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Abstract

The social e-commerce platform has reshaped the marketing ecosystem of maternal and infant
brands, making content a core link between brands and consumers. Maternal and infant brands
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currently face practical challenges such as content homogenization, prolonged trust-building cycles,
and complex conversion paths. By analyzing the transformation mechanism of social e-commerce
in maternal and infant consumption decision-making, this study identifies four core influencing fac-
tors: content production, influencer collaboration, platform algorithms, and user needs. A five-stage
content marketing optimization model of “awareness-interest-trust-purchase-sharing” is con-
structed, and three strategies are proposed: differentiated content matrix design, parenting stage-
matched KOC selection, and hierarchical community operation. These strategies provide actionable
pathways for maternal and infant brands to overcome marketing bottlenecks.
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