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Abstract

The digital preservation and e-commerce development of intangible cultural heritage have become
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pivotal pathways for revitalising traditional culture. This paper examines the Suzhou Renhe Kesi
brand as a case study, employing an e-commerce theoretical framework to analyse the developmen-
tal status and transformational challenges of intangible cultural heritage products within the digital
marketplace. Through PEST analysis, consumer profiling, and competitive benchmarking, it sys-
tematically identifies operational pain points in Kesi product management across e-commerce plat-
forms, digital marketing, and user experience. The research proposes a “three-dimensional inte-
grated” e-commerce development strategy: Product Dimension: Construct a digital product matrix
combining physical collectibles, virtual assets, and cultural experiences. - Channel Dimension: Es-
tablish an omnichannel layout encompassing platform e-commerce, content e-commerce, and so-
cial e-commerce. Marketing Dimension: Implement a digital promotion system featuring IP-based
operations, scenario-based dissemination, and precision targeting. This study aims to provide the-
oretical reference and practical pathways for the e-commerce transformation of traditional intan-
gible cultural heritage brands.
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Figure 1. Problem diagnosis framework diagram

E 1. PR HHESRE

3.2.1. AMELEFNNETRS

TR Sz BARKEE TR P LR A 5 SRS B, (B B 52 M) VR A IF AR . X2
HI T 222 5 2 BN S b, AR R R A KA 8 [RIIS, 222 ] il DL AR (956
BN TEHMERE, 2R SR S 2 i, A LU id S 582 R B R

3.2.2. HERBEEEEN

G20 3 S 37 (E T T A ARPR T2 S 8T IS . (AT ER G L ST 2SS Rk, SRt
REUR P B R T AUERE, TR G BT R, HAE T S R R R v A R X K
IR oA M R R T % BRI

H—, ZRep= RS s. m%ﬁﬁ%mﬁﬁﬁmlfﬁﬁi SRR BORIERL S DR
BRAEMADNRAEE R, SEEERIE T M DU 1 sy

R, WA 2RI, 0T R XN A, TR S5SN8 5
AL 5%, b R S 752 BT SO R0 ) SR s 42k 5

SRR [, T SRR I RE S AR O 5 G PR —— 11 3% 75 SR I S — P4 ) T 7= S BB 30 77,
3T 7 (0 B = S v [ A B 4 W, o8 238 4 5 M N S A A% 7 5 T 3 3 00 £ 3 ) R 85

DOI: 10.12677/ecl.2026.156601 5 HLF R 55T iR


https://doi.org/10.12677/ecl.2026.156601

TRA R, B

3.2.3. ENTHER SBUERIETR

GYERTREEG TR, ARERENRESCICR S5 Ak, AR “BEmsg”
2 REEMBEZERIF DL EE R RAER S, #2 F RS TR MR SR, X SR B S0k
2, TR SRR P o T ER S 2 AT . 0 T EANE R E S, S U S SR
B F DA REIE, AR SO TS 55 1R 222 5 T e DAAE 78 90 B AT R

Yo, SRR SR TR EASC, Rt R . K EE, XEIT AR b E S
W R R E I RAE R SCRI R SR B[ 18] R, X T A B4R o [ SCAR I [ 190 3 R Ui, Ik 2 B 22 m gAY
IR Bt ez, M MA S I 5 IS S = A R A

Hok, SREf) T2 E R AT e P o DU [ S0 o 5 B AR . 2 22 M4 75 2 I N RE 9 KBt
5K, 3t —~t&7 MM EAUAIEDRZE, AR T HARNIE NS5 b K.
SR, AEPRTTZZR AR AR TG, /MY P38 T e SE R T O S S 1 S AN RIS E, T 2 S
(1 T2 s S

4. BLmhEE TR S A RREE ST

T BRI, ARSI RGEL ST iR “ TR 2L SRR L EIARIEE, fRH “ =4k
RT3 95 A SRR AN, el BTk . IRIE &5, ERIRHE =R (K 2).

