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Abstract

The social e-commerce market is expanding steadily, and user-generated content (UGC) has emerged
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as a pivotal driver of traffic conversion. However, issues such as fraudulent marketing practices (e.g.,
fake product endorsements) have triggered a trust crisis between platforms and brands. Traditional
marketing strategies have faltered due to consumer skepticism, necessitating urgent exploration of
trust restoration pathways. Grounded in the Situational Crisis Communication Theory (SCCT) and
counter-marketing theory, this study dissects the crisis formation mechanisms and evolutionary
patterns of UGC-driven deception, proposing a “Counter-Marketing Strategic Matrix” to transform
crises into opportunities for rebuilding brand trust. Findings reveal that counter-marketing fosters
trust reproduction through a “crisis transparency-user empowerment-ecological co-governance”
framework, with innovation rooted in consumer-centric bidirectional interaction and co-govern-
ance models. This research provides theoretical and practical frameworks for resolving trust crises
in social e-commerce, while expanding the application boundaries of crisis communication theory
in digital contexts.
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P24t (2023 R P I AL TR S5 T B IR ) (RSO ek B T izdik ) B, 2023 S [E
MAH A A B 3 JI1CTE[1], UGC N B AL LBl 1, A AR KIS UGC sl 3%, (ERER
MR SEUE B, FaEEEIHR N E . MBET S EREILHREFEY 67%, M/ EHEE
B 42 39%, SR “ASAEA R - MR - T 6 A5 TR BEERURN . % 28 B DA i A B R R
R TR R A BB S i PR SRR (8] PP (5 A RO B SR o ARSI T 15 R 8 7 B AR S S AL sh AT AL L
UL RSB R . B UL I EE SCCT) WX LRESE, BFFTdn af it s 1] & 4 SR R fa LS
WO B AR E AL, FERYE TS S E LR BRI 1 S s 5ems, Ou & S ah R it ts & 55
BRERAR, RGNS FR RIS AR A S RS S B AL

2. P EA
2.1 #XZHBEHS UGC EH

HEAE BT 55 BT R 55 B — MOBT AT AR A . e AE BRSNS filtil, ARSI EE B
Mfeifipis, WA EE), HP B A AR TF BORGHBI R & 000 A B AT 8[2] . A s AT Wi
T 2SR, ORGSR TGP 2 2 N RS E R G (EHE . T,
X6 (S BIRIE . D4RRALE) AR N AR BT 2 55 o SR8 & I8 R A R A J7 SR SR IR ST P il
AR BB AT R TR, SRR TR RS K. SaAHREHE o, 2024 4F [E A
M7 OS2 5.3 LR, poya Bk fL i 00 241 e 73 [3] -

IR 9 R B ST LNy 5, Ay B A S R T 5 IR 2 R A SRS o R
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B, RG] TR A E .

UGC (User Generated Content) B FHj /7 AE N 2 [5], FREMIESIRSSAE AR L3R, A 50608t
SRS, VPR SCEESEIE AN P9 AR AT P AR . X — U T A R K
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Figure 1. Theoretical model of situational crisis communication
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(1) ZFMEH: HALEL TR ERRE . EF), R TN S0 (I B3 S B R 15 5
“SCRRRLT SRIE(nde s S A )

(2) FHHASENL: HRPFERBRFE KRR T A SR A= S50, & AR Jms (i
RIRTE) B “ HEBAL” S (MR FHH);

(3) HHRAENL: HHAFE AR EAT AN EESE(E R BRI, Rl EER” 5%
WA THER . BE)BEER.

WRIEA A 5, FEGRHT IR 1 =R NSk AR (I ER TN e 5uE)s 39 B (nssfeiem
SR ATIERR); EEA SR BGOSR IR ), AR 1.

Table 1. Types of response strategies and their explanations

1 RPCREEEER AR

B2 iR
1 Ui fa4s 4 (Attack the Accuser) B HISCEH A NS, 7R ARABA TR 1L 2R I

AN 2 75\ (Denial) FERRSEN IR A A AAE
3 548 % ¢ % (Scapegoat) FERRRL 2 R S LA T AR Alh o S e N Bl Ak
4 11 (Excuse) %ﬁﬁ@ﬂﬂ‘]?ﬁi%ﬂkﬁfﬂﬁ%ﬁ%‘z, s fE LR A
§540 7 SRS RER LR S
5 1E 44k (Justification) o KB b A AT S0 21 1 fe L3 i P 45 55
6 ¥ 10 (Ingratiation) BEHFIGEAI RN, B SRMRADAT Aol i 26 P fig 1 4
7 Sk (Concern) a2 EH KRNI
g it 8 []17% (Compassion) Xt fE L2 H KR R
9 i 1% (Regret) FoR AR SN R A R R
10 1 (Apology) FERRAV A AR AR A DTAE, I RAFU AR R i

JENUL IR IR 5 45 S AR50 A R I SRE 2 AR S A RSO AT MV TR B o A ST 5 IO B RS AL
T ARSI S AN UL A FENE, 75 B A S8 A (AR A% S R P (AP 2R AR R Rl JR AL T ) A
SR B AN UEAR I ENER . TEdE HSEE . faL0s R A SUS A R IR AR R BB IG . I
“PEHLN” F CESHMA AN EMEER IR
3. UGC EBRMERNEYLEEIF S
3.1 fEHlEREEE

