Journalism and Communications #7Ef&# 4, 2025, 13(8), 1441-1449
Published Online August 2025 in Hans. https://www.hanspub.org/journal/jc
https://doi.org/10.12677/jc.2025.138205

“RAE" ERSFIERBERMR

KR, REE
WL AT A1 [ 22 e P 4 AR 4k 22 g, HTL 40%

Weks . 202547120 FHBER: 20254F8 H4H; KA HM: 202548 14H

L=

=

AXUUBHEREE “RIE” AREA, AHH2019FEZ 2024 FFERCEBEE, EHTFHEATHR
W5 EEM A BRAELR, BRAARST. BRETEROMMTTE, HARWRA BRI, &%
XA, MMETAE, HNAERRL. EAREAR. EXARREERE, BENRRR
HEGAREFEREERE S EEBREE.

XA

“REE” , REWH, NFRE, FEICR, HELS)

Research on the Characteristics and Effects
of the “Shi Pin Dao” Food Videos

Yuan Zhang, Huijuan Tong

School of Network Communication, Zhejiang Yuexiu University, Shaoxing Zhejiang

Received: Jul. 12t, 2025; accepted: Aug. 4%, 2025; published: Aug. 14", 2025

Abstract

This study examines the food blogger “Shi Ping Dao” from B Station, analyzing key video interaction
metrics from 2019 to 2024. By applying media availability theory and interactive ritual chain frame-
work, we employ content analysis, statistical methods, and case studies to identify video character-
istics, communication effectiveness, and value interaction patterns. The research addresses issues
including content homogenization, insufficient depth in interactive rituals, and imprecise cross-cul-
tural communication. These findings aim to provide theoretical insights and practical references
for food-related social media content creators.

Keywords

“Shi Ping Dao”, Food Video, Content Characteristics, Communication Effect, Value Interaction

XEFIF: KIE, REE. A E E AL ESCRT L], B AR B R 2, 2025, 13(8): 1441-1449.
DOI: 10.12677/jc.2025.138205


https://www.hanspub.org/journal/jc
https://doi.org/10.12677/jc.2025.138205
https://doi.org/10.12677/jc.2025.138205

C|STPNES SV

Copyright © 2025 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0

1. 5|8

B ufi “HrIUiE” WS SRS S AN R A MRS BRI WO T A R 2L, HALBARIZ T R A
HE . ARBR USSR, RIS AR R AR OCEE, AT A S 5
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2. “RAE" ERIWBNE
21. “REE" WKSERSAXR

“EIIE” MIZEE KRR T AL R AMEE RS, AT SITEARIRAR S “ORRC il R R T g
WAL G, MCHTF R T 35 HRE AR, S F 02 oA BRI AL 2019 4, DHRUE B B
REA NE S, WK S K EERHATR. 2020 4, KAT— R 5 RIS, K5 0T S S8Rt .
Bk 2025 £ 1 A, YHRTE B ike2 679 Ji, SN2 4461 )i, ESNIET B WiEH K UP &, HAEMR
CNTRIERD) 23R T B ok 2024 SEE AR HI 1.

22. “RTE” HEEAFTSAE

“HIUE” PN S BA FE RS 2 oo, AR T RERE BB, EEX SR AR
ZIEMVIR 2B RTHARNR T, 2RI AR T T S I N SCAIR

WA 1, FEHEIE, AMEEAERAER R, ERARREM R AARIR LR ARG5S, X T
NICHEFHRNAEM S, RAHEREHR R, REEEAREFR, 2N ARES, X TEER
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fHL[2].
Table 1. Example of “Shi Ping Dao” video content and style
F 1. “RTE” IRESRERA
C RS FENE A £

ESESINES RS HRFOART . NIEHE, R R e . BIUndE  FSERUR, Bk it St iy i
€13 JEARRANSEINGR 5 LI BRI KR, IR BT ) BREUIIIG AR, 38 M BR XUER, (B 5 A
t, BHEOR I SN I NSRS BN LRI 20 BRI D 7 R ik
KA, FEREMAEE . NSNS IR R

NI DR BE NN, HRBROADSRE. H2UE 50 BEES, iR IRANE,
e, I (PG 500 MR THEHMP HIRN, £ EHEE T ERRE S, 5l
HEILBAT? L), BREURE R TR WARE, 23 RMARIES .
TRDU AT RS At 2 BUIR .

