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Abstract

In the digital era, network technology has given birth to various B2C/C2C business models, but it
also brings many negative problems. Among them, as the most popular B2C/C2C business model at
present, the problem of “false price comparison” brought by live streaming has gradually become
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an adverse factor affecting consumer psychology, business credibility and e-commerce stability.
From the perspective of economic philosophy, this paper systematically discusses the adverse ef-
fects brought by the phenomenon of “false price comparison” in e-commerce and the changes in
consumer psychology, and puts forward comprehensive solutions from the aspects of market order,
consumer education and protection, business responsibility consciousness, policies and laws and
regulations. It can play a positive role in maintaining the order of digital market and promoting the
long-term development of various B2C/C2C business models.
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2.1 LA R EAE
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P BLE R S0 RARK COMER “Mis iRl - AR LA ” e gy , A LA i 2 48
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FEr, BUBLOEL . M ACCER . T 05N S5 A PO BTG B0 G TR R 5 B 9 DR SRR A . X
N AN IR AE A ) SCBE R 2, Fod Rt “ Lt 184 R T8 2 2T P R R R )
FEAR RO BTG, AT SRR A O R . SEILR R A H . BRI, A kv AN
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R I, RN L GOE RS & 4 Tk RS B FR A 8, MRERKREE LR T H S
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LT R FH P e ) 22 A FOBAL I AL, (RVIETH 0 M. S0, I MR B R T
A ENHBEIRE, (R AT HRT IR . BURE BRSO RS TF A, UL
HEAT AP AU LA AT R R0 M VP (RT3
5. &5
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