E-Commerce Letters FL-TR55¥Fig, 2025, 14(11), 2928-2935 Hans i
Published Online November 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14113765

DRBAEXNEENSE~RRERMATB2B
MEEHEANEINEE S ERER

B, X @A

MRS S B S eBe, S BERH

Woks H . 20254F10H 140 FHE: 20254F10H28H; &A1 Hi: 2025411 H27H

R

REHTFEIFRARR, UREHE. ATERE. a8 ARRGeRAE™ ) B EFHHT 2 AR %
ANGIR, BZBMSEHMBBABIS. R, ET TIALBERAZEFRRIEX—IEFRIHHA
BRI, BT I HER . BTN, B2BMSEHKIRHEIEE LS N EERATE
BIREEME, EREHEFRRE LA N Z RKF EMR T ZHTB2BM 2 E 4B AT R A
2. Fik, ANETLRBEXEFNEEFXRERNLEMNA, BEELRIE™ N EE>XR
HIF JEZSIEB2ZBM 4 B 41 IV ELRBUT, MEBTF LS RB2BMAE MR AR, R, 2
HREZEQFEE, #MABTFER. MELE. BUE IR =T H R AR L B2ZBM S E HT 0
WRUE PR RISCERERAE, O HTB2BMSE HIRR T e G KPR, BEATRTIEM:EE, UIEF#Es)
B2BM 2B SLHIRAIRE, AR RR LRI 5] .

X 5in
HFENEEFRR, B2BMEEH, SHE™), HEBBEHAE KR

Innovation Logic and Practical Pathways of
Business-to-Business Network Marketing
Models from the Perspective of Marxist
Theory of Productive Forces and
Production Relations

Qian Lu, Lili Liu

School of Marxism, Guizhou University, Guiyang Guizhou

Received: October 14, 2025; accepted: October 28, 2025; published: November 27, 2025

YEF|H: K, XIWEH. DB XA 5P RIS A T B2B MK E ARG HB i 5 S SR D]. R
TR &EE, 2025, 14(11): 2928-2935. DOI: 10.12677/ecl.2025.14113765


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14113765
https://doi.org/10.12677/ecl.2025.14113765
https://www.hanspub.org/

|
:

Fli 5, 1

=

i

H:

i

Abstract

With the in-depth development of the digital economy, new qualitative productive forces repre-
sented by big data, artificial intelligence, and cloud computing are increasingly innovating and be-
ing widely applied across various fields, and the domain of Business-to-Business network market-
ing is no exception. However, traditional production relations based on industrial-era thinking ex-
hibit significant lag in this process, forming constraints on advanced productive forces. This study
argues that the evolution of Business-to-Business network marketing follows the universal law of
the contradictory movement between productive forces and production relations. The contradic-
tion between traditional marketing production relations and advanced productive forces consti-
tutes the fundamental logic driving innovation in current Business-to-Business network marketing
models. Therefore, based on the classical perspective of Marxist theory on productive forces and
production relations, this paper aims to construct a triple innovation logic—precision, collabora-
tion, and distribution—for Business-to-Business network marketing models in the digital economy
era by analyzing the theoretical mapping of the contradictory movement between productive forces
and production relations in Business-to-Business network marketing. Furthermore, it systemati-
cally proposes practical pathways for Business-to-Business network marketing to transition to-
ward new production relations from three aspects: digital infrastructure, value co-creation, and in-
centive and distribution mechanisms. The study also analyzes potential future challenges for Busi-
ness-to-Business network marketing, offering forward-thinking insights to better promote profound
transformations in Business-to-Business network marketing and provide strategic guidance for the
digital-intelligent transformation of enterprises.
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1. 5|8

B2B (Business-to-Business) & i Mk 5 £l 2 [ 8 1ok % FH 90 4% 550 E BC P 1047 7 o B0 AN S B i s 4t
11k, JFRAZ GG — P 7RI S [1]. EMHE BERITH 7N F RG], B 7S A, #tm
TANEZ A A2 Gy s BHFE RN . AR, EEF AT RIREIA A 2 RS 5, BTRSTiams
KRR, #2035 B2B R TG ME R E . MM RIS 2R, M 2012 43 2021 1)+
SRR L R T N 6.25 JICIE K BN 25 510, 2021 4, FKE B2B HIREAZ 5 M 55 B WAUE
1954 12,76, [FILLIEK 28.80% [2], MUAMEBNE FAT K I LTI 2., MRIIZEMRL. BEFHEmmth.
ACIARTENS . 25 R B 5 B2B M E A IR IR E A RN ENRE. keSS
HLEE

