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Abstract

With the growing prominence of the decentralized Internet trend and the advent of the we-media
era, we-media accounts, as vital media carriers, have been gradually manifesting their commercial
value. This paper focuses on exploring scientific and accurate approaches to evaluate the value of
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we-media accounts, and leverages artificial intelligence technologies to conduct efficient analy-
sis of massive data, thereby enhancing the accuracy and efficiency of the evaluation process. The
research finds that we-media accounts share similarities with brands, making them applicable
to brand value evaluation models, yet traditional evaluation methods fail to adapt to the value
assessment of such accounts. Accordingly, this paper employs the modified Interbrand Model,
integrating future earnings, role index, account multiplier and other indicators to comprehen-
sively evaluate the value of we-media accounts. Based on the empirical case study of “Dadada
Buliu-”, combined with the earnings forecast of its affiliated company and the calculation of the
role index, the final value of this account is estimated at 26.202 million yuan. Overall, the auto-
mated processing capability of artificial intelligence technologies reduces labor input in we-me-
dia account value evaluation and offers a new perspective for the assessment of emerging assets.
In spite of the existing challenges in data accuracy, the direction of future research is distinct.
Undoubtedly, artificial intelligence will further optimize the value evaluation of we-media ac-
counts and continuously improve the accuracy and efficiency of the evaluation.
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Table 1. Bilibili video communication index

3 1. B uifEHEHEH

— AR bR /& =00 EEL Pl 75 20
RATRE RATSIAE X1 15% Ln(X1+1)
el E =R FUATF 2 3 s i X2 25% Ln(X2 + 1)
EERTIE R AT 2478 & X3 30% Ln(X3+1)
PP %%Eﬁﬁ%x4 18% Ln(X4 + 1)

5 W3Ry 22 4 X5 12% Ln(X5 + 1)

BVCI = {15% x Ln(X1 + 1)+ 25% Ln(X2 + 1) + 30% Ln(X3 + 1) + 18% x Ln(X4 + 1) + 12% x Ln(X5 + 1)} x 100
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ASCIER] B 3 UP & “IRIEIEATTE-" VRPN R “IRIKIBATTE-" 2 Ml 26 B A s 4 RE A 1
Wk—4H, EELNNEFEDZNEUENSE, WERIKZAE 15 28 h, B BRI TE 5 A S o
B HME ARSI 7R, WIRSEA 2R KRN B E . R AR HSUL AR, AR 2RO
HEBARM AR AR, 2011 48 8 HKAL, MOL5 Famis b, e —XENHENAEH
B, 2w EEA MCNL BRI LA R IZE LSS, 120 Al e MR AL 350+40 N RS, M4 112
+Rrez, 2021 FEENVIONBIPT M, ik 2.3 2. BRI BMR BRI N2 ERRRI Tz A, SEOKI
RTINS QRS AGFABIEHT B T A PR BB R 5e 4 71 Rk, AR SCEIEIL
CRIKIEATI-" AT IR RAME PP RS -
4.1. BRGEKSHRARNEAITE

X B Uil “CIKIBIEATTE-" )R A RS A R R BEAT AT, JERAIE S, A 2 AT
REMIARAE 5, IR TR LEHE SORFUINAKRI S R FELBRIOT: Hh, WS Hir A, Ik
LI A A R R EHR (LA 2).

Table 2. Trends in net profit and growth rate of QingTeng Culture, 2016~2023
2. BEXWAT 2016~2023 F4FERIEK R,

Foy A (T3 78) PRI R R
2016 ~1927.77
2017 131.85 106.84%
2018 -339.92 -357.81%
2019 -967.23 ~184.55%
2020 1069.09 210.53%
2021 1613.67 50.94%
2022 58.62 ~96.37%
2023 ~4502.43 ~7780.71%
2000 1500.00%
1000 0.00%
0 -1500.00%
2016 Z017 20 2020 2021 202P 2023
-1000 -3000.00%
-2000 -4500.00%
-3000 -6000.00%
-4000 -7500.00%
-5000 -9000.00%
s (R e TR AR

Figure 1. Net profit and growth rate trend chart of QingTeng Culture, 2016~2023
1. BRSO 2016~2023 FAFERIGKEEHE
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—, FEAEN R, RMERBCRCRMIEK S 2 TUVERPFRERKARL. =, RIS S, EMRBECARRIIE K &
Tk 2R, W AT IR B GE . B a4 z,%”%a RIS AR B K I
Tk BRI, FTRERATE S IR AR E A Ba, AT A B S A B DL R E
S5 T HH IR 250 DT A0 i M A A T 5

i B AR, RIS 2023 EERIE SRR R, BRIEEIE-7780.71%. SETPEZERITKR,
WO bR 2023 SEERANEEGE . HArAB0ERNEE KRG 6 4, P RIER K N-45.07%, FTLLKIL,
Hop P RE KR 3 4, TR RIEKERE 3 4. B EE RS, RAB SR IEA
E, 6 FRFREIE KR 5P RES KR ET K, AR R RBGIAAAEIEAEN 5 AR KRR AF
TESRLIE S %N 0.5, HUEAE 50 F M@ RNE P35 122.77%; FAEEWE =8N 0.5, Hitk
18 5 T I RE S K AN -212.91%.

