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Against the backdrop of accelerating integration between the digital economy, the rise of aesthetic
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consumption, and the innovative dissemination of traditional culture, the flower market is evolving
from simple product transactions toward a new stage characterized by the coordinated develop-
ment of cultural expression, emotional communication, and brand experience. AIGC has thus emerged
as a key technological force reshaping content production and market connectivity within the in-
dustry. Based on a review of relevant research, this paper constructs an analytical framework com-
prising “cultural imagery extraction-floral product generation-multimodal content dissemination-
consumption feedback optimization.” Using a hypothetical brand as a case study, it simulates the
practical pathway through which AIGC enables a floral brand to transition from harnessing cultural
visibility to cultivating brand value. The study argues that the core value of AIGC lies in bridging crea-
tivity, product, communication, and operational processes, thereby driving the flower market from
an experience-driven to a data-driven and human-machine collaborative model. At the same time,
its application still faces challenges such as difficulties in replicating floral arrangements and se-
mantic conflicts between flower language and form. To address these issues, this paper proposes a
human-machine two-way verification mechanism to enhance the feasibility, semantic consistency,
and market adaptability of generated content.
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2026 Fri o R EALE B B T ORI 2 K AN R TS (BUAE ) BN T Re AR AN 45 (Avrtificial Intel-
ligence Generated Content, AIGC) 5 SERHE AR, XA EM~EG AR “+ 488”7 BRET 7 a%E
T X —SCFELEARA T A AR I7 AL F 3L SN, AR TH 22 TR T30 37 1 75 SR A5
T HRE N TEAG G, IEAE DI REVEIG SEANBRAEA 36, B ) e OO AT . e TR S5
LA BIEMEERALR . ik, WP KBS SR AR 8 a2 200, FAb vmT it o]
AL ARG IE SR BT AR R, O SR T I B A B R I — AN B AR M ) R

TEIX—H 5T, AIGC IETESUREEE = b G A o i 5 AR =7 30 40T, PAZ RS KA N
REPFEARER[L], CEBEPEEN ORI BEEA. EBRAERBEHANES RAZ AT, [l
FEr= i I RO FE T IR R & HAR IR PR W R AR R AR IR E . AR TR Geqe 2550 vt i B A
MELE 5 F TAWERIR, AIGC M Z R A RAE THIHE RS, AL T4 I A HE DLbR e AL 1) 77
FHIR U5 BT AL N AT A . FTRR S PR B 3% [2]. 5 2, AIGC NEEET
RPN —HEWE TR, HR—FhEl “ NS - 7 IES - RBRIE” K RIIHOR IR .

SR, BORTTHIFANGE T RRARTEMT . BEIETTIAfESI N AIGC e, 2/ G =HEAE WML,
B, & TR AR R e BRI e A AR R SR AT AT AR S PR e R L A BRI XUk
(R JZAEAL, A DLHERf AR b EE AR Z Rl i e, S8 5REER, SECULRT 53 e mT
WUMEER = PR 28 O Reti. ok, =& “JREnr i ibmeEis 5@ ” M. STk segk=
b T S N, IR A B R AR A AR R o R AR R, E M AR T BB SR . Bl
FRI ERE, NEEH TGS KN RGN, BUEEIE A S A 7E B R R
TR, 2 “RORETHSE BITHORAE” MR SRR S AT B R M A AL T S v R,
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Figure 1. Analytical framework diagram of the flower market empowered by AIGC
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Table 1. Record of the practical process
1. XEEIRIER

U ;- NE

BL A et AR EAR G ST 5, R BRI MR — B A BT st FL U R
KRB EERE. HRAR SRR HNETH, TR AR AR RikA
o fEREAYE” K 5eBEARIAESE .

Pt =N A AR TR 254, DIAETE RIAERAE MY STAL B, BRI 25T L A AR R
. BRAERGIRROA . ATARIEIRIETR . ARIFIRIES:, FERIENEETR . BER [ FIHE
oo BEAERIR RGRIR . AR AREFE . SERAOIH e LR ARSI A 7K Al ey P B8
B AN RER K SO RIS o

Bl SO EE A

PRI Z LT, H—, WUNFRE, RIZWIIFRE. M, K=, mEaE,
FERE RARPRERETIARRESMMES T B=, RPFR, RIUENERSE. 25 R0
frs FIU, HFBEB, RIBEET RS FE AR RS A kK

