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Abstract

Preference is an important concept in behavioral economics. Individuals show corresponding
choice patterns and behavioral characteristics based on their personal preferences for specific op-
tions during the selection and decision-making process. Behavioral economics provides theoretical
guidance for e-commerce marketing strategies by modeling and analyzing the irrational behavior
of economic entities and the relationship between their preferences and the social environment.
This study combines the practical experience of e-commerce in building user preference models,
gives examples of the application scenarios of preference-oriented marketing strategies in e-com-
merce, and explores the application potential of preference model-oriented marketing strategies in
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the field of e-commerce marketing.
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