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Abstract

Based on Pierre Bourdieu’s Cultural Capital Theory, this study adopts the marketing practice path
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of “cultural capital accumulation-transformation-reproduction” to analyze how brand podcasts pro-
gressively achieve the layered transformation from “content product” to “economic capital” and fur-
ther to “value capital”, ultimately enabling these assets to become cultural capital capable of gener-
ating sustainable profits. Through case studies of GIADA’s Flower on the Rock (Direct to Consumer)
and L’Oréal Paris (Direct to Consumer), the research reveals that brand podcasts accumulate cul-
tural capital through the co-creation among hosts, guests, and listeners, and convert it into economic
capital and symbolic capital via emotional connection. Finally, the continuous reproduction of cap-
ital is achieved through the cyclical process of “internalization” and “externalization”. The “accumu-
lation-transformation-reproduction” marketing model demonstrates that elevating podcasts to a
strategic level in online marketing signifies a fundamental shift in brands’ digital marketing approach:
from a one-off “transactional” logic dependent on paid traffic, toward a long-term “operational” logic
centered on owned content assets.
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B BT AR W 7 IR AR MR, 2020 AFERERRAE “ AP OSCIR R ICAE” [1]. EHRE
SR W EARRE T H 2020 SFERLEEHE 2, &R ARG TE 2024 4 2HHILE R RIS, #HE 2024
F£9H, FETHSEGET 13 ik, FHIEKET 40%. CPA H Gk &4 X RS EoR, HCkE
DL 43.6% M AE G KA A A1 Bk B, 2025 AE TV SEAE 1.5 14, #ER T MBI 980 300 1436 t[2]. &
P K, EHESIRE MR AR 2 AT . 2024 4x4F FLRIT 50 R4S AR %, it 180 Ak
BT RRR TSR #2023 35K 50% [3].

MR SR A ERE T AR EEE RIEEHE TN RRE4]. ARG TR
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(2024 LIS A EAME) B EEBIESBUER IMEL” A A GRS B E ZHRER[5]. Aok
AR TE AR N CUERI TR RE R B )RR SRR TR TR B MERRTE 2 IR EE R SR A K
end 53 2 E” o SRR AR N — R LR REOAZ O L T I S AT 5 P SR B IS R N A T
A, HizE e AR L IER— MU AR RIE M BN S RIg e, #yE - BE I NE BT AT
KL BEAR T E RN U E TR SO AR R 7 [6]. HIMEnT W, ST B AT SRS, T —
AR HTREZE[7],  FH AR SCAL SR IR Al 7E A = S5 M R AR G AR R RN AR BRI S 2 8UT .
AL, SCAR A M sl S BB 2 B S 3R AL T IR Z IR IE 8. 'E A5 UL G0 “ Il - B4 4k”
B THAGHESS, A SRR R . S A" UM, SRR il i N SRR
FERRA A R e DA ST i AR B ik B 72

il PR 2 12 A T 2Q 3 7 Wi Fh . DTC #%X(Direct to Consumer), B 5L E O &% %, BHESH
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e vaiE; 1TC Bix(Influencer to Consumer), @ik BB Z AR TH, BSE RS 18| A7 [8]. (CPA
WRER A LT 2025) fal, HATCSA BT 200 MEME PR T DTC #&%, i@l ITC BT
PO SR AT BEB I 400 AM[2]. FEANFERIE G, A 2025 455 H, T EBE BN TR, &
KFE L GIADA HIER) CE AR ) S — 1) i R 2, HR B RS B 51T R i %,
FRIN TS JE BISCAL B AE B HLH, IS ASHIE 7E 3 N R BRI ) Sk
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Mz 5AME T BRMERS TR, RAESEIEE oI A, T HR B ARBIESRN R, 8% (5
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TR N EBE . ARE T RGN AR, BN S AT R BRI A A
ER AT .
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Table 1. Podcast marketing cases
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LA RCEE H~2025 43 H %, Z=EE% MRS, AN 0 ARl T,
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3. mhEEEHEHRE
31 XUHAKHRAR: HERBHNE

FEAT /R TR AR B, SO B AR 7>y WAL B A &S (Embodied State). %5 3 5% A4 /2 25 (Objectified
State) Fll il J& A 5% A JE &5 (Institutionalized State) [9]. 1% = 4EHESL A 2R G AL) il AR 25 100 SCAL B A AR R 4t
TMESER BRSO, R OOK RSB AR AR AR E SR = AR T SEL A B
P&

311 AR EREK: FEA BREATA

TN ST ARAZOBAE, HALRZEIR, HREREMR T HMMEREA. LS55
TR S, WS AS e S E I R R . L CAP A ER) Jufl, GIADA Shfs “Hfi. migk.
PUHE” IR DIE 1 AR AR SAMESE, 10 2 BB T4 SRR U /E BEHE 2R PO R B R A HH IR 23R
TURIIE T 5B IERIE, IERATRE L K — R SIS BEAS, R NAE “4512]7 (habitus) i1
SMEARBL[10]. X AN B AR — B A 508, FPeREA T H IG5 R el E R, A AR A
FIP BN R 5 B B s S8 RO SCA P32 31 8 7 AN L AT 2

WHE - ZEBIPE— “AHEHA =N BB BF . &ias”, EshENEE 7 oo i
WAL RNRES 5 . Tl QUE Ve, K52 5= AT = Pl IR S R (i) & FRR KL
WS, SEBANEGBOFENERBA. ZXMEEAMUAIL T A A ST EA R, T T
ARSI, FEZh5E R T SR SRR 538 (a2 1 SO R AE 2 LA (3 i g
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312 BEMAAWEHLEE: NE. ZEETE

