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Abstract

With the rapid development of the social economy and the internet, network informationization
has deeply penetrated people’s daily lives. As an emerging field, the knowledge-based payment in-
dustry enriches people’s spiritual world and provides daily convenience through diversified con-
tent and convenient usage. However, behind the rapid development of the knowledge payment in-
dustry, there are some problems that cannot be ignored. This paper first summarizes the current
state of the knowledge payment industry, identifying key digital marketing issues such as user trust
crisis, low customer retention, and content homogenization. Further, it analyzes the psychological
causes of users’ knowledge payment behavior from three aspects of cognition, emotion and social
drive. Finally, this article proposes targeted digital marketing strategies for platform operators and
content creators, which aim to enhance marketing effectiveness and promote sustainable industry
development. This paper provides theoretical support for enhancing the marketing effect of
knowledge payment products, and at the same time provides reference and guidance for the high-
quality development of the knowledge payment industry.
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