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Abstract

As the sports industry and the e-commerce economy integrate deeply and the demand for sports prod-
ucts continues to grow, traditional e-commerce is constrained by insufficient user interaction and
participation depth, limiting the release of consumption potential. Social e-commerce platforms lev-
erage social attributes and community effects to realize product value through content dissemina-
tion, brand identification, and purchase conversion. Drawing on the popularity of sports events, social

SCEF| M g AAZHET AR E R & A ST S D]. TR %5 RIR, 2025, 14(10): 136-140.
DOI: 10.12677/ecl.2025.14103123


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14103123
https://doi.org/10.12677/ecl.2025.14103123
https://www.hanspub.org/

LIS

interaction, and brand influence, this study explores users’ sports product consumption patterns and
reveals platforms’ driving role in sports product consumption. Under the frameworks of consumer
behavior and social network theories, we articulate a multi-stage mechanism of “event trigger—social
interaction—brand/opinion-leader diffusion—scenario experience—review feedback”, enriching
research perspectives and providing theoretical and practical implications for the sports economy.
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