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Abstract

In the context of the diminishing internet population dividend, social commerce has guided the
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transformation of traditional e-commerce. Starting from the essence of private domain traffic, this
study discusses its core value in social commerce marketing. For consumers, its value is reflected
in price advantages and shopping experience, while for suppliers, it is reflected in the dimension
of benefits. On this basis, the operational mechanisms of the two mainstream social commerce mod-
els, “Social + Commerce” and “Commerce + Social”, are thoroughly analyzed. To further enhance the
operational efficiency of social commerce models, strict quality inspection, proactive information
disclosure, and brand building should be implemented to increase customers’ trust and stickiness.
Additionally, protecting and effectively utilizing data to optimize customer experience, further re-
fining customer groups, and implementing non-intrusive marketing strategies are essential for con-
ducting high-quality marketing.
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Figure 1. The market size of social commerce in china from 2017 to 2023
B 1. 2017~2023 SFrpE#E 32 R T IAME

AN T B O (B EEARIUAE A% R SR RIS PRI T o V8 B R A AR sh BN IR, ™ i
O SPEA EEIEAS BTN, R AEIT AR QQ T AFA AR R EURIKE M3t A 2 sl b i ag
GAT N, BITCIRSEBLA R B, PRI T R B 0 FUASER 5T B 1 77 rP AR AR ) DA RS IR . PR EE
s ANFERRAL A A E A 77 SOREE AR B . BB 2k H LA, AR R S B DL A A B4, B
GBI, AT AR T AR 6] ARV B ARG 1, — T A S R R A B L 2 BB AR S B
PRSI B At vy 2% F Reon m b AR S 2, DUAe YIRS . 53— 7T, AR RTB T A S B
Fe AHELLRE P AOU SRS . BT SRAT Y 5E ORI ORI S R R B, BT IR A S R 9 2R
F IO TSR IR S5 i S PR T AU A ARG . R, RN RMSIR RIS (R T B WiE ERE . QQ
HE GRS B RO TR B, AL 1 SRR R A AR

AN T 7 X B T ZEAR B RS 4R . AR T T DRI BUBUE B A 4, A5 B AL S 2
ZFATLLRs BB R IEEGESh SR e HEIR 4 B AR R, CEFRARIE AR R, 5271 1) AL

DOI: 10.12677/ecl.2024.132405 3293 TR 4TS


https://doi.org/10.12677/ecl.2024.132405

MK

W, HIR, FAFERE A, BxREEFELTRERRSE, HW@EARY KA. TESZA FmmiE
RRTFEHANR, BF —EBBERENE B AR, WEAATEEANRMA. R, FABRERE
WHERHEME R Z MR T — AR R HES KA BB PRI, A2 iE B iLH & i Rk
RITFEF=AERE, 7= i E B W i DA IS B LTS HE R & PR . AR EN BE B AT R S
W E I SRS, B SR E SRR WAL T & B AW TR0 .
3. AEREBNLIZEFER ST

HET AR B BE AR, Lt “(38 + HE7 E-2 “HE + #1387 HRNEERR D
] B G- b AR PR 4 2 O 268 0 Y 508 SR Y S A WD AR 56 AR FHAE S 50K « L Th SR HEE T Al B ROt 3 & 4
IR SHETIRE, A0iE B RER R P AL TR R XS T B T 6
3.1 “#3% + B &R

“RAE 4+ HRE” AT EKFE KOL/KOC X/ AN, 8IS /A FHESNZE 5, A F N
BRI AR SE LA, SRR R NS, BAAIEENLEIINE 2 Bk,

KOL/KOC

PSS / EES 5
J%
z]%/\
S8
" R fAﬁmﬁ}%B tRrRS
o
5B ¢®$
P | S— = [ an= SR

o
& %T %
| =

BERE

Figure 2. Operational mechanism diagram of the “Social + Commerce” Model
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Figure 3. Operational mechanism diagram of the “Commerce + Social” Model
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