026

XESIH: FMEE, B, RE. SNSRI AE D RN SR S AL IR R S SR L), R E R R, 2026,
14(4): 702-711. DOI: 10.12677/aps.2026.144096


https://www.hanspub.org/journal/aps
https://doi.org/10.12677/aps.2026.144096
https://doi.org/10.12677/aps.2026.144096
https://www.hanspub.org/

EUNGE

Abstract

This study takes the empowerment of marathon event branding by Guizhou Miao embroidery ele-
ments as its research object. Based on multidisciplinary theoretical perspectives including service-
dominant logic, institutional theory, and social semiotics, a system dynamics model for Miao em-
broidery elements empowering marathon event branding is constructed. A mixed-methods approach
is adopted, incorporating multi-case embedded research, textual semantic network analysis, and
fuzzy-set qualitative comparative analysis (fsQCA) to reveal the mechanisms and pathways through
which Miao embroidery elements empower marathon event branding. The findings indicate that:
Miao embroidery elements positively influence marathon event branding through four empower-
ment mechanisms—symbolic transformation, meaning construction, experience design, and insti-
tutional embedding; event scale, cultural authenticity, and runners’ cultural identity positively mod-
erate the empowerment effects; runners’ place identity and emotional experience play mediating
roles in the empowerment process. The study proposes countermeasures and recommendations
including building a Miao embroidery element resource repository, establishing cultural authori-
zation mechanisms, innovating experience design models, and improving institutional guarantee
systems, so as to provide theoretical reference and practical guidance for sports event branding
construction in ethnic minority areas.
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Figure 1. System dynamics model of Miao embroidery elements empow-
ering marathon event branding
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Table 1. Types of Miao embroidery elements and their cultural connotations
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Figure 2. Radar chart of the application of Miao embroidery elements in the Guizhou Marathon, using
a 5-point Likert scale with scoring criteria covering 5 dimensions
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Figure 3. Comparison of the empowering effect of Miao embroidery elements on competitions with different levels of branding
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Figure 4. Relationship between runners’ awareness of Miao embroidery culture and race brand loyalty
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Table 2. Basic information on major marathon events in Guizhou (2024~2025)
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Figure 5. Path model for empowering marathon event branding with Miao embroidery elements
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Table 3. Evaluation index system for the empowering effect of Miao embroidery elements
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