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Abstract

Under the background of the deep integration of digital economy and rural revitalisation, Yunnan
minority culture, as a unique regional resource, provides core support for rural e-commerce brand-
ing. Taking Pu’er tea and flower cake industry as the research objects, this paper introduces sym-
bolic interaction theory and brand community theory to construct an analytical framework. Using
literature research, case study and chart data analysis methods, it sorts out the symbol types and
coding characteristics of minority cultural IP, analyses the mechanism of digital media in IP symbol
communication, decoding and brand community construction, and builds a transmission model of
“cultural IP symbol-digital media communication-brand community-brand value”. The study finds
that digital media realizes the visual presentation and interactive communication of cultural IP
symbols through multiple carriers, which effectively improves brand recognition and user sticki-
ness. However, it still faces problems such as homogenisation of IP symbol development, insufficient
communication accuracy, weak industrial chain synergy and alienation of cultural commercialisa-
tion. Based on this, this paper puts forward countermeasures such as strengthening the differenti-
ated coding of IP symbols, optimising the digital media communication matrix, and constructing a
synergistic system of “culture-e-commerce-industry”, so as to provide theoretical and practical ref-
erences for relevant brands to achieve high-quality development relying on cultural IP.
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Figure 1. 2021 Douyin e-commerce from Yunnan local products live streaming special session
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Table 1. Overall statistics of digital media application effects of Yunnan rural e-commerce brands in 2023
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Figure 2. Market share and year-on-year growth rate of secondary segmented tea categories in Douyin e-commerce from
2022 to 2023
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Figure 3. Logical framework of minority cultural IP symbols empowering brand positioning
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Table 2. Comparison of live broadcast communication effects of Yunnan Pu’er tea and flower cake brands (Sampled data in
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Table 3. Digital media traffic conversion path data of a leading Pu’er tea brand in 2023
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Figure 4. E-commerce sales and cultural IP contribution ratio of a leading Pu’er tea brand from 2021 to 2023
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