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Abstract

“Content planting” (Zhongcao), as a quintessential marketing phenomenon of the social commerce
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era, has profoundly reshaped how consumers access information and make purchasing decisions.
Taking Xiaohongshu as a case study, this paper systematically explores the impact mechanism of
“content planting” on consumer decision-making. Grounded in the S-O-R theory, the ELM model, and
trust theory, it constructs a “Stimulus-Organism-Response” analytical framework, revealing the
working mechanism across content characteristics, user psychological states, and purchase behav-
iors. The study finds that content planting acts as external stimuli through information quality and
source credibility, activating mediating psychological variables such as perceived value, social pres-
ence, and trust, thereby influencing purchase intention and decision efficiency. Content format (im-
ages/text vs. video) and product involvement are identified as significant moderating factors. Fur-
thermore, the paper analyzes Xiaohongshu’s “SPU x Selling Points x Target Audience” methodology
and its commercial closed-loop design, elucidating the evolution from “mind share” to “transaction
conversion.” The conclusions supplement consumer behavior theory in the social commerce era
and offer practical insights for brand content marketing strategies.
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