T, AR B2B WS E R SR 1 2 oA, BARBUR N, B2 R T E S5 a5
i, HAOWE T ROWALEI S SRR A, 37k il = 0] SR 3l AR s (IR S A e G B S A 1 s AT . IS R
SCHRACIL,  H ET 0 LA b B AR ) S AR P G RERIR IR HESE R G FT B2B 4 E A AL A E 1
FSCEASTHR o« A B 9T BOTERAR M, (R D B BOR BOR 8 SORHESN AR 77 58 RS M S A it 2R 7= ) R,
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BRI, AR S v B UBOR et 2 A 1 S AR R R EER SN B2B M4 E SIS OUR,  BERE
SRBLIRZ IR IR RENELY, R B QUHT MBOR B JZ 3T 24877 0 5247 R R 0P & Ia sh K P SR = 1
SRANERIE A IR REDY B2B ML E B W AOR (AR 57 ), R B IR A 2 M 5 St e AR 7 AL
BCHVET R E A 2R AR, b S e BRI M R BR D B . AL B AR UL TS — R IRA
HIBTECT A7 1 AR GUE B LT R AR I & WA s AR B2B M4 S S B R Z 8 4 2T
ERZ RS B AR B2B M E R SRR, B el PO B A E A R R

2. £FNEEFRARERAE B2B MEEH T AR
2.1. ORREXEFNEEFRABRHZ LA

Sy B SGAA, AT NRAESC B s B AR RIS B RE T, Fn 68 N RAE St D
FERE . HAZ OB ROAELUE ™ THO RTS8k, 5780 KU Gs H TR s . o, A~ TA
KX GRS, R AP SR AT IS o AR R MR AAEY) B SR A P i R
R A LR SN R A A0 R R, SR BRI A RIS R b NS NRISE R L™
Al 7 HE R &R [3].

FEAL R, PR IR, AR ARE 2R, ERENG . R
WA TR ZE TGS, MBS RKIENEEARB . X T IEG T, A TR R
RIGIRIIH R, ERE KRR AR . A KRR MR I B RESI I RAE . B4 KR
EREP SR RS, ERHESN A IR R, e A RS . BRI, AR IR R AT
FHRAEMTAE . 2 a4 kR 2l B EREN— B IEsh a4 K &
B AR AR e RAETT TR R R A AR RGN  JI IR, o ARSI A 2 2 i PO B
KRBT o 7 [4]1X—Z BB, I EEF 25 A B2B &4 Uk “#rBRAE 7 $R 4L T 2K
VB R

2.2. B2B MEEHER THETHEETXRAE

2.2.1. B2B MEEHNES~HER

B2B W4 E S P AR = R A R AU R T i 1. SRR HESE R E A
EIRES . o, Bl BORR SR I AL, FRHT B2B BRSNS KRB EATE S T A
ISR E AT & . & EHE T & (CDP). X84 T B M e R, B E T AT I 488 84 1 2%
R SRt S N E NS S R O AL GBI VAR BT B R AR L R L
(1% FOREE . TTHEERIcsE . WA 5. LI X S8t ot R BEAT 530 . S AEE DR R 5 -
PRk, A S O N TR0 57 R 5472 Tkk. 97803 RS B2B 48 B 7S sl AU E # N
A, AR ARG R R TG R L BRI AR REE R NASRM TSRS E S
R, 57 B S B A 7 T AR IURL.

2.2.2. B2B REEHNE=XRER

B2B 4 4% B AT Hh A= 72 R FIT A 1) 9% 2R AROAZ Co PR BILTE 8080 8 72 15 5 1 5k R A R AL S s AL E
e g sGE SR SR, BN SR TS k. AP 205, HETEAL RS IR
FABUTHIIG FAL, SR AR T HTE RIEAS[S]. AT NS AR R R R A AEEE 4 P B2B il
SR AR RS A A5 EahiER . B MES “SL07 15 - EHsh” k. Rk
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2.3. B2B R EHTUBREARTFE: LiETNHEERGE=XRIHR

1T A2 77 SR R AUE RS A T 24277 0, DRIE, 2400 B2B 44 8 4 U Y 2 A 7 i IE 2 H OB H =
IS BEA ™ 1 SR e AR S E AR R AR BT JE . Aok, DUREHE. ATERE. Ta5K
P RRER et A 0y, B B T DA AR 8 A 7 K R Ho—, BB BRI 7 1kS
HEA VR ik BE )5 2 T K AT 32 (R G UE B AR Z 1B R i, A 45— — KA Al 55 Mk DA FE A
Wtk eIl MBI RAME R S RS 53 E. T, i REE A ERE ) S5 BINE 2 1
J&, BEAS T EORE s 5SS ARSI E . =, KRS RS I TS A R S5 S AL SRR )
TG, HEERNIHMEIE D ECHE DA R . ARG R R QRO JI R R “RERE” o IR
FEIX—HEATF JE IS, 818 B2B AL AU NS B I R AR, TR T B2B & A B3
o
3. SEHtE AR B2B BHHE S X AT ENBINELE

