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Abstract

The “People-Goods-Scene” model is a new business model centered on the three core elements of
people, goods, and scene. Leveraging social media and e-commerce platforms, this model gathers peo-
ple in an online scenario to achieve the goals of commodity sales and marketing. With the iteration
of Internet technology and the upgrading of consumer demands, the “E-commerce + Live Streaming”
model has become the core carrier for reconstructing the traditional e-commerce logic of “People-
Goods-Scene”. Taking the “People-Goods-Scene” theory as the core analytical framework, this paper
deeply integrates the Integrated Marketing Communication (IMC) theory, Information Asymmetry
theory, and Scene Marketing theory to systematically deconstruct the reconstruction characteris-
tics and internal mechanisms of “E-commerce + Live Streaming” in the three dimensions of “people”,
“goods”, and “scene”. It sorts out the development status of this model in terms of market scale, online
influencer hierarchy, and technology empowerment, and focuses on analyzing core issues such as
the homogenization of “people’s” persona, the quality control failure of “goods”, the traffic imbalance
of “scene”, and the synergy disruption among “people, goods, and scene”. Corresponding optimiza-
tion strategies are proposed, including “hierarchical persona cultivation + private domain operation”
and “full-link quality control + digital traceability”, so as to provide theoretical guidance and prac-
tical solutions for the “E-commerce + Live Streaming” model to shift from scale expansion to high-
quality development.
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