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Abstract

This paper is based on Marxist political economy, cultural production and ideology criticism theo-
ries, combined with the critical perspective of digital capitalism, to explore the construction and
dissemination strategies of rural regional brands in the era of interest e-commerce, and decon-
structs the entire process of production, circulation and consumption of this brand on digital
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platforms. The research finds that interest e-commerce platforms, through means such as algorithm
recommendations, transform rural regional cultural resources into digital goods, forming a new
capital accumulation model of “digital rent” and “attention exploitation”. The creation of rural re-
gional brands requires extracting, transforming and re-encoding of local cultural symbols, but their
dissemination also faces risks such as cultural alienation, exacerbation of the digital divide, and the
disintegration of rural subjectivity. In the context of deep penetration of digital capital in rural ar-
eas, the construction of rural regional brands needs to break through the single economic logic,
center on the people, adhere to cultural autonomy and ecological sustainability, take a comprehen-
sive development path, and explore a digital practice model that is in line with the rural revitaliza-
tion strategy.
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