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Abstract: The emerging knowledge-sharing economy provides an innovative model and efficient channel for
knowledge production trading and dissemination. To promote the sustainable development of this new busi—
ness model this paper proposes a multi-stage optimal pricing model by considering the characteristics of two—
sided markets and the validity rates and social characteristics of knowledge products. The model parameters
are estimated and numerical solutions are conducted through an empirical dataset that collected from Zhihu
Live. The results indicate that: 1) The derived optimal pricing strategies are consistent with the actual scenar—
ios of the knowledge-sharing platform and comparative analysiswith other models proves the advancement and
effectiveness of the model; 2) The diffusion rates and initial scales of users have no significant impact on the
pricing strategies in the start-up and growth stages while the initial scale of users has a positive effect on plat—
form revenuesin the maturity stage; 3) The validity rates and social characteristics of knowledge products af—
fects different parties of the platform. The validity rates positively influence the development and operation of
the platform. In addition although social characteristics have a positive impact on the growth stage a negative
impact on the maturity stage is also observed. In particular the validity rates and social characteristics have a
cumulative effect on the platform and social characteristics have a stronger effect than validity rates.

Key words: knowledge-sharing platforms; two-sided markets; online knowledge communities; multi-stage pri—

cing model



