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Abstract

In the digital age, the position of social e-commerce platforms in consumer decision-making is
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becoming increasingly prominent. The “grass planting” notes in rednote have become an important
link between users and products. This study is based on the ELM model and product involvement
theory, exploring the interactive effects of the “grass planting” note taking format (text, images, and
videos) and product type on consumer purchase intention. The study confirmed the following hy-
pothesis: firstly, different note taking forms and product types with differences have a significant
interactive effect on consumer purchase intention; Secondly, the perception of note taking forms
mediates the relationship between note type and purchase intention. The experiment found that
high involvement products increased purchase intention in graphic and textual form, while low in-
volvement products showed stronger purchase intention in video form. This study provides theo-
retical support for rednote’s social media marketing strategy and offers a new perspective for fur-
ther exploration in related fields.
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Figure 1. Research model diagram
E 1 fRREE

Table 1. Descriptive statistics

=1 gt

L4 FR I LTIk 45 H(%)
s % 30 15.63
s 162 84.38
R BT 9 4.69
=371 AR 169 88.02
it J LA E 14 7.29
HHETFHL 95 49.48

T St )

H & KA 97 50.52

TR (FFHSZ

(2) EWE RS

H5E, XSRS I 4 R TR, N LA SR T e I TR 0 18] 3 45
55 (M g =5.18, SD = 1.564)%. % m TSN~ M4 (M g =4.2, SD=1.476), Z=4.479, p<0.05.
KR SRR T . Fh AL R R R B0, A B I A AR M B 2B SR R B AR
[t(190) = —2.03, M wssnew =4.92, SD=1.542; M weppew =4.46, SD=1.617; p<0.05]. SZHHH:MNM
i5) 8

TR, RIRA MR IR A AT 45 R o T8NV 2 T S R R AR O AT SRt a0 T, AH S MR B
ST RN 2)Fn, THREHEE R W SE 3[R SE 3R 2 AAEAE — 8 B EL ), 3 — D I0E T
TEARFZA FHE BB WL R BN Z ERELI LR

SRIG, AEFXUR R T7 25007, A3 i 28 5 28 10 R A 28 T SE R R A B m (LA 2). &5;
T, PR 5 S SRR AE BB ST HAE AL, LRI R e o I SR, [F(1, 188) = 35.532, p<0.001].
XFT RN i, BRI S R v T A 2B 0 [F(2, 188) =5.910, p<0.001, M pgnee =
5.53; M e = 4.16]c X TR AT i, ARSI 28 10 A I S 2 SR T B SCHERE 2B 1, [t(1, 188) = 2.475,

DOI: 10.12677/ecl.2025.1472389 1934 TR 4TS


https://doi.org/10.12677/ecl.2025.1472389

P<0.05, M usmree =535 Muwnpee =4.79]. LEEPNE, WIEFIX 1.

Table 2. Correlation test analysis
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Figure 2. Two factor analysis of variance chart

2. NERFENHE

)5, {#H PROCESS #%7 8 (5000 ¥k Bootstrap JiiFf) 36 2810 sUBAIAE “FhE” 02K 54 %%
SRR T E R A ER (L3 3). 45 R, Bid R 3 2 M AH BE KA EH[b=0.222,
95% CI (0.116, 0.329)]. fEmb A= adl, BESCEEidisd 52
AR TR = 0.271, 95% CI (0.121, 0.421)]. 7EA™ mhib NFEZH A, MUAZE 1L A Bh 2B 10 T 2B XS ¥ 2
) S SR 7 A ) TR B N S A ) R 3 [b = 0.171, 95% CI (0.041, 0.302)]-

Table 3. Intermediary function test

=3 PN ERKRE

Wi Bl 5 ok 2B O T AR IR, 0 T SE R M

0, vy
i we my AR e W vt pi s
TR BR
ELKM AT - WL ERE  a*b MY -0.194 0137 -0.032 0.027 -7.127 0.000
R ~FFE T a X—M -0.870 -1.307 —0.433 0.223 -3.899 0.000 i I
FFE T — T L e b M—Y 0222 0116 0329 0.054 4109 0.000
DOI: 10.12677/ecl.2025.1472389 1935 TSR


https://doi.org/10.12677/ecl.2025.1472389

HH

A0SR — T TR R (EHRN) ¢ HEEMMN -0157 0496 0.182 0.173 -0.906 0.366

EnR A — T IR IR (RN c MR -0.350 -0.690 -0.011 0.173 -2.021 0.045
TR EEHEZ.

PRV, R EAIE T PR, Ht, % 2 4 L.
5. &RiTie

WEF LN A GO T 5, R 1 MR LRI 7 i A RO T 21 25 SR S LR
HWFENH . SRISURIIE 1 MR S B WA R ZE ML LN, EilRURMAER KA
TR T RBER A E . I S Al B SO ASRBUEFESE RS S, B BT SR B O SR T
RPN G Il I ITE sUROR R, SETHI SR e o WF TE 48 ROV AS A A SR S 3t 17 g
SCRE, BRI TR R SRS E I A[9]

SE K

[1] 0, THEREE N BRe s 8 M IS A SCBLEIAT FE[0]. FWT 5, 2024(4): 73-77.

[2] ACHE, GRRR, RS, 25 N XUEE RS YRR AR HLERF L [I]. B, 2010, 29(5): 16-23.

[3]1 #R1BIR. ET RS0 AT e A T i) AR SRS AL JE BRI U [9]. BT AAATE 7, 2022, 8(13): 1-6.

[4]  #/0g5. RIS Y % 5 238 W0 SR R B —— B R R A VR AR S N B AR 0], L& 3R L,
2024(23): 73-76.

[5]1 ERAT, BRIk, Umepl. ke o p e 25 B0 it S i VE - ALI[I). 2244, 2021, 58(9): 80-85.

[6] Z=Wje. FFRIGHLA R/NAS App “Fhi 210 B = a2 5 [D]: [t 2= hnie 50]. M RN GT8IR,
2024.

[7] Geng, R. and Chen, J. (2021) The Influencing Mechanism of Interaction Quality of UGC on Consumers’ Purchase In-
tention—An Empirical Analysis. Frontiers in Psychology, 12, Article 697382.
https://doi.org/10.3389/fpsyq.2021.697382

[8] TRWEMS, XIFE. M 2 AL T 4 (™ i W S SR T AL B —— 2 T B AT 9 R 40 R A 0], o [
Mk K 22223, 2024, 29(1): 214-227.

[91 ZEBe. EAEE B bt o BN G0 2% 25 1 SE R R RS ML BT FE[D]: [l 22 A0 5] et L
JiE K27, 2023.

DOI: 10.12677/ecl.2025.1472389 1936 TR 4TS


https://doi.org/10.12677/ecl.2025.1472389
https://doi.org/10.3389/fpsyg.2021.697382

	小红书“种草”笔记的形式与产品类型对消费者购买意愿的交互影响研究
	摘  要
	关键词
	A Study on the Interactive Influence of the Form and Product Type of “Grass Planting” Notes on Consumers’ Purchase Intention on rednote
	Abstract
	Keywords
	1. 引言
	2. 理论基础与概念界定
	3. 研究假设
	4. 研究设计
	5. 结果讨论
	参考文献

