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Abstract

E-commerce platform is an interactive network platform that can promote efficient communica-
tion between trading parties in terms of information. The rapid progress of modern e-commerce
information technology enables trading parties on the network to break through the limitations of
time and space, achieving low-cost and efficient transactions. In China, the scale of e-commerce is
also growing and expanding day by day, and in this process, a group of local e-commerce platform
giants have grown. As a unique social e-commerce platform, Pinduoduo has quietly become a dark
horse in the industry. Its rapid rise and comeback are inseparable from its unique traffic distribu-
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tion mechanism. This article applies the basic theory of e-commerce and analyzes the characteris-
tics of its traffic distribution mechanism, as well as the current problems, in combination with
models, to provide assistance in optimizing the traffic distribution mechanism.
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Figure 1. Centralized keyword search mode
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Figure 2. Decentralized social recommendation model
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Figure 3. Pinduoduo’s traffic distribution mechanism model
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