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Abstract

The “Social + E-Commerce” model reconstructs the operational logic and marketing pathways of
traditional e-commerce through the deep integration of social platforms and electronic commerce.
This model utilizes social relationship chains as transmission media and user-generated content as
the core driving force, forming a unique ecosystem distinct from traditional e-commerce. Currently,
this model faces practical challenges in private-public domain traffic coordination, content seeding-
transaction scenario integration, and the balance between platform algorithm mechanisms and social

IR

XESIH: FVEE, RN, 438 + RN RS BRI L], B R S5V, 2025, 14(11): 2917-2920.
DOI: 10.12677/ecl.2025.14113763


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14113763
https://doi.org/10.12677/ecl.2025.14113763
https://www.hanspub.org/

INEE,

ESIIEE

communication mechanisms, constraining the full release of marketing effectiveness. Itis necessary
to respond through constructing a dual-domain coordinated operation system, deploying a dual-sce-
nario instant integration mechanism, and creating a hybrid growth engine. Research indicates that
the optimization of social e-commerce marketing strategies requires systematic efforts from di-
mensions such as traffic coordination, scenario integration, and growth mechanisms to achieve sys-
tematic improvement of marketing effectiveness and sustainable development.
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