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Abstract

Driven by technological advancements and emotional needs, auditory culture is reshaping the
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modern communication landscape, fueling the rapid growth of the “ear economy”. Podcasts, with
their inherent qualities of deep companionship and emotional connection, demonstrate significant
potential in the process of commercialization. This paper takes Xiaoyuzhou App as a case study,
focusing on the commercialization efforts of domestic podcast platforms in China. By examining the
platform’s recent initiatives and practices, the study explores the challenges and opportunities
faced by Chinese podcast platforms in digital marketing.
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1. 518

&% (Podcast) fF N 7 & MU IO M AR, HBE& T TE W 2 2004 4E3¢RAF iPod 5Tk
(Broadcasting) I3 AR Rl &, AT KT RSS BRI BLIRIM F Moy R FE P SCHERM AU, 3%
WA T MNBEARB I EIA LA QIR EDIFE . 2016 AEAEB ARG SRIREII DS,  “HALE5F” B8k
NECT WA R, AL “UrnE - B - KRR O R, O SRR B )
A B R B T g S LIS

FEWH SN, ANl App R EA AR FTOME . (EORIZIBIBNT 2020 44 i ) 3 B2k %1
&, HAEAT RSS I PSR - M fi] 1 ST vk A XAz S, G SR 117370 7T . JustPod (2024
FOCRRZREE) oK, %16 2024 SRR AR TR DL 87 1% AL L [1] . SRT, nRE L DL S
FAC TR SE R RN, O T B R AR A . /N T ISR BT IR R R ML SE B, 94T kR4t
THUMER SRR .

BTN T H App NHTFEXT R, BRI T LR AL QR , R LUR O R FEORSF
WA RS P AR RTIR T, /N T AT 2 A AR, SRR AT B R T i
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2. MEEMSEERR: ERBE LR EH
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IR o, POURE I IE R IR A KES . WH P EKRE, #E eMarketer Fitlll, 2027 4
WSO % P SR A B 1.79 44[2], FRHE CPA AT (2025 FEEEH AR 1) , 2024 45 H [E Uy A A
MK DL 43.6% 07 JF AU 3] MAIENKE, AFRBEM R 51 ListenNotes % Bor, #E
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XEEEHE AR R T “UT e BB T E AR TTE ). B2, AHERTRREE AR R
(IR & & Be A4 B5°F & MediaRadar FIZeiH4dlE, 2023 36 EH#E% & O 20 123€7t), 3
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5 HARKI P RN B i) & Bl 7o B BRI 7T, ORI 1) fh LR T AR AR —
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22. REKER: SEFERAPESHERREEZE

AR Y Y EHE b SRR RV 2 T SR B BRI RIE R . B T I ARBCRE S K, JustPod
KA (2024 HOCHE R HONED) o, H T SO W AR 7R SE RO B K — 2 DL — 2T
W Ak~ 350 A RN TA #) 16136 G, 5 2022 3K T 8.9% [1]-

HbFEE, RERE, Wrood T H AR S EANE EREAERE, CF 0.6%MWT Ak TENTH]
ERERREATH . EANBVFIZ, A 71.6%MIWT A FHRE AT H o S Al AT . s, 3%
VIR P50 TR & L S AT hos 1R RN ERAR, A E/mAYT HIA KA RFIIKE.

SRR IO AR o T R TO R P 0 SRR, NIRRT A MRDAR RS E T+
ST TS AR . 3TN FE R G R, KR O AL XS S DL IR AL 1) N R4 B N A R
TR R . BB B R, N AT BB RS 10 75, & HIEERH S #uk 250 Fi[4],
A5 H ] 7 B ] B 2 /N 5 Hi USOUT # 7% 28 RO A 2 250 P 00 HU i ST 188

EHTE S S AR SR P R AN T R DA R R B E T RS T A, IR A
TG R “ORk” LS P L RCE ST I AR 5 P B I E I E, Tl TS B AR N
LEBGSNOT S EITEME, PG TR A AT S 2 AT RS A Ak, bR IESE L “HEN” ik
P HELG L R .

3. BIFTSRM: MFEHELARRHZHERE

R T HSCRR - G AT, T35 A S AT 2T R ST IUE IS i) = EERIR . LhE SR,
MRPEIL R AT AR, B S REUSKIE N 4 ANESY, TR T BRI AR AR &
K% . 2023 FE& TN (5 EL 2 5108 51.7%. 23.1%. 18.4%. 6.8%, iJ FIWAN 5/ H U+ T A [5].

