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Abstract

Dingzhuang vegetables, also known as Dingzui golden vegetables, daylilies, or yellow flowers, are nu-
tritious and healthy with a unique flavor. Dingzui Town, Suyu District, Sugian City, Jiangsu Province,
is one of the four main production areas of Chinese daylilies and also hosts an intangible cultural her-
itage workshop for Dingzhuang vegetable making. However, the scale and purchasing power of this
vegetable have been steadily declining, leading to its gradual decline. With the continuous expansion
of user bases on platforms like Douyin, the digital commerce model provides a possibility for the
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revival of this vegetable. This paper aims to analyze the establishment of a new Douyin account,
using platform videos and live streaming to attract a targeted audience, in order to explore the fea-
sibility of increasing the reach of Dingzhuang vegetables. The goal is to form a Douyin e-commerce
sales platform to help promote and sell Dingzhuang vegetables.
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Table 1. Douyin video publishing data table
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ST = 6 R WitE IR F LY ) Wik ez
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A7 3309 16 4 8 45 2
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Table 2. Douyin live streaming data table
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Figure 1. TikTok playback data chart
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Figure 2. Douyin live broadcast audience attraction data chart
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Figure 3. TikTok video and video-to-sales conversion flowchart
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Figure 4. Formation flowchart of the Suqian king crab brand
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Figure 5. Map of the emergence of new farmers through live streaming
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