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The research on the factors influencing the cross-cultural communication effect of Yunnan
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“we-media” on international social media platforms has certain guiding significance for Yunnan
culture to go global and build a radiation center facing South Asia and Southeast Asia. Based on the
detailed possibility model, this paper uses content analysis and regression analysis to analyze and
calculate 427 videos from 7 Yunnan we-media accounts on YouTube platform. The research re-
sults show that the content theme, title strategy, title length, label, duration, language, subtitles,
emotional tendency, narrative strategy, narrative style and whether the video is a series of videos
will have a significant impact on the communication effect. According to the results of the re-
search, the paper obtains some practical inspirations for deepening the content theme, paying at-
tention to the expression skills and optimizing the production process.
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Figure 1. Model of influencing factors for the cross-cultural communication effect of Yunnan
we-media on international social media platforms
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Table 1. YouTube accounts of Yunnan we-media
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MBI AFERERE. RBRENRE. N T A RYERRECRE, AT AR &R ABBGE T T o ik
ATHOAL, 45465088 5 N AUSPSS B 5 v 5 H = AMB AR AL E 43 7124 0.586, 0.621 1 0.604, 42 x(a)
Fi7R, AL = B A RO R 5 (N SRR “CHRELY ):

C, =[0586In(X,, +1)+0.621In(Y, +1)+0.604In(Z,, +1)]x100(a)

Horp, COMMERRACR, X ONHRICE, Y NntesE, Z NiFRE, m AT S,
5. RSN
5.1. ARG R
Youtube & 1 75 B H BERALRRRCR IR0 K 2 AT T ARV G 45 Rk 2 for.

Table 2. Classification coding and descriptive statistical results of independent variables of Yunnan we-media (N = 427)

2. cEABRFETES LR MR MG ITERN = 427)

B HEE HERRHE oRig MR 4 (%)
FEEHIE 1 109 25.53
Rk R 2 21 4.45
B AR SECEN
H A 3 247 57.85
HRRHE 4 50 11.71
BNk 1 88 20.61
TEIII L S g 2 311 72.83
PR SR o
I E B g 3 25 5.85
iy R 4 3 0.70
PRAEK HizEN
bR BN
NG AE 1~10 434 1 216 50.59
AT K 10~20 4%k 2 202 4731
20 738l b 3 9 2.11
Wi T 1 127 29.74
" mMAE 2 59 13.82
. @G = T S A 3 236 55.27
THEES 4 5 1.17
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B rp SR 1 23 5.39
T AR 2 365 85.48
ToF% 3 39 9.13
i R 1 203 47.54
HRER B 2 9 2.11
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T TR
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51 81(50.59%) Gl N, 1S @ A = 7 5 4 4 (55.27%) LA K HR 3L (85.48%) A, B RE AR
(50.35%) FHAL T 1R (47.54%) o LW K o 2 AT BT A4 A (10 175 A 1) AR (74.42%) 9, HL o
37(23.42%), dRJE AR HR(2.34%) . AU F, = E AR LLIC 5% 2 (93.68%) S S A A 1R O (57.85%)
WA fE %, HAENE T B2 AN ESE(62.53%) #Li .
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T Ykt 2 FE B AR ST AR R ORI R AL & C FaEURE AR AT IR A A K56 - 2 T SPSS FEANFEA K-S
KIS HIZREAAR & IES 2, KRR SPSS AESHUG I T A IAE S A H A B TR R E G A B
EVERCM o ARAE ST REARAEL,  BRAH GBS S R 3R BT RE A Mann-Whitney #5536 (fRiF% “M-W £
57 )2 hh, HAREERLIFH 2 AN REA K Kruskal-Wallis #56 (/R “K-W K567 ) [30], Bikss BanF:

MR ERE, = B AN P28 38T C fe S RO Bt 22 5, mad X b A 0T A
AR Z G0, AR A5 E AR SO BT A & HifE > HEAE > MilkhE > RikRA.

MIALEREHRA, AF S5 M SR RNTF 1] L LU SR PR A RT3 AR (R 52 R e e o et Xt B A
A E I BARBE R, FEAS R R K ST AL R SO, BRI EAE 2 3 4 A1 2 [ A% 75 3L
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SERESE R B IS 7 BT R, WIEORESE H AR ERS T 600 TR, XN
5 E AN A0S S B, BE P OB AT RO RO . TS T RO IR AR I A A 1 T T Ak 3R
BMSCAL I 2 5T, SERIRL AR PRGBS AR B AR, RS A M B R,
Pt AR SR RO T A X 5 UMM Z B RS R &, XU 7 AU 11 i i ) 5 224k

Table 3. Regression results of influencing factors of Yunnan we-media cross-cultural communication effect (N = 427)
= 3. "EBREERBYREMIE R EILER(N = 427)

HRE K-W RE4THE H H P{H
AESE 33.15 0.000™
i R R W 33.43 0.000"
PR 13,21 0.010"

PR 247.12 0.000™

LTINS 62.27 0.000™

EBE 176.41 0.000™

o 42.83 0.000™
GRS 2.93 0.231

17 IR ) 68.59 0.000™

ERE Y - 44.32 0.000™

M-W K36 48 it & U {4 M-W #5648 i & z 8
AU s 709.00 ~7.558 0.000™
ST A RIII 17664.00 -2.99 0.003™

e **FRORTE 5%KF ERE.

2) WL BN S E BRI F
7 3 ATLAEH, H2. H3. H4. H5. H6. H7. H9. H10. H1l 1 H12 5 5%, H8 M4E 45
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