—AE A R G RE RER A s A EAE R, R 5 I EGRIIEMEIC, LU
BrAGATZIN AL, ERERRBOE. AGSk. bEAGSEES RSO, BAENSE:
. AL BRETRE, AXFESES, B mBAEZ R, ot RBCkBE R E <A A7
SO, (EANESRHER TAE, TR e BRERIRSR. FERTEAE. LRk

BIBERRT o L ER T B AR, EIA IR T . . WA IS R, 1

VB s R R, I NSRS R, RERET . B
CUBE. PR TN, AN, RIS, 155 A e G R, IR A
T, KAEAEE, R, FLET R, B, S, BRI, M

SO, A R R AL E R
prpmg O CCE ¢ B ¢ WS+ 8 MERERIIA, SCE RO SRS,
il BT 545 F £ 2K, WU TR UL R, T 55,

ANEIR “REEAER" | R AR A, B SRR —HER " %,

ARSI, e, FR . BE . SO RILI OB . B RS R
BRRGHUE AR, AR SR, S, AR, CRIKEK, B SR . KR TR
IS Y28 57

TWIERE N REMID RIS RG] DR PR TERARER RIS T HRNA, TR
T H9 TR AT

5. AIGC IRBEEB LT AR I SERRRE SR ER R

S8 AIGC NEEAETTIZ BRI R AR AN FRAR SR SR 1 BT I BORSCHE, (B AR B AE ™ il (Y
FSEyE R T, I DO T — A B P LR R R . 5B RIS, 4T AIGC REEEAETTT 7 1
PSPk, EEAIAENA T : H—, EZERMAEEZIME, B AL AL 7 SAEE B R 1 B
WRIS, BB . TENYIT A TREDRREEI: L=, EiEEEMPREMRNE, WA
SERAEGE T 56 LR RERROL, EAEEM B E . AaB SN R PR U, T, 80
() AIGC N7 i 5D\ B — 25 R ARG (R SR i B A, 3 DAL R 6 9 A% o PR 2T LA o

5.1. IMSCHkiE

AIGC fEEEAE T T [ — AN SR R L, 2 28 RS R R BRI SN 5] /1, FIAR s B A BLSE A i) w] &2
ZIME. (EBIEGAE R, R ULPGE R R RS R IE . AEEGREZRCRE, e
EIE R e fh AR R o (BEEAE i S RO B AR, R AN E SO S . T T3

DOI: 10.12677/ecl.2026.158852 96 TR 4TS


https://doi.org/10.12677/ecl.2026.158852

[ZEZIE

% R TZMshA S EIRER. Bk, WEAERRE L “RAL” KSR, AIHfEh
T DO S ) e, XM E R ZIVE RN = AR . B, —RAEMZHMEZIENAE. AIGC £
JREE RAFAERAEM N T H B AL TR, (HILSE R AR AT 2R . R e 2= 52 bl
B i P al i, FEsefe BG b IR O &, AESEBRRIG o] B R AN B A AT SRAGIE, B BA I &
T HARTA PRI X (] Hk, AR EZINAE. Al B A SR KOS shait . T E
HRNZEBRANAT G BREREBRMAGIVES, RERCRE RGP B d 7, (BESKAIER,
EE T LS P A RER SCHEA L . EOAFRRBAEM BRI R TTAE LLVE . FER, 23l = i i) 2 %)
PR SEAEJE T i . e R i, AL IS AR FE LR LRI L IS H 3 2 I s AR
FEESAEAER, GG MR ICIEB KR, RA S REUE A WIS 5T aRrEZ
(A 4 2L i 22

MHRA L3, AIGC A MRINAEZT7 MW HGE “HRBRE” , Mk AT & o« HABAET
PGB R QIR AN KA I T, EER G T ORZXAEZHIE LS, BN LR AE L 6K N IR . 4
oot BT X L% DUZE PR A D e i R A, S 3 Al 2 e 2R R (IR, T 45
PGS W O

FriGRE 2R A, AIGC FEEEAE T I 10 73— B EE b, RAEIE 5iER Z [A AT e tH LR b o o i
TE5 — B P R 2 DA, R T HADURBOMNIR S 3, e B E . RRAL. )7
MG FABE RS2 MR, S MM EIFARAE “BlRK” , BAET “RikE
Xt o AR, AIGC E2E B RS A 3E H AL SE AT XS SR e S 1], SESR TR i e R AN [ 2 T ) B 3, 4D
A—E RS HER AL BEAETRIZ . AL RS BN MR 2R AR . EMEREMREZRIAALTIL
AN B, MBS WIS FAILE . AFEMAERKISTUAR R P T AR FE M RAEE X,
BlanZ s . pideE. =, A, AL TR, M AIGC TEIBR BB HITEA L KNS, MTRRHE R E B IEA
EHE M A G EH R R, ERALE S BRIz, 2, ISR US55 O A TR -
flhn, R, SRR Ve 4L e BRI, EIFA—EE AR RRSEENEE, &
2, TR ERER R RIAEZ NS, AT REH 59 A RGRZL I 1 DGR A R s . =, RaaCRE%
PG 2 18] A U« AIGC RERS 2B BB L 155 IR 7 i A8 FRATE B SC SR, (B IR B8 RIB S TE RS
FEML A & EABETE R —BUR ), AU R “iRTE & . SR B COCESE. GRS Ml
R,