FER T BRSSO RSO B A . W HE BB B 4L, AT MR (B (R rE) . i
G CERLE) 5E M RE (T ENE) = M LR R TT

B, WA OME (SRR R H O T AL F HTE L 7, il RGBS 1
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SRIGZ M W IR 5 b A% O B S B A (R v P 3. LR ISR 1) 49 7 S Bk e B i
B VR ENU . ARl D EMER T v, BE 2R AT IR R R 1S
RORAEAHME 0 “ M AE. BROMESKIL” SR EOERS, A8 BB S S DUB N TS AV
B ER, AR . $E2 ARTATENAEL 1 FAE o bl 5 KN, O E TR BN, dh
JAAR 2 A AT UTE N P S R B 7, RIS REIIIE Jo, U REFFSEMR SR T, SEBIL R RO B A I
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FEARES ATV IR 7 5 A0 P 2 () BE AR [12] . WA TR SR USSR . Spotify 58 i i s
DU AISERB], RUIBEAGEEN N STV E A, B0 MR 2 E A PR HELBE 7 ML BESE At

T 6 ARV @ BN ™ i Z TS AR AL . /NF2H7 APP _EZR “I80%” MM LRS- &,
IR ARE AT 2 5 PP IR R, SR T IR BLACR S fh TR RO (B 8 S BN P AR I 2 5R Ua
REEFEER), MR E AR AL TR A SRR S AT ML ANR R G b R S LA
R BEAL B AT BRI B EAR L. AT, SO AT MR S 2 SR ML 5 KA, W1 JustPod (1)
ChCHREHIEE) 5 CPARIXH) (I EWAKT)  MMIEEEHCAOVREZOB0E, “mlkit
7 v [ FE R A ME— SR [13]. DA JustPod. A EhiEIR . HIR AR NAFRK MCN HLK, £ H SHE%
IR IE , B RO E R S5 T D dh R A R MR R E R R T S AT AR CaRAEiR)
MRS, IERZEZ % GIADA 5Lk 55 75 JustPod IR HME A RER «

3.2. X EAKBFENL: SMNEME

IR A E BRI RS, SRR T L RE S B R AL B AR, BN R TR R S BEA Y
B NGRS QAL A WA L . 20 BA R AR R BIRAES, UIEm. W, &
PR REE R A AL, PRIl R 1 R TR SE PR e BRI e . BAE BT A — R HLA
SRR N A BHR[14], MR AT A eSS 2 0 A 00 i o A 5 R e A 7 T ) s A
fio WRORHERE T H A T I ITC B, HEMETHEMAst B m Cahed) i
=4, CERMRAZRIER EHR.
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MMEARFATFERAR AL, M FUCER T SRR SC g R0 RaeT,
R i 2 TR R S IR, AT R E L], PO AN SR T A . FE Ry — b PR R O
A, SEREHAMARFRPURIE S R E[15], E A e A SR T, B AR AR N 6 KB 45 O T 1o

BRI (10 48 75 S B2 X — ROR B AR A IR ARV 1) . AR TS bR & B2 K07 5 P FOSEies,  UGC
HP AN ) NN S AR . 57 B R A G, SRR IR ILR BT A H R 7 = HISR S 27, TERA G
BUBUOIZ O SRR o X SRR IR R A A “ IR A0 “Bir . TR TR R
o XFPGERIPREERE M THEO N AT AR ) “AE A2 te 7 ——RIFEAE S E B, AT I 7 4 R AR 3R
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3.2.2. XIHKEULARIESSE

AT AL TR AW EIZ AR, R A R A2 — MR HMETTE 545 5 BRI FE .
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R, THAE=SEMA 106 STk, TR MANEKIHE 214 7, X “BRIOEK” M5, ZRALE
A G| KSR RN o

GAEGEAMIARAANMEAE T H A E S HEM M 140 Justpod 7E/NF2 5 °F & 11 1l 5 A 200 J5 B (45T
s —— “EPZAE, ERELH” “ZITITRIIREE" ,  CahIER) BRI N A, R AR
Wl 47y AR AR SR, TRy — R TR B 2N R SEEL B B RS S . IR R T A1
WRIL, (ENEEHER T IRER, RO ARG Z ARL L R )R LR S R B 2. AL
R B AN R EAOVE B T HARAER,  CAThER) CFeE K3 OIS E 5%, SEBL 17 “ ST i
B STUAF ST IYEREERTT .

3.3. XHEXWEER: EEHKRE

2024 ATV AR A AR Y, KRR EALN KIS BT =7, TN Sl R B g LR [16] . SR FERE
e ART IR R, R =R T AT . TR« 323017 7 AL 2 P
TR S RS R o B, A L SR ) T A AT N AR B AN, R ST R AR A AR B R R
SACERE G TR SN E RIS KRS A AIER S IR S UL T PR SRR
RFEN, ANWIERE “ARA” IIREE, A4 PTG sl 7).

FEAT /R I8 JE B HESE o, SCIR AR IR a A P il i “ b 5 “Ah A6 PTG 3R 28 & S
PR TE S RERE AN A 2 (5 AT 5 A RSO [ A B R E e 1 5 WAEM s Ab R AR KX F N TE
VAR T B A N T IR AN . AR IR SRS . bR ST S B E AR [17] BT AR R S
FEAY BOM M e e 0 1 SR, ST A AR P IR T L RGN AT R . T K
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T, IR R R AT 0 A 1 A AR P 2 R I — B R D, SN B R
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