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Abstract

Based on the Uses and Gratifications Theory and the Trust Transfer Theory, this paper explores how
users’ participation motivations influence purchasing behavior through psychological mechanisms
in social e-commerce platforms. The study finds that users fulfill their information, entertainment,
social, and interest needs through social interactions. The platform trust and emotional connections
established during this process ultimately facilitate consumption decisions. Social e-commerce
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platforms construct commercial conversion paths through content ecosystems, interaction mecha-
nisms, and trust safeguards, realizing the transformation from social value to commercial value.
This research provides a theoretical perspective for understanding the nature of social e-commerce
and offers practical insights for platforms to optimize user experience. By conducting an in-depth
analysis of users’ psychological motivations and behavioral patterns in social e-commerce, this
study reveals the internal mechanisms of the integration between sociality and commerciality, of-
fering theoretical foundations and practical guidance for platform operations and merchant mar-
keting.
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