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Abstract

This article aims to explore the core mechanisms by which KOC construct, maintain, and commer-
cialize trust relationships with their followers in the context of social e-commerce. The study
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employs a combination of theoretical analysis and case studies to illustrate the characteristics of
KOC, centered on authenticity, highly engaging interactions, and niche penetration, as well as the
pathways they rely on in trust-building, such as continuous content output, in-depth experience
presentation, and the provision of altruistic value. The research finds that the monetization of KOC
trust mainly follows two models: platform-based commission distribution and deep operations
based on private domain traffic, further giving rise to forms such as paid content consultation and
brand content customization. The study concludes that the essence of KOC marketing is the “trust
economy”, with success depending on maintaining authenticity and trust capital throughout com-
mercialization. Based on this, the article provides practical insights for brands and KOC communi-
ties and forecasts a trend toward professionalization and organizational development in this field.
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