B2B MIZEHIICIHNEH, 22—t AR TSI KK MARGUE B R R IAT RS
VEARH S5 AR RE . BR R aE . P GES S RE = EI2E AR % R R AES )
PERIZEMEVEAE S0 L], 22, IEE2 8 —1E B2B &8 s A K B 5.

3.1. EEEERINAIEELIZE: N “RXEWR” B “HENERN”

3.1 EFAN “TR” 8 “BEK”

ARG T I A EE B R EE, S IEIE B . X — BRI AL IR E) 1ok B
TREHE 5 AN TR EE. 148 B2B EMHAE IR T CRM. WBFFREACSEWIZ TR, 357500 GUR M)
fr P sER, YR RET S E NN NG . et 4 RO fE T8 5 R, BuihA s
AT A% O 57 SR AN BORE, R SRBE I A B (7] Al i 7 77 Bl - 5 (CDP) A L H 45 70 1)
ZUVBHRRG MG SRR L, A 707 7 SR BT S TINE MRS HEHEL , MAERAE [ A
PRI =X —R %o BEAh, AL BN TG IO TR . AL SRR RS 5 S BRA R 1 5 1 E 3 (b T
H, MR 7 B MPSRRE R GefA, RENE S N P IS A, WA, HEEE
JEAEA P DAL AR, ORI AR 7073l E RUE N B2, R RE N B S7 sl B, LT
Al I A1 B R 8]

3.1.2. Bt SERHXE

24 B2B B4 T 1AL 5% P 2 (A /2325 5 L7 1 e LR B, AR A O TA 8 s TR
RN, AL BB T T T ATH” PORSHERUEEE 1. 2 AL RRESUR BRI N PN, (64t «“—T)
V17 0SS RIS IR P Ok R R R B PR ANIZ s, St e e TR R, s
PR R RGN ARG AR T I, TR T CRSEIME A B R . AR
FAFF AT O AR, R B A B “RREmn BT3RS o Bk T AT LASE IR G
HREA, KB SRR O T SRR S R A BT R B B SR R E S
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3.2. FRESRIHHEHEE: N “RENER" B “DELIME”

3.2.1. AN “HER” B ‘Mg

DI AT GHORSEITHE T BT T, A5 Ak BE0E AR A A 55 41 B B3 AT SE I i 12
H5WEGE. PN —MEA ), ASIABERAE 5, MRl E SR E hTiy, e
T M FEEE PIEES RG[10]. EXADRGET, MHMECNEAF RN “BER - £ - 58 -
B R PEMIG G S, TR H A R SR LR B ANE A S S E & AT 9
PIZEAL B Rl AR o 25 7 B IR AL ST AR L FEZAE X S A2 7 0 TR, SRR NS 5 20 f BBt
WER MR, SO ERIIE R A& & [5].

3.2.2. Bl SA#ENXR

P A3 77 AR Fbr B4 B2B B IE A SR LS X R R 1 “MEIL A ML ” KRR, F
B B SE P PR R R S RO T A RIIE TR, Al 5k 1] 26 R RIE B IR RS S
A, AEPERRI T R FTE 25 L DL S S A8 o e ) 0 7 B T S, BASEEIL
A ARSI AL

3.3. AIEHHIRERI S NIBE: N “LER” Bl “AHENESR”

3.3.1. EFARKE: SIN “BAREE”

XHBE 58 B G LHARM K T — M AR AR I B AR EAT . A KA T AT S T iE
PRIERIC R, TR BE A 2 Fe VPR R A BT RN SR A5 O B SR AT AR, DufR tk B2B B K HIAE
FEREAL A R E B G . e M gy SR it T artE T A([5].