X Y, BT A R AR JEANRIE S ARG S R G HANLSE R, 1
TERE S R, Gt AR A LR R — A G — R BB AR AIGC IR AU e p R — A
i T RE JE B AR A% . JCHAEALME R B b, T W SK AR AR — RAEA &, T2 — A
WEEAE AR R R G HEEME . — BAERMGE R A0, P AU HI g9 gy, BT RER &
SCR BT A SRR

5.2. ZRAREMMLEE

BT LR, BT AIGC B AN REDUHR L Az Ab, T SE S S 78 o A Jl . ZE R
ARG IR AR BN . HA 0 B, R ANIXUA RS SR L], AERLE 7 ST A il S A
KR, ANRATOTCHINT . T2 W 5 BRI, R0 S5 A A2 1E A e S AL 55 U .

FTiE CANA A", AR MY “AlL AR NFHMES” T2 il AR 5725
H PR TG TS A AR . He—, AT, N A AT ROE T A L 5, B
M. AT R M. JEREOR . R TEN S SRR LR, PR LIl R o S kLR

DOI: 10.12677/ecl.2026.158852 97 TR 4TS


https://doi.org/10.12677/ecl.2026.158852

[ZEZ3E

A A bR A ANASZY MRSk BB/ TE R ORI R AR B U, NSRRI 5 2, HLAS 2 AL UI3A,
7. H, EASGIREY, AT RGO A SR BEATYIAL T8, ks I AEAT 4 2 7 H 2T A
GRS W R F R R T S R AN ILECSE; AR, AN AR AR
XERGHEN AT BEE R AT IR S W U, HLESRE A R PR, NRE TR UK
o H=, AR, BT E R B BRI PRETE SOM R I, XA SR AT SR
BIE. ATy s e R E R AR, Ui WY AT RE i 5 R R BT 58 T SE R 5 38387 i i
PR T CEENGY)” “CIEALMATE 7, TS SCULRCRR R . BRI, T3 EE O R AL &S )
MR R

FEX—HLEI R, SEIETTIAI AIGC EHsRIE M =RE ri ). —, TBRTEZIMEE6 ), BN
ARk B i A R A R SR R IR RN, R RRE T s T, BRRE Bk R
REZ1, BURLIRAETE . &R @A AR B IEF MRS T 7 — 1 EERIE Hir; 58 =, TR BUEARES, B
I TR R E IE R R A 5 N RN, A R SEIZ A TE A5 4 il R 3 R 237 ) 2R AR B
R X =R FRISATI, AIGC IRBERETE T A4 HIE N “ RIS HEF “d iz .

6. Zit5BT=

ARSCUL CBAER) SURRIARITAEF & RN VI &, R T AIGC IRRESEAE 7 807 AL e AL it
o WA, AIGC FIUHMEAE TR BB AN T iih, MAETITECE R, /L2 g, 28
SWELRR S TR Z (8 (O RERE, HESHEETE T 200 WK A R Bda ksl 5 AHL A . 5 BeE i,
BEFEATAL I AIGC RIS HINIGAE ZE TR %) AETE SRR B REEDLLR . FT o, AR
ANV FIR S AL, DABRTHE RN AR T Se e RE— B S HimE itk . A SOFRE T
BEFEAM NS AIGC MM AT BERRIZE REY), AR —GIE TR, FERORN b FP SR SO B 7
LR RBGIA T, 7 e SEHIL AR A B i B IOUE R ER B AL

E&WE

WL F S E 2R A 72 2026 515 = 5208 W70 IR (ZNI Y 2603) s #iyL 3 Tk N T8 fg
5 R SRR (ZNRH202515); WHL A ZE )T — %W H (Y202558922); HWIVL4S 2026 4 K22 EIH A
YIZRi1-%I5 H (202613280006) -

SE

[11 KFR#E, #5, 2K SRS GRBA: BA-AF-PAT R &R A ] T EEE: SRR, 2026,
56(2): 296-311.

