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Abstract

Social e-commerce platforms are reshaping knowledge service consumption through their “content
+ social” model. Focusing on rednote’s Gen Z users (with a daily average usage time of 72 minutes),
this study investigates emotional counseling paid services and reveals distinct decision-making pat-
terns: search-driven users rely on long-tail keywords (e.g., “breakup reconciliation tips”) to trigger
demand, undergoing a decision cycle averaging 7.2 post screenings, 68% prolonged homepage verifi-
cation, and 4.8 days; algorithm-driven users, however, are influenced by scenario-based videos (92%
full-view rate) and complete conversions within 12 hours. Building on these findings, the study pro-
poses a “Content Operation - Trust Mechanism - Algorithm Synergy” model, which enhances content
memorability via the peak-end rule, establishes a visualized user testimonial mechanism, and opti-
mizes LBS tag matching (e.g., prioritizing legal counseling services for users in Tier-1 cities). This
framework elevates conversion rates for top bloggers by 19.8%. The model elucidates the intrinsic
logic of transforming emotional anxiety into knowledge consumption in social e-commerce, offering
dual pathways for platform optimization: short-term efficiency improvement in service conversion
and long-term dynamic equilibrium between emotional demand and content supply.
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