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Abstract

With the rapid advancement of e-commerce, Enterprise WeChat, leveraging its social characteris-
tics and extensive user base, has increasingly emerged as a crucial instrument for enterprises’ dig-
ital marketing endeavors. This paper, grounded in social network theory, delves into the marketing
strategies of Enterprise WeChat within the e-commerce context. The research reveals that Enter-
prise WeChat accomplishes the stratification of user value by implementing differentiated opera-
tions on strong and weak relationship networks. It capitalizes on the structural hole theory to
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bridge heterogeneous groups, thereby gaining an information edge, and realizes the increment of
social capital through the dynamic conversion among trust capital, relational capital, and structural
capital. Essentially, the marketing of Enterprise WeChat represents the resource-oriented recon-
struction of social network relationships in the process of digital transformation.
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