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Abstract

China’s traditional agricultural products sales are generally based on offline market wholesale and
store retail as the main channels, with the progress of digital network technology has produced e-
commerce marketing, real-time live broadcast and other sales methods. In 2023, the key to the suc-
cess of the documentary rural reality show “Become a Farmer” is to create a “handpicked farmers
idol” IP to attract a broad audience, and then promote the consumption and purchase of agricultural
products. Focusing on this new marketing model, this research comprehensively uses social net-
work analysis and natural language processing technology to mine the real consumption comments
of “Shigeqintian” store products, and concludes that the audience will form a stable identity rela-
tionship between “new farmers and crop partners” with “Shigeqintian” after watching the variety
show “Become a Farmer”. “Shigeqintian” attracts the audience and wins their recognition with
warm, healing and positive energy. In the process of watching the variety show, fans realize the on-
site participatory electronic agriculture planting and the simulated interaction with idols, etc., thus
transforming them into loyal fans and further enhancing their desire to buy. This kind of variety
show helps farmers innovate the marketing model of agricultural products and has the effect of en-
hancing sales.
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Table 1. Ranking of the high-frequency words in the summary of overall reviews of shop users (Top 10)
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Figure 1. Store review words cloud map display
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Figure 2. The overall semantic network of Shigeqintian store reviews
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Figure 3. Basic needs purchase motivation comment
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Figure 4. Share purchase motivation comments on the spot
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Figure 5. Quasi-social interaction purchase motivation review
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Figure 6. Social moral commentary

Bl 6. Bt REE

4.2. G2 P ETHEBIRIRE

AW FEMLYEE 4 B85 FE S-0-R (Stimulus-Organism-Response) Bl )4 - HLA& - K SiAERL, K (Rhisig
MEY LEZAEL 1P BRI BRSPS AR AN A, AV SR B VIR OB AU <Rk
RASFEM” BEEZ, MR LR MR - T 23 WA - AT v B IR sUBE S A [11], DA
B Q2, W 7.

XFAMTARNECR UL, 2R 2 A S B Se B W R AN AR, F AT s AR, DEER”
M “TAER” IPTER, fHAFEE, GRE, AIREMBEMIE, XN IP & RasG A,
WG| KALR R, SER AR R 22 5 R b 9% s PN E T, WA 25 S8 2 7 AL Pl I 3 5
L AMEAG 41 A8 S BN, IR 50 R K, S5 B AR 2 1) R B8ORS IRt HE 1 AR R A (LA R
PASERRAT A SCRETAN BRI RE, SRR IR o XA RNAT A SN R, M 228 T P AR AT N
Ab, LB BRI RN ZBAAET P EG B E QSRR ARG R E R N, e ER
F, BHZEmI.

GREMIEIEREE “CTAEIR” IP, WG ERY 22 0 SR AR i, X IP S U RS B A
X, PR EX AN R EAAB B0 B I, BT EEAMAE, 20 LA R RRE 5 2248 7,

DOI: 10.12677/ecl.2024.1341686 4643 TR 4TS


https://doi.org/10.12677/ecl.2024.1341686

IMERE,

E K

373 5 BE S i AN (LB — AL R R, IF BT JRERTR & R d st — Do Sk 2 M BB ss, TR
WA, AR Bl LA E[12]

LRESNARRIR

THERRERIAR —_—

meam | pmm | [ mEum )

o
2]

a
- 5 EEmerreET
I & It
@ # i ity i
i P AR SIREH

=

=

TR IR
B
RENE

Figure 7. Model of influence of variety IP on agricultural promotion

B 7. GRZ 1P MBRIET R ImRE

ARETHATE P “HREL” MRE, “ AR RILERTFE T %2 1P BRI RIIEN, &
BRALE SRR, SRR IRTELE — L8 B, A% Q3, XI5 S Ralm IR LUK P A R JR AR th o
U (1) REEPUR R EIEE . P R R S BN A R Sy, R T,
ONFVAEARIE R S 3 1 (Rt AT S B 0, R AT A 3 AR DR K K RS B, (R4 LT
U, AT A 5 AT, (2) DI AORA B . S IBIR A RIS, AR 2
N8, (0GR BIRIKES, KT IEER R R ARIEE, LAk pa 1 B 8 328 1 1 2% 1
R A R A P s U DR TR A R B 1 R
5. &5

ARSI ST 6 PP AT I RGO b, JF M ZR 2 1P B s B ACE S B R A A,
WHRESRaT: EAAI (Rishit /b)) W ig “HANER” BIAREE 1P, I “BiB R, Ah
WP R MR By, DLIRSIRER 2201 AR IR RS R R R, TR
UB1E - Bres - edbe” MR IR RIE S, OB 22RO S ST 0 A0 N BB 9 A% BE ) AT LA A S
FRZP LR FE, HES E SR A LSS B M A N B 7 il B A