PR SCAIRZR S TR &4, IRRAFRE MRS BN & PR, RERINGELIE S, Mk
CREARRD > PEBCRYT VALK, I T HAYE 56, BRI G, Bl 5% &
P /0 TR IO A A A T REME, MRWAME .
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Table 2. Audience acceptance data of “Shi Ping Dao” videos (2019~2024)
F2. “BARE TSRS EEXHIEQ2019-2024 )

oy AR e m e ary
€500 LR ! BRIERIIHPARBN ! B — LEYE BT R (AR

2019 & ST 85.8 Ji 457 9ok 2 i)
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Table 3. Interactive data of “Shi Ping Dao” videos (2019~2024)
3. “BTEE” WSNESIMEEXEIEQ2019~2024 £F)
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BRI : 2l “RIE” BB ERNETSE, RN SSE TS & 15 & 808 T .

3.2.3. YSEERESEE SR
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Table 4. Communication influence data of “Shi Ping Dao” videos (2019-2024)
F 4. “BRIE” SRR XEIE(2019-2024 £F)

A BRI EEASY it SRS, AR

(bilibili) BE P ARSI R NS F)
BAR, 1HEE R HE
2019 4E AE10H (EERNTE b ) o
" L b s 2020 fEFE IERER UP 1FR5 .

2020 F 100 75 BTT, 2 FEEE5 RKE b 3 2020 4E K up &
2021 5 £1200~300 J7 342, MRS ROE Rl A o
2022 . Z1300~400 Fi  FUfZ, EREIMEARSTFEWA e LR o

2023 H K UP EFRS. 2024 [k UP LK
2024 4E 675.6 Ji B+A, AN SR T S EM CNEER]Y 3Kk B Ul 2024 £

wEERLH

Hu kT : Al RNl BT ERIT RS LA, IR SR & 1R & HdE T

FEARIRVE L. RM 00510, 2019 4F “RITIE” FEGRAE B uhHHT /N 14k, Hm 2 Bmin e
10 J3. M 2020 SEJF46, fEEN 7 4M, 2008 ERiGRE . ERSMGER A PRI, 357 Rk
Ulo BT 2024 4, HAEA P EAEE R 7R, CNIEERD 3R15 72200, SO0y 74T RIFRFF10].
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DOI: 10.12677/jc.2025.138205 1445 Bl R R


https://doi.org/10.12677/jc.2025.138205

C|STPNES SV
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3.3.1. PURRASARMEENES]

Table 5. Interactive data between audience and creators of “Shi Ping Dao” videos (2019-2024)
Fs5. “RAE” SRS MEEEREIE(2019-2024 £F)

P LJFL’EIEI’E?E o EM’E%E@E%E XM;@% b ak
(BIEH B E IS AR e ) LRI € HWHENE)
2019 4 %) 5% 2~3 K otk
2020 4E 2] 8% 5~6 1% RER 3
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2024 4 24 15% 15~20 % #8400 %

HAE IR LR by “ Ul BT E RIS, RN PSRRI & 15 S 2

W75, 2019 4, “&IE AT RINLAYIIIM B, B E SRR, PR EIR T K 5%MI0F
w, FHAKRT 223 XIEEEE, G, EsiEAAEM. 27 2020 4F, FREERE EFRET 8%,
TR LA REE A BTN . 2021 4F 4 2022 AFEHAI],  DERUT AR R N AME . BT 2024 4, PRiB
FIEFIEFN T 15%, HIIRIREAE 15 520 2 18], RS T 400 45[11].

3.3.2. YBIARSHSNMEMRRLN

Table 6. Data on resonance between “Shi Ping Dao” video content and social values (2019~2024)

6. “RIE” MIINESHSMEVIHEBEXHIHEQ2019~2024 )
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HAuEI w2l “RIUE” BT ERIETS, RS TR 6 1S S SRS

e 6, 2019 4R, “RIUE” P AL B E TSR R M o> 2, e IR PEIS P & 0 B A
N 60%, M 2020 SFTTAR, PSRN T ANSCRM STHALARSE Z R R I AHENL,  EROE BT 51UA I3
FRIREAWTEETY, IR IR K 5 EL A 70%IF0RIZ 25871, 217 2024 SRX— B D4R E] 1 85%, X7e
T R BL AU 5 A 2 R SRAME VL 2 R A3 & FEAE RRE AN T R [ 12]
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Table 7. Data on social and cultural communication of “Shi Ping Dao” videos (2019~2024)
*7. “RTE” MERS X UEIES EREIEQ2019~2024 £F)
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T 15 F 20 RERE, EEAMORERCEE T 5000 3, ESCAALRE 5 I TR 2 A F AR 1SR R S
[13]
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