H5EOREXREAREMEGML, NEEENEERBRE LG, B E w0 /& m)
PURBRSARIGIR, /N FH BT E - H oW, WAEME. BA) &% WAL ZHNEHERE, #
THPEEEERMET) . XE—K, BRERERA T H P ERAELE, AW HEG: UUKEE
PTG, TBOT) S E RS SN F K E ?

ZREIM G W, REFERANIZER I G R BMKS %, FIbE 2021 F£I746, NFEHE
B AE DA B AW ). FSe b AR, iERATEE” MR iES. FEEH T &
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BN Kyth 7EIR J/NF R P SO AT ER 2] “ P EH SRID R B — st b, telmii A A,
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N TR RS S B, ANT AR 2023 SEITIRAE) H R B T iE 2 2. B IThE
H——2023 4 10 /, #hf# Louis Vuitton 7E/NFHITIE T H QT B FALHIFET T/AANFHE 4
TEBEI 5, ITPTAERNIIR . Prada 55 fh M G SEAETTBR) 5  “ @R o AR T App X RP AT
B ANFHIE RIS T, 2R R S B P A, B AN T P AR SR SRR Sy
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Br T ARGEIIT R T, AN BAE S B KA R L A R %42 —— I TC A (Influencer
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Table 1. Partial collaborative special plan between Xiaoyuzhou and brand agencies (2022~2024)
5z 1. 2022~2024 /N FHERmENANERS EEEEEX]

2022~2024 /N T 5 S REHLIA A AR L AR (A e e 4t

fif 1] st AL G 5))
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20231 A 25 CROEIRFE ] —— “APLERRANR T R~
2023 £ 4 H RIS 1K [#FBRBFE] —— “REFEREM
2023 £ 6 H RS [&R/WK] — “ ‘& JaRP, BRIER”
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2024 4 2 A e S [ #30KHIPE E RET —— “E A&
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BT Bk AU B R RIS Fe AL 8 SHIE 8, 3k b R it T KRB A (a],  HAMEAE
TP B, TR T IE R TR P A G AR o R S R AR AN TR AL, A R AR
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111347 25 B SCAS SRR RE 7, R LAFS I ot 75 T S R R REURS  SK A R A% (6], IX 2 “
SR BRI B i o A A
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P& IR K B A ARk 21 30~60 23%h, FH Wy — SRR IR I A1 AF 24 TRl 60 A% A4 BRI ], A HS
RN R I T KN A B 75, WG T S Ui 77 U T & . 2022 4RI 28
HOHE T jollee MR BT NIRE:  “FRPTLMBH @i, M7 AFF4E, DNFEe 34T 50%Lh 1)
BRI . 7 [TIERE RS S 0 B B R AT T S B R IR 2 5, AL T AN B 2 T 1TC A 1
NN, TFIGZH 28 DTC (Direct to Consumer) (RN, PARRZ T & NEEHL, B Sk T B H)
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B WSRO, Btk . BILEIGEET IS, AR I RS RSO ok
i, BT LMY ARG, BT AN CIRFISEE LR L R R o A
SH, Catieid) ekl 76T, St BREETH R 9.1 7y, BN I H SRR
BOALHGE 100 . T HBRRIAR 1 AR LISk DL f R SN B, A H G,
GIADA 13 LLTE AN “ TSR ATS 7 2 “HrHE A" (1 E AT,

Caed) BRSBTS B P At ASHERT S8R th e s 3. %l for,
RO ARFE R AT T 20~28 %5 R G T AR, I 80% M T ARAE . AT L
b; 85% 1 2R DI AEE S LA_E[8]. GIADA i 5 A A = i SR ISR FE A VEREAA B0 P HEAT P 2 3R
b ae, s A - AR - P RS =L, EOE H AR S

R, CANDRIERE. BN ISR E T Qi DTC BAZRS 1 835 Mat, (AR SRR
T GIADA CaH7EiR) LV [Extended], &4 fhhf =MFPHEH A CRATREE) M CEBRER) o NIKE [
AR (MUY ANLAE (L0 7 ) SF48[9]. if o 48 2 AR oL e i g o AR S A T 1) P 8 %
77 SO RE S HTRE RIS IE AT R SR A B B (K R

21 G I v B S UL SE B DTC AR, SEIL 1 i 20 e i 4o 2, N7 A
SIS 2 A A “BESL” , AED9 AT R AT A R I, I LA A SE Il ) PUGC G A&
RS aitE, SOl - TG - P =F .