4.1. ETMES ESEWRE MR~ mBUF eI

FEP* BT A SRS J7 T, 8 BT S5 R B0 AR 7 W B e M ZE AT IS B A, W e
PR P RAERE . BRI, BSR ROBORM AL JF AR, DREFE T RS, E AL A AR B S O IR
BHANE EARFIA K, M BETE 5000 £ 20,000 G, LA st OB T ks 5L > H
TR S AT, U HI(E 300 2 2000 T2 8], 2. T B, FMESEHE. B
W AR BN MG SEIURA T, B 100%2E 42 T2 S AERR S i, 40%25 22 5 HAb A B S
it E L 5 20% DA T 2622 ST IR BB A UAE N S1aR . HR, MRAE XCERBEBORTT A 807 517, HEH 222
By A (NFT), A2 gL AR fhin (SHEBm) (7B SRR O AT A8 5 87 587, BT 58 it X B
SR PME—DERS, TR “RESCEs & IOEIRS, JFRIZEIT AR AR S 50RE, P SR R
"fik 3D SLA RS SHIEIE RS E . teht, R ATIE “DIY + e RS LA d AT, 4
2 DIY MR, BE RS AL, k. FRBHRMUIERE, Hiris i BE £ 200 % 500 76, ARG
PRI IR RIS 2R N RIRSS, HP AT AR B TR, B DT A SEpeilf AT a2 AL 2 s

4.2. RIELIRKM: FAEE. AREFSHZEFNNETE

FERTE S RO T, V6 R R T ML TR . SURTFBE “ Ik 28 22 8 J7 LS
G- MRTE R SR E AR, SINERERARGLIL 7 < 24 /NEFE MR, STHEA-F 6 5 A i
AN, URSHEE SR, WA R TAE 3 + 17 A RAERE, fiE LR
w7 M TERMRERR . AT AR AR, AR R i R S =R E
WA, BN “ARUEEUES " R REA R, BEA P HEA 30 &0 b, BHREHE . R S,
NLAVURAN G5 BRI O W + LR, HHEERE T A TR 508 1 s s SR,
B EIRAE S P AT KI5 B R o R &, IR SR BB e B
S 24 /NI AN AV T LA o S F R R TR A U N R RSB A A% Lo R, LT 22 B
X BRI EZRIR . RIRITIN. bR EM e, dURER LRI At e A by 2

DOI: 10.12677/ecl.2026.156601 6 TR 4TS


https://doi.org/10.12677/ecl.2026.156601

TRA R M

T NIEZ ARIEEFES, USRI R
4.3. EHIEELREE: 1P ARL. ARGERSEEEFNSERKR)

FEE RS AL SR TT I, B et 1P (Liz s, TTRRIIRGEAEME . FTE ST 6164k, HiIffE
S A LE L2 PRR R, HEH 1P RV LS & SR FKEMA, JFE B 3k, BEIFRIP &
JEIK 5T NS AR SRR [19] FL UM “ T ARS8 8, A HBL P TS DAL s A L S T 3
WRBE L ML IR AT AL ARG [20] 0 R E SEIAE T R R BEAERE, 2T B R DY SRR B
ZESEACHESE HEMG . Xh vt it NS SRR AT AT E I AR 5%, SR IBRG SR 5 B 3 AL, X IS e 0 41
AT AR, R EIUR AR, 0 SO 2 0 F RS A SO i, am AL ik ;
XSS N EHER R ST AL B, SRR SRS s OR B
44. FFUTEXE: REAFRTLASEREHTahEME

R T RS, TP R IEE & APP, S = KIIReib: VR 2R SLHL 360 Ji 4257 flon 2
LR RO SCRIOR R A, 2 B TR gt Hah AHeA ik P B GUE R, RIRAEIX SR 2R 22 T R
B HL AN SRRy Sl g - RN AR R BB &, B AT 6 AT SR SEL P n 2L s 2,
BT AL SN R 0 K2 A, B sl A M EACHER: RDE TR A 80 TR THE 8RR AL AL RCR 211

RELIEE

EHREL

Figure 2. Framework diagram for the “three-dimensional integrated” e-commerce development strategy
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