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Abstract

Productive protection of intangible cultural heritage is essential for revitalizing its vitality. E-com-
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merce marketing serves as a critical bridge connecting intangible cultural heritage with the modern
consumer market, playing a significant role in realizing the value transformation of intangible cul-
tural heritage brands. From the perspective of value co-creation, this article analyzes the main par-
ticipants and interaction mechanisms of intangible cultural heritage brand value co-creation in the
e-commerce context, and establishes a value co-creation model for enhancing the e-commerce mar-
keting capability of intangible cultural heritage brands. The study proposes that the brand value of
intangible cultural heritage consists of consumer-based value, enterprise-based value, and society-
based value. Finally, strategies for improving the e-commerce marketing of intangible cultural her-
itage brands are proposed from four aspects: content e-commerce, social commerce-driven strate-
gies, data-driven operations, and online-to-offline integration.
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Figure 1. Model of brand value constituent elements
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Figure 2. Value co-creation model for e-commerce marketing of intangible cul-
tural heritage brands
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