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Abstract

In the era of emotional economy, users’ consumption behavior has evolved from the quantitative
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stage and qualitative stage to the emotional stage. With the penetration of content e-commerce plat-
forms represented by Xiaohongshu in daily life, women’s consumption has shown a path shift of
self-satisfaction and empathy. Female fitness bloggers are well aware of this development trend,
using the clever performance of bodies, pictures and words in the presentation of symbols, and us-
ing emotional marketing methods such as language and atmosphere creation in content production
to promote high-quality notes to drive commodity transactions, so as to guide fans and audiences
to generate a closed loop of consumption of purchase behavior. However, the excessive marketing
and consumption of emotions will inevitably lead to the deviation of fitness value and the abnormal
development of the market.
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Table 1. Sample of female fitness short video bloggers

=1 ZMREEIEERK

Frs IES UIEAA A A=2 ES IEEA
1 e G i 2 K 1 2351w 16 HE 252w
2 KI%k-gladys 173.6 w 17 B L 237w
3 Nikko K7* 179.6 w 18 CHENNLOVE 188w
4 PERET 18 192.7w 19 Eae )5 165w
5 L] ik cora 98.4 w 20 B2 olivia 148w
6 W Anny 842w 21 FTFFr.kyra 95w
7 R SCHLE Aya 746 W 22 %4 Cheryl 85w
8 im 7 SCiH 60.3w 23 AEAT 78w
9 Fk## ChillCool 63.8 w 24 BB yy 6.9w
10 Lovesweetchan 65.5 W 25 fif{ 1 1 ting 6.5w
11 /N§ 8- 49.4w 26 Aa FEfE ¥ 51w
12 Abeeeer 41.8 w 27 ¥4k Queena 4.8 w
13 FEE A Nina 39.8w 28 LIPNEIES 35w
14 B F 1A Tia 270w 29 MF—+N 33w
15 STONE 309w 30 Fi3E 4% AMEI 14w
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Table 2. Types of themes for video samples

=2 SRR E R A

LAY Hre R
HFEk 12 21%
xK 20 33%
FRSCEN 9 15%
i Ik 19 31%
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