E-Commerce Letters FL-TR551Fig, 2025, 14(12), 4113-4120 Hans i
Published Online December 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14124347

EBR~mEEEREPREHREE S EIHITE
REEHAS

MR 2B, SN SEFH

T o

\3

Woks H . 20254F11 120 FHER: 20254F11H26H; &4 H: 2025412 H23H

HE

PEEEE “HBEMN + EFRE” RS ARSI, ESAEETZERERERMK. BiZHE>
Al B R RR AN KU L TR T 515 B R EE A KT RR I, 5 32 5 (5 AR B R A B 2947 Wi Ag R R B A — R
MEX—ILHE, BXETESHEL. BSEEBERSSOR (R - Ak - RE)ER, HET—4
BEHEREE. MNEESBREENZ4IBEENHERER. RELINT T AREE KB mE
R, HIBHRHAASER. EHFEGSEET, BEBATFERN. I ERENMERSIANZENRY
PREEFEER; ANNGEET, BdMUEREEEN. FRKOL/KOCHIE#H ST L
gk SEME NG ERREEER, BIBANAREE. REAMEL KRS BT TR ST
FEBRELE . RN, BFEFZHERREERERE MR RS BRAEE W E, REER
BRI R R . AT B IR AR RS SE T RS KR RGN B D i 55L
%, FANFEEBRFRESETERAEZETERINA.

XK ia
BT, REEH, FE

Research on Consumer Trust
Mechanism Construction Strategies
in E-Commerce Marketing

of Health Products

Lanqiao Zeng

School of Philosophy, Guizhou University, Guiyang Guizhou

Received: November 12, 2025; accepted: November 26, 2025; published: December 23, 2025

SCEEF| W ATR. AR R E B T T 2R (S AL R R SRS T ). HR TR 95 UFIR, 2025, 14(12): 4113-4120.
DOI: 10.12677/ecl.2025.14124347


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14124347
https://doi.org/10.12677/ecl.2025.14124347
https://www.hanspub.org/

Abstract

With the continuous advancement of the “Internet + Healthcare” service system, the e-commerce
market for health products has experienced explosive growth. However, the high perceived risk,
strong professionalism, and significant information asymmetry in this field have made the lack of
consumer trust a major bottleneck restricting the healthy development of the industry. Addressing
this practical issue, this paper, based on signal theory, trust transfer theory, and the SOR (Stimulus-
Organism-Response) model, constructs a three-dimensional dynamic trust mechanism theoretical
framework encompassing institutional trust, cognitive trust, and affective trust. It systematically
analyzes the key influencing factors across these dimensions and proposes corresponding strate-
gies. At the institutional trust level, strategies include strengthening platform rules, innovating
credit evaluation systems, and introducing multiple authoritative endorsements to lay the founda-
tion of trust. At the cognitive trust level, strategies involve optimizing the presentation of high-qual-
ity information, conducting KOL/KOC interactive marketing, and building a professional brand im-
age to establish rational cognition. At the affective trust level, strategies focus on refined community
operations, providing personalized care, and fulfilling social responsibilities to cultivate deep emo-
tional connections. The study argues that trust construction in health product e-commerce is a pro-
gressive process, moving from reducing perceived risks to providing professional value, and ulti-
mately achieving emotional resonance. This research aims to provide relevant enterprises with sys-
tematic theoretical support and practical pathways to overcome trust challenges and achieve sus-
tainable growth, while also enriching the application of e-commerce trust theory in vertical sec-
tors.
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