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Abstract

In the context of the rural revitalization strategy, branding agricultural products has become a
crucial way to enhance agricultural efficiency and increase farmers’ incomes. Xingren Job’s Tears,
as a specialty agricultural product of Guizhou Province, boasts a long history of cultivation and
unique quality. However, traditional sales channels are no longer sufficient to meet market de-
mands. Live-stream e-commerce, with its strong interactivity, fast speed of dissemination, and wide
coverage, is gradually emerging as a significant means of promoting agricultural product brands.
This paper analyzes the current state of the Xingren Job’s Tears industry and its live-stream mar-
keting, identifies problems encountered in using e-commerce live-streaming for marketing, and
proposes optimization paths based on the 5A model. The aim is to enhance the brand recognition
and market competitiveness of Xingren Job’s Tears, and to provide a reference for the brand
building and marketing of other local specialty agricultural products.
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