3.3. FadiRmEE: NFHNFHLL=AiHEH
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Figure 1. Commercialization triangular synergy mechanism of Xiaoyuzhou App
E 1 hFEELC=/AhESREER

AR UMEE ATl 2 5 A AT HN, fEIERMT GRS, P& EXR 534 —T7
I LR — R ES 8. UIRE T a6, S ralsl 172w 2 A aEE s ma™ i, 4
REfGHE — DIV S SR IR P R, SR P L BE s it — 20 0 & AR 2 IR L B IR[10]. £
R b b, P ERIr 675, R EE AWK S 1 2 5 Al as, AT ERIE E 5 R R
AL 1),

MEWETTRAE, R4E (2024 kBl e) » B S = S ESE h AU BO 2 IRE R, REW
TRAESE SRR BIPE# R 44.3%. FR%HI1E G ARG RO 1 BEAS B4R P K. O 1 R
B GV P R AR B, /NP B AE 2021 4F BT “/NFEET Studio” , B AR TTAHC
PR BT I BB, AR KRR Lok 7 AT 18 2 1 41 o T s 0 B AR AR AR AR T ufi S5 1 1)l
BEAh, JERLNFETR) CTROEERS MERE, BV O AR R T H M RERS A PO N R AR E S AL
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=, XMRRZ “HFHEEE” R TEFDNTFEE VRS TERRNZ —.

FER BT, AT R E A R AR Z AR 5T G PR IR BR TEAARIER UL it aa P A
R PRSP IE RS, /T 5 AR X e 5 08 8 SR 2 W 5 | P I B2 A . AR LG T S i 21
A, NFEH ARG TSR, App 1RAE TIFIR XN A8, PRSI R R ThRE, R LU R —
AN TR OB 2 AR R R H QIR TR B BEAT S, TRRESRIL T “oi” i R g, ARENE 5HRE T
B G (& BT UETHE X HIE & ), RERGTQIER ST R Z RS, bR e Gk
755 2 1 EL AR J8 K[ 11] -

AR T R R R BBENEGEI SRR, SRR EAT S 28K N7 EF bR
QIEE S X, ADNFHAE 2024 4F B2 T “IBOLY PG, SRR RS AR R ITEAE . ki
M. sehh, WNFEHEERGIPRTUE L, FEERTELAER, hiEgEitieE 5 ras
B AL ARFEAR UL IC I A AR A, DLMORIR 7T R 76 1 93 & 18] FRORS HE DL .

AT UAYE “IERE - DL - b7 X —BERR MK T 2T /AN FE I =EH I FEALUR], XN TR AR
WALTRZR b T — B2 s R )Z 124 .
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% it A= AF 5T 22 7] (Edison Research) 2024 “E RS B, 47%1) 12 & DL FEE AN H 20U — k3%
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BRI B AFET G, A S AT R R AE LR AR IS 2 00 T KR R ) “Hi” i
BT PR SR R RA R

MBI, CHRERETE dEk bR, WIER T SCIER R B . BRI A TGVE S 2 IR A
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BV EHLIEFITEZ MRS 008, SLREIRR HIE G AR E E R 6 A iE % .
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R PR T AN AR TR, I, R B B ROy 7 SR AR o ks (1 G BA Y

PR FEN , FREAT W B e R R A EE M. 2019 FF 2R, B SRS FM B R S
BB Car Life iApURIE & 1E, REEE USB B WIFI KT 5 P2 AHE, BIn]sEBAEZUr[12]; 2023
Ty T FM 550y Hicar IAREE, 1138 1 R BEE =IO 48 ASF, NPl E BIHaZRN R
T, IMAEBIERATI. AT LB, 1E 5G HoRIBIIZ N, ARKHEZ T QIR A 5 AT fE
PER ORI

FP 5 13 5% S RE 6 91 G Se (N == 5 AT 8t , I M EScdiE A I LE i i SE R A R
{6, RYE7 S AR IR AOE R R AN 5 0 RSB A S A . AR, XRE R
WAL B A — P 28 R [13], ) T ARG HE B 2R B ko o5 P (0 9 et

4.2. BWEHYIE: BE STNE, BEWRBRTER

PR RS AOFTERERE P, K2 Bk T G B0 R — R B —— & B AR LURS HEIB B AT AL
M. AFETALA $HE RPFFEESCIET &, % RENKRK, HEWENM 7 R TER R
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VESEEEARZE, D) ARG T n] A AOAT A, TR 5] B AN SR R TR  BE R T AR s T ST
W, HEBNED A ER IR 5008, AP & IR T IE BRI A4 .
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NS COKBEMHE” SRR A L “HRFEERT RSB T .

B QR T REE, SO SR R SRR i, H i . P Bl
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A ST ESCIAREL, WE S TEST R L O R B SRS AIE T 2

Gl T
— | AT
e > EEEA > AR ]—> o
> IPEAL
—> ......
Figure 2. Research framework: commercialization triangular synergy mechanism of
Xiaoyuzhou App
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