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Abstract

With the rapid development of the digital economy, digital marketing has become a core approach
for IP enterprises to break through development bottlenecks. Taking Pop Mart as an example, this
paper conducts a study using the case analysis method. The results show that IP enterprises
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generally face three common bottlenecks: serious content homogenization, short IP life cycles, and
difficulties in monetizing private domain traffic. Based on resource orchestration theory, Pop Mart
has constructed an IP emotional consumption ecosystem through three stages of practice: resource
structuring, resource bundling, and resource leveraging. Financial data indicate that its return on
net assets, operating net profit margin and other indicators have achieved explosive growth, which
confirms the effectiveness of digital marketing practices. Accordingly, this paper summarizes three-
dimensional breakthrough strategies including IP differentiation, IP ecosystem construction, and
the establishment of a professional digital marketing team, providing a typical practical sample for
the digital marketing transformation of IP enterprises under the background of the digital economy.
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Figure 1. Pop Mart’s digital marketing resource orchestration chart
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Figure 2. DuPont analysis framework
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Table 1. DuPont analysis indicators of Pop Mart (2021~2024)
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2023 13.93% 21.94% 67.94% 21.95%
2024 29.26% 33.12% 104.98% 26.80%
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Figure 3. DuPont analysis data chart of Pop Mart (2021~2024)
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