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Abstract

With the continuous development of short videos, the emerging audiovisual product of online micro
dramas has also been included in the national regulatory track. As one of the works actively re-
sponding to the national policy call of the Da Mang Plan, “Don’t Disturb Me in Farming” has gained
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some popularity. However, the development of micro dramas is not only related to script content,
actor acting, and post-production editing, but also closely related to the diversified marketing strat-
egies of micro dramas. Therefore, starting from the classic marketing principle—AIDA theoretical
model, this article takes the audience’s barrage in the micro drama “Don’t Disturb Me Planting
Fields” as the material source, and analyzes the current marketing strategies of micro dramas from
four dimensions: attention, interest, desire, and action, in order to provide the correct direction for
the subsequent development of micro dramas.
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Figure 1. “Don’t Disturb Me Farming” barrage keyword word cloud distribution map
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Figure 2. “Plot” correlation matrix
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Figure 3. Sentiment analysis of the barrage of tourist destination image
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