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Abstract

This paper takes Guizhou Yumeng Group as the research object to discuss how folk cultural resources
drive regional enterprises to build systematic marketing strategies. The study finds that folk culture
is not only the core element of differentiated competition, but also an important carrier to connect
consumer emotions and enhance brand value. By deeply excavating the unique connotation of Miao
and Dong sour soup culture, integrating intangible cultural heritage craftsmanship and national aes-
thetics into product development, establishing a differentiated system of cultural stratification in
price strategy, and creating a full-scene marketing model of “offline cultural experience and online
digital communication” in the channel layout, Yumeng Group finally forms a market competitive ad-
vantage based on cultural identity. This practice shows that folk cultural resources can effectively
solve the dilemma of regional brand homogenization through systematic value reconstruction and
scene innovation, and provide a reference path for local enterprises to achieve sustainable devel-
opment. This study not only enriches the academic discussion on the integration of folk culture and
modern marketing theory, but also provides practical enlightenment for regional brand building in
the context of national tide economy.
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