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Abstract

With the development of the internet, people pay more and more attention to the benefits brought
by it. Nowadays, kinds of shopping APPs emerge in, which brings huge difference to people’s daily
life. “Good merchandise sharing” platform uses the new means of exchanging items to fit the con-
sumers’ needs. In order to make clear whether this platform is feasible or not, the article uses date
analysis and research to explore the feasibility from the aspect of social market environment of
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Figure 1. Consumer’s scale in online shopping [1]
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Figure 2. Consumption outlook types [2]
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