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Abstract

With the rapid progress of China’s Internet technology and the widespread popularity of mobile
Internet, the e-commerce industry has gradually changed from the traditional e-commerce model
to the emerging marketing models such as social e-commerce and live e-commerce. In this process,
the lower-tier market has gradually become a key area for major e-commerce platforms. This arti-
cle takes Pinduoduo as an example to explore how it meets the needs of consumers in the lower-
tier market through live e-commerce and social fission marketing strategies, and summarizes its
successful experience to provide reference for other e-commerce platforms. This paper firstly sorts
out the theoretical basis of live e-commerce and social fission, including consumer behavior theory
and social network theory. Secondly, combined with the actual case of Pinduoduo, the interactive
and entertaining nature of its live e-commerce strategy, as well as the low-cost and efficient com-
munication mode of social fission marketing are analyzed. Finally, the synergy between these two
marketing models in the lower-tier market is summarized. The research shows that Pinduoduo has
successfully achieved rapid growth in user scale and platform activity in the lower-tier market
through accurate market positioning, innovative marketing methods, low-cost user acquisition
mechanism, and optimized user experience, which provides important reference for other e-com-
merce platforms.
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