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From Symbolic Carnival to Value Win-Win: A Study on the Logic and

Transformation Mechanism of User Co-Creation in Public Opinion Generation

Li Wengqi'
!Dongguan City University, Guangdong, Dongguan 523000, China

Abstract: During the Spring Festival marketing period of the 2026 Year of the Horse, the incident of "Yili signing Ma
Yili" evolved from spontaneous homophonic memes created by netizens into a national co-created public opinion
spectacle, which has become a typical case of positive brand public opinion management in the new media era. Taking
this incident as the research subject, this paper adopts the case study method and content analysis method, selecting 1,000
posts under the Weibo topic #MaYiliEndorsesYili# as research samples to explore the generation logic and
transformation mechanism of user co-created public opinion. The research finds that the success of this incident lies in
the triple symbolic fit among "the Year of the Horse zodiac, Ma Yili’ s name, and the Yili brand", as well as the user trust
constructed by the brand’ s "advice-accepting" response strategy. Based on these findings, this paper refines the "STEP
Model" for positive public opinion transformation applicable to the fast-moving consumer goods (FMCG) industry. This

study provides a replicable practical paradigm for brand positive public opinion management in the new media era.

Keywords: User Co-creation; Online Public Opinion; Symbolic Interaction; Advice-accepting Marketing; Brand

communication
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