3.3.2. EMNMESSEHNXER

FER RN e, XHUEEAE ™ ) IEHESD A A7 R AR A — R R TR A —— Rl S i B iR Bt
B, CEE TAEMREITARISCR, MW TS S BCE NI, & R AR IR A IR E
SRR B [9]. LKk, EIEE AL EY 7RI R . PME BRI TR SE g Y, 58 ik K
BOTRRA I, A< 0 B e 7 AN T TR AT B 3 BRI AT i, SXMARA _EALLE T A4 [9].
M H.,  HABORIRAE 17 UL LR AR — Mol R P A S AR, BI T e @A G IR N B
R AR B =5 TR B, UL T AR AL U F) (5 At wT AT F S22 B P o I I8 28 M PARARG o #f B PR E
GyISA, FEONMZEIETTG B PR SSOE 7 Ie e al . i), B SINEIERDE, Mg Bl
A% 2 8 AR AL AL IR S VR BEHESE . e AMREXS TN RS B STk an SR B . S S X
WEBHTEIR . AR RN, FEENZ, EUEENES AN ER RSB HREME, feisH
PN 025 B A KR AR A I 3 RS 3R S, TR, I 24 2808, W S B0 — b 73 A5 5
AR ALY B

4. LR : MBREBNARESDIOMBEEHE~XR
41. FEYFEE, MR “RREI" WE~DER
SEHERG 2 725 R AU ST AE SR AP SRR b B — RO RE R TR RS, A
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g E BT B SOEE S AN IOL R Gih, R T “BdBag ", SEE I E g
AR TR R M, TEI0KE 35 B R BUE S A RGP R B A e e IR T T @ A
PR 6 (CDP), ] LN RS #EAL 2 3052 57 3 56 R Ak fill. CPD fig s RAE . A ML R B &4 RGN
F AR, AR EIBEER ARG S AR R LRG]S R SR AR I 2 P
AR R AR TSRS, SRS G 4 10 A 77 06 R AR T 06 75 A IR R4

4.1.2. ARFHNFER: SINBEUESTR

FEGE— {157 B RARA L, Alb 7 R0 A BB A 7 TR AT o . SINE S B sl &,
KA — X —HLE . X1 G BEMS I T TSN B0 AL BERITIU, 3 ShHAT P 8 L A S R A
HFEREVEES, BEEHARMNEBR 573 R, BORERTE “A 7 Bk 5INN TR BTt
oriralE, HESEAIESI N CHIEMINT [ ST TR AR AL BARLE )T CDP P& i E AL
fi, TN R A SR RGBSR S, IR T S P AT ARG S ELEh I RE ST, SEEL A
HEMERL” K&,

4.1.3. IREEFHE: IBEHELEWAR

AR TR T b IR EOR AR RO TR T7 3 B AT RRe e R . Rk, A 2000} 75 4 AT DA R 4T 35 e
B, R HAEEERIR . BORNATRESI LA ANLOME B Y, {2 REARIRAE & AR A ™ TR, SR
JEEM AR e R ) AL RE9]

4.2. EWARARTS: BE “MMELE]” HESUXR

4.2.1. HEBNARREBESHER

NIERPE 6 A WS P R A, Al AT A% S A HR RE faT &, A7 AR O O IR BB [T A
AEEEDNRENZ T I/INA, LTI SURE & P R BR AR S IK A e FEMEE 2. XA A
PR, eGP N % 7 FoR, BRI SS BUER 3T [ 1], HSLARE A A R R I RS E AT ¥
L R ERAE” ERAT, BIIGTEEE SRR Z R FEILEIECR, 4T e A SR ES
71, SR AN IR S R I K

4.2.2. EFMATFHOFEES

AMVARYE H 557y, FRNEFMESRMAES TG, 5 L NSRRI AR SRR S5 B,
TR R AE R EF= R R o AT ARG R, W AE @ BAT TG, e US| B E kA
BB, HFEDy% PRl AR TS R W T 2 AR, BB ASE R ZEE B2B P ki B
1688 TV HIKMF & alii i B AR 7 82 FH(APD) 5 B AMBVIR FE R, T 30K SN S RN A P9 44
ThIF PG R a2 T B AR ERU AL, B SX Ak R L S5 R, ASESD ™ i
By WSS AR E ALY

4.2.3. BuihEHEREAN 5321

FELEAS NI, A UL NI I RO SR A 255 O RCR S ST S A 2 0 BE BEU), 3@ d APT SEBL A
SRS MR, BEITG IR HAERPMESCE, FEBhAE B N “fd YRR “ARE” Y,
EBN G B

DOI: 10.12677/ecl.2025.14113765 2933 TR 4TS


https://doi.org/10.12677/ecl.2025.14113765

Fili 75 »

RAIE)

4.3. BIFTRRISTED, REAEEPORELIGE

43.1. RRERERAREREEESKBE PR A

FER R IRIE S B B BB o, MR S L AT IS, MR REE . 45 R/ AfE, N
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4.3.2. RRBIELFHMIER
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4.3.3. BV AT RENRTAR S BHRIGIENH
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