H AR VPR AT LLR TS “AHANER” 7 S LARER 1A B A3 & ZARRSL, AR T3
ZPTR R IR AP R IR, AR T S PR LA AR A e A DL
MR, DAL I 5 W 5 S AR 1P R I HEAL S SR AR GRS SR [0 2, DRIE
I Tz b R, BB AR, R 2 B RS TEEAE, T “IR4IR L, BATRE T %
Uf it L) WP P A 8 T Ak > B AR PR R

N T RSN PR A R, (RIBIEDEE) HEMEE —F, Sl RBARREEEH, ¥ RFREMRK
FEEmEETEE, 5 AR RS TSR F R . UK IR AEAE S 5 BT DL A an i fEl (kg

DOI: 10.12677/ecl.2024.1341686 4644 TR 4TS


https://doi.org/10.12677/ecl.2024.1341686

IMETE, S5

KEFEER, IS 25808 AWrsol e, 25 sl N8R, Holee” ®WEER, B 2H
PR

E&WE

AN 2023 FFEEKT HS R ARV 7T E “ B2 s R 2 RS R R A
7 RE, THYS: GD2335; 2023 F/¥ [H KR & G R —IE “W2 B8, 2K
7R, TiH%5: 23FXWB008.

SE 3k

[1] BER, ZWE. PP CEs 1P R FUE S EIRT —— R TSR RSB WA ] &%,
2022(12): 85-90.

[2] FK, S, F0IRA BT AR SR i R A 7 —— 2R T RS APP A BB IR SR 1A []. ikt S
SEEE, 2024(7): 217-221.

[38] =M, i, K2, BB NtaS 58 SORHE S 8 A 7 E 2 A0 LR 7T [3]. B iale 3,
2023(10): 69-80.

[4] 3%, ZEE. ZRERE (Ritbne) (7 B G Sk E R A0). 4R, 2023(12): 29-33.

[6] ZRAE, XER. GEHE ARG IE ] 25505 GRS 23 (8 RS i ——2 T 25 A 5+ 2 4 1 40 #T ).
KA, 2024, 40(10): 212-221, 229.

[6] SemilE. 7877 AR Jb 5T A B R TE o I WU 1 B RFAE T 78 —— B T AL 2% ST T UM 8 23 4 75 5 [D):
[ 228 3], BN W AR 2B, 2024,

[71 X%, BEEE. Hur NSCRUIEN it 20 i 2 ) g 1 K i 3 SO M 0], 7 s SR S B 4R (5 SR 5 338, 2024(3):
103-109.

[8] E&F, BNZE. ASCRIBET HIA S sl A ——& T 5 SR M- 6 H P e 3552 []. 8K,
2023(7): 101-121.

[O] K2k BTSN B2 I ThREHE Fi—— LA/ App ABI[I]. Hreamtst, 2023, 9(11): 48-50, 54.

[10] /550, Z=0Fife, THREVE. ChatGPT WIFRTI AL kAT 238 A 1458 2 PR AR AR 7R [ A (1 AR e g = 2 [J].
SRR 22T, 2024, 11(2): 25-50.

[11] 4550, SONse, MXGHEWE, FEOCTM. AR 7™ B H e RO o SE R R s LT ST 0], R R AT, 2024(2):
24-27.

[12] ZWEE. NENSEMMELZTTE Chibit) g SRS [J]. MU, 2024(4): 121-124.

DOI: 10.12677/ecl.2024.1341686 4645 TR 4TS


https://doi.org/10.12677/ecl.2024.1341686

	《种地吧少年》IP助农营销模式探究
	——基于“十个勤天”店铺评论分析
	摘  要
	关键词
	Research of “Become a Farmer” to Help Agriculture Developing with IP Marketing Model
	—Analysis Based on Store Reviews of “Shigeqintian”
	Abstract
	Keywords
	1. 引言
	2. 文献综述
	3. 研究思路与设计
	3.1. 研究思路与数据来源
	3.2. 研究方法
	3.2.1. 语义网络分析
	3.2.2. 共词聚类分析

	3.3. 研究设计

	4. 研究发现与分析
	4.1. 消费者支持“十个勤天”农产品的原因
	4.1.1. 观众对农产品基本生活需求推进销售
	4.1.2.《种地吧少年》营销IP黏合强大消费者群体
	4.1.3. 粉丝助农的社会道德加强对农产品保护

	4.2. 综艺IP营销构建助农模型

	5. 结语
	基金项目
	参考文献