Table 3. Research on net profit growth rate of QingTeng Culture
3. BERSWEFIAB KRS

LI GIES FHE
R & 0 0 0
SRV 5 3 0.5 122.77%
A = 3 0.5 -212.91%

PL_E A e 2515 5t IR AE PR KRG (L8 3). X T v R shie R, #ugi 2017~2022 4F
FHE AL A E RATRRNE 1566.08 15 e NSEMEE, B UbAS R I SCA A T Al i R 0 FIAE
Nz 4 frs.

Table 4. Net profit forecast of the enterprise (Unit: Ten Thousand Yuan)
4. AR FETUNERR: AT

M2 N KA FEHEY 2024 E
SR 5 0.5 122.77% 3488.76
1566.08
AW 5 0.5 —212.91% —-1768.26
TR 4 )] 860.25

FRYEZZ 4 1) B BEARIK S BT & 28 =) 28 FRNAE , 43 79 3Fe A% 9 15 5 N HOME R, 5 75 SO Ak A \I7E 2024
SF B TR % R A 860.25 3T

4.2. HHBERGKSIEREYR

BT RREL X “OBINIEATIE-" B uiIK 5O B STk A et BEAT R BB Bt &
PRy L2 RN 140, FHorp “IRIEIAAGE-" B uhilKS RIPB 22805 200.9 J5 . WRAETTSCITIAL B SiIK S
PERfR O A, AN, AR 4R

_2009000x1n2009000
100000000 x In100000000

MGt “IRIRIEATTE-" B K SRR U v 0.016.
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S, RS A BRI S 1S AR . 2023 4F 12 7 319, WG EBHAIK S “ikikik
-7 BAREERAR BRI KA S 316 A, MACFSHRECEAN 56.8 Fi, MACFEHEEN
790 %%, WK EMIZHON 20091 JIN, K-S HIER 2 5L 487 N

FD, ME B BRI S TE RS T CBRBIEAE-" S AR TR, AR IR TN T
MR R, e K5 05 T EUUE (2% 5).

Table 5. BVCI of “Dadada Buliu-" on Bilibili
5. “IRRETIB-" B R BIEH

— R8s TR ARAR FRbRAUE BERENT =2 €
RATTREL RATRAIEL X1 15% 316
LI ETR AT HE R X2 25% 568,000
EERTIE=EA MR & X3 30% 790
. 5 ot 224 X4 18% 2,009,100
Vi e ) y
VK5 R 2250 XS 12% 487

“IRIRIEATIE-" « BVCI=953.34

=00, R AR S M ES S, B A GATK SR BT S H IS B SR S HEA T R BVCI
TREU ) B 1048.36 1E S HRERHE I “iXIATAARTE-" BVCLH 953.34, Hid BEARNK S BVCI B ik
A, HIEAE CGRIKIAAE-T BBARIK SR
_ 9933 504 (5)
1048.36x100
FVYP, T Interbrand BB S BIHIZE AL, FATIA B BANK SR AL &, RANKEE
B3 “IRIBIEATIE-" B uKS M IREE N 19.05.

4.4. BEREEKSNENITE
BT RIS EN,  “IRIREARE-" B kK-S AR A B TR N 860.25 JiUt,  “IRIKIAAGE-" B ukIK
SYEHTEELU N 0.016 DL B EAANK S £l 19.05, RN B EARIK S E TP A X5
Z =860.25x0.016x19.05 = 262.20 /i 7t (6)
RIsRAS “IRIRIEAE-" B ulilkS FPRA53H4E H M E N 262.20 JiJG.
5. RBNERESRE
5.1. BB FRMYE

AL Interbrand LR B 2h3E2E, MU AIK S5 T A& BORIEME, EFEN]E
JRRR,  EEARHAE

B ERIR R IR . B EL AT R A 5 8dE . PTREANIE T TARSL UP . D AARELIK
T RUIABURENIK S XL Ed e, e ARER/MERIKS, PPIRERCR.

W, BERERIERE . BAO SRS, BVCT FREL W 28d) R A 8RS 680,
TR BEiEm. BRI EAKS, SRS K.

B=, SRR INA L . AR NFERLIZ EHIE, RAKFHEBNEFRCIEL. 1P MRFE.
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