(1) WERSEMGEN. 5 REL S hGEgR

R A ARG S BESeA ™ R (0 P Dad 47 R R % EE) gt A A 3 st (R A 7
A ERR SRIMAG R ), ZIREEM M “ERIBR” o BN 2022 FE/NA “UREERUR T S, P R A
LR R R, SRR AR AL IR S, SR A RN, FT PO SEPR ARG
AFF, R AR PGS i PR R B R BOR TR BT 37%, 4R & WER) -
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(2) FIZRIRKBHEHL: Btk 5 B =
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() EREMEE AL Tl Pk KOL NG

el A B AR AR SE RIS LT i HERE (Wl K 5 AR “ BN R HERERE I ).
WLTIE I A 2 0 B S (0 “ SRtk 87 SO e N SR IREUH P EATE S B, B R S N
S A BB B B9 A KOL (Key Opinion Leader, H1SCEHiRN “Schda AT B “2 W4T ).
2023 ERIEHE A ke AR 7 B RE O TO IR S B, HAHERE IR AE S S B A T B RN IE  KOL
AN NAB R =38 A VR R 2532400, R 223 R 388 60% (R 7 e 45040 o

(4) FEARESENL: PRSI B R AR A BT #

BT RN B CHEMAEIR, 7 & e & B WA (W5 ikAnd . U SCR), BHESHES 4
PRI A . DGR BRI B BRI 2R, TR iR - R - EREE S
Wo DUNLANE], i ORI FiEd R, SRR EHRREX, QEE NERZIERINS
ROEIR (I “sh Biay” “Y4ZT7 ). FEHP AP EHEEN NGRS T, Quest Mobile £
7R, 2023 R N UGC HEFAS B FFIREERS BE IV L filik 58.7%.
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(1) BRI BERABRRRS P LR IRERE
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AL, R S0E L U FE 550 7 B KOC (SR8 R I VH 938 ) A A B LSS HERE AV & il /s
AT SRS RO LEE, SREREICMIT A 50~250 jo. A VAN E, Wi e
KOC fEATilL P &L MGk SRR T Be R SR ™ MR, Bl “Ralibpe” S a8 sebr
WEEERERERMA. &5, TEERAHEE S LIRS, SEUREMEZILEN N TERMRE
RS B BdE RN, 2021 SR/ TG IE 242, BRI B RST IR I B R

il R 82.6%I17H S E AT AL R AP 2, (H 78.2% 8 HOR USSR T AR Al A AL
R (AR . BUERE) YR R BT AR A IS, AL E O

(2) A HWRELF. BB E ENMA

FE RGBT “ERE 7 RIS A B A R, Al SRR AR R, WAL “IRBER A FHAE,
PP SEBRAT R 5 B A% O L S R RIS, AR SR R ] 158 Bl 3 124K

HRUEARIRG TR HOR 1 BR fabLl, BRGNS PR, 54k 36E # i sk g, gt 315
Wi o RAIPP T & OKRERBE” 1705, BERME IR EER AN “TERITS” , T e SR 2R B
IR R, ANLASEE S EAE 81 AN ACERE T RARIK S, B AR B

(3) ¥ AAHAIRNE AL S f TS A4
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BihiJm) 7 SERRRE . Bl “ A EAMENLAS” BONRIE R TR SRS 5 R A 5 BUH
TG BRI R E RGNV EE . NN 2 KBRS FIE, 2022 /IR AT R B E TR K
S SR B B, P G AR 2 T RN ALR M UGC X A% O B (B85 73 52), FH P it 2 XU T il o
ATV RN B G AL G S B R . WAL SRS, SR AR M B A AR 2 B AR o e
WRIGHI SR R EHRFERT, SBOCRE R RRSEERT W T MR, i 25
PIAE SR PR T RRE, A AR
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(1) FERTE: EBREF S/ E R STE(SCCT [ “EAER G N TEE fEH L FE R 1 (SCCT)
S, T AR REHL” (R A EL ), b R R EE RS 7 s T, M TER
AN AL AR U LR E AR AESENUIE RN CREBR FIR B A B2 A5) S5 ATF S0, BT SR IR I
ANEE Ry, 75 G SCCT H “SENL TR IH PRI ” X TE R S AL SO0 I

(2) RSN @R SR (ERBRER T RO BERE” B RIER R E L,
IS TBOR” “IRNE 7 R ” SREIE, AR A O SE LI B R . I, £ A i
K RGP 52 50ESN, L UGC WAESI AU, I8 b iR am e H - B i AL,
Biln “EWALNEE” DAET 5 A2 SRR

(3) EMMATEY: AT A B S Tl S AR LA SRR (Y 3B R SR 7 ZER AL KN AT B OF
JER PSS AERIAT B, W SCCT Ay “SCHpRUsems” A “AILATa0” BBl SR sent or “ R
BRI B ARG B L, FIBR 28 =7 WU S 1R A Bt o Kt ORI e O R R B “ A5 AR B

4.2. RIEESSRIEIER

Table 2. Reverse marketing strategy matrix

2. RIAEHRIEER
SR e 1 PENGR)i Hp i

, St GREREEE ) AT SCCT MfaHL it EIHERE, o R AT
FEALAEN SIHE R 5 % SabLFT, HRIEA AR 7
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‘ PRI, GO “FUEER SIS ERT 6 AG ), 4 SCCT iy

SRR AR SR 5 270

- BB OB SOBUR IO R IR, 55 = AR
R E

IER R “SCHFYSRN T RUR

92 JEoR T EET AL IEEIE M UGC MRt S faALIK) S 1m0 8 A SRS AR I, 05 DU A S 4
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7 R IE IR, = e BN L, R TR I R A OR AR B S (S AT
RN &5 6 AR EE(UR] DRl AR “MEBTE G RIS 5K, T UGS SR R FERRCR .
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