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Abstract

In the booming era of social media marketing, community economy, as an emerging business model,
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is gaining increasing attention from enterprises. rednote has become an influential community
marketing platform with its “seed-planting” model. Based on the new 4C theory, this study delves
into rednote’s “seed-planting” community marketing strategy. It is found that rednote has devel-
oped a unique marketing model by constructing symbolic scenarios, delivering emotional content,
creating community circles, and establishing connections driven by social currency. However, there
are existing problems such as scene distortion, value dilution, community segregation, and trust
erosion. To achieve paradigm upgrading, it is necessary to build a realness symbol certification sys-
tem, embed an information entropy balance evaluation model, establish an empowerment mecha-
nism, and promote the transformation to a DAO (Decentralized Autonomous Organization) collab-
orative production paradigm. This study aims to provide theoretical and practical guidance for red-
note and relevant practitioners, helping to enhance marketing effectiveness and promote the
healthy development of the industry.
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