[21 BmEHE, T5viif. AIGC IRBEE T AR AR R4 WG 5 R AR [0]. YRR A1, 2024(12): 48-52.

[3] Kshetri, N., Dwivedi, Y.K., Davenport, T.H. and Panteli, N. (2024) Generative Artificial Intelligence in Marketing:
Applications, Opportunities, Challenges, and Research Agenda. International Journal of Information Management, 75,
Atrticle 102716. https://doi.org/10.1016/j.ijinfomgt.2023.102716

[4] Grewal, D., Satornino, C.B., Davenport, T. and Guha, A. (2025) How Generative Al Is Shaping the Future of Marketing.
Journal of the Academy of Marketing Science, 53, 702-722. https://doi.org/10.1007/s11747-024-01064-3

[5] Cillo, P. and Rubera, G. (2025) Generative Al in Innovation and Marketing Processes: A Roadmap of Research Oppor-
tunities. Journal of the Academy of Marketing Science, 53, 684-701. https://doi.org/10.1007/s11747-024-01044-7

[6] Bilgihan, A., Dogru, T., Hanks, L., Line, N. and Mody, M. (2024) The GAI Marketing Model: A Conceptual Framework
and Future Research Directions. International Journal of Hospitality Management, 123, Article 103929.
https://doi.org/10.1016/j.ijhm.2024.103929

[7] Hartmann, J., Heitmann, M., Siebert, C. and Schamp, C. (2023) More than a Feeling: Accuracy and Application of
Sentiment Analysis. International Journal of Research in Marketing, 40, 75-87.

DOI: 10.12677/ecl.2026.158852 98 HLF R 55T iR


https://doi.org/10.12677/ecl.2026.158852
https://doi.org/10.1016/j.ijinfomgt.2023.102716
https://doi.org/10.1007/s11747-024-01064-3
https://doi.org/10.1007/s11747-024-01044-7
https://doi.org/10.1016/j.ijhm.2024.103929

[ZEZIE

(8]

(9]
[10]

[11]
[12]

[13]

[14]

https://doi.org/10.1016/j.ijresmar.2022.05.005

Hughes, A. (2000) Retailers, Knowledges and Changing Commaodity Networks: The Case of the Cut Flower Trade.
Geoforum, 31, 175-190. https://doi.org/10.1016/s0016-7185(99)00034-2

FZ, Wl AIGC BORIRAE T &k U RE S R G I BORZ AR 5 RMIE]. HSCRATHETT, 2024(2): 31-37.

BRAESL, 45, k=, AR\ TR RIRAE R E S B R X R RXTI]. HRRATHEFE, 2024(10): 43-
50.

PN, B FE. AIGC HORTE 3BT 1 BT S AR AT FE[]. VR B - AR BRI 9T, 2025(S2): 26-33.
SR, TR, PRY, BTE, ik AR, AIGC WRAE 2 K GBI R AR 5 RS 18 FENLHRT 72 ).
L7 7 45 TFI8, 2026, 15(3): 460-468

BKH, B, BEME, % ANTERAERN S (AIGC)H 7 Ry = B R R IR T ——LL ChatGPT AI[J].
iRk, 2024, 42(7): 126-136.

XIFUk, HEH%. AIGC BRzh T A TR SCOIF= 0 458 85 SRR 70 [3]. HE T 76 5 18, 2025, 14(8): 2349-2356.

DOI: 10.12677/ecl.2026.158852 99 TR 4TS


https://doi.org/10.12677/ecl.2026.158852
https://doi.org/10.1016/j.ijresmar.2022.05.005
https://doi.org/10.1016/s0016-7185(99)00034-2

	AIGC赋能鲜花市场的数字化转型路径研究
	摘  要
	关键词
	Study on AIGC-Empowered Digital Transformation Pathways in the Flower Market
	Abstract
	Keywords
	1. 引言
	2. 理论基础与分析框架
	2.1. 国内外相关研究现状
	2.2. AIGC赋能鲜花市场的分析框架

	3. AIGC赋能鲜花市场的数字化转型路径
	3.1. 数字化转型路径的整体逻辑
	3.2. 文化意象提炼
	3.3. 创意生成与产品转化
	3.4. 多模态内容传播
	3.5. 数据反馈与闭环优化

	4. AIGC驱动的品牌实践案例
	5. AIGC赋能鲜花市场的现实挑战与优化路径
	5.1. 现实挑战
	5.2. 综合治理优化路径

	6. 结论与启示
	基金项目
	参考文献

