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Abstract

The rise of social e-commerce has reshaped the business paradigm, shifting the core of marketing
from “transactions” to “relationships” and “trust”. Traditional precision marketing faces the di-
lemma of “data silos”—structured Customer Relationship Management (CRM) data within enter-
prises is isolated from unstructured external social big data, failing to reach the core of users’ deci-
sion-making. This study argues that “precision” in the era of social e-commerce must be built on the
in-depth integration of big data and database marketing, and the research is conducted based on
the Stimulus-Organism-Response (S-0-R) theoretical framework. The findings show that through
artificial intelligence (AI) and machine learning, data integration enables a leap forward from static
user segmentation to dynamic individual profiling, spawning new precision strategies (S) such as
“precision KOL (Key Opinion Leader) matching” and “hyper-personalized content”. These strategies
reshape users’ “perceived trust” (based on KOL expertise) and “social exchange motivation” (based
on community feedback), altering users’ internal psychological states (0) and thereby driving the
evolution of user behavior (R)—manifested in increased impulsive purchasing and the normaliza-
tion of information sharing. More importantly, users’ behavioral responses (R) are incorporated
into the integrated database as new data sources and social stimuli (S’), forming a dynamic S-0-R-S’
closed loop. Finally, the study reflects on the ethical boundaries behind “precision”, such as manip-
ulation and algorithmic bias, looks ahead to future trends, and provides a dynamic co-evolution
model for understanding social e-commerce marketing and consumer behavior.
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A2 HL T (Social Commerce) (Y4 ESAEE 140 7 7 Ml A0Sk ) B 24354, HLAZ O £ T X 2% e 20 R AL
MRS “HLR - WL B AN TAAS B A “ R - 7327 #. B Instagram. TikTok 5%
FEFENALTHRERI S, P RIEWAT N S B Bl (R 1Fig. 2 2)IREM G, EHEOCHEEZ M
FRATIAZ 5y BRI R RS S B AERI AR . SR, AEIRX—HEaUT, KELSEBIR ERRIEHEE
BT IR ) “ Bl I~ (Data Silos) Bk .

— I3t AL R Ok R E B (CRM) R S E B IR E S 5 5, RE ML & ) 1
PisAT s S J5 L SRED A L R AR AT R A B ARG AL B A SR, AR IR . KOL i
LHENNE . RWRERHIR, SR BAIG R, AR AL 5 T ARSI EI P i
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AR AT AR S A AL S AR GE R A B 2 T O BE 22 BRI AR T 50 SRV R A
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GiVE LRI I — i RE, ASCHIE T — AN LT S-0O-R (Stimulus-Organism-Response) B 18 (] 73 BT HEZE . iZHEZE
R S R SR S R A SRS AL ORI (S), A A AT e P BB AT S AL S s HL A D ER
B(0), HmA PN L EE B0 ZEATREMR) . AT BRI — B EEHER, HRHtEH
R “RHEE R 5 “H TR IR BB A RS AT, JFXF b i S22 i AT S

2. JCHREIm S i EAl
2.1. XHERERIR

A R 5 T RS SO T AR BT A DU B R UL, BRI T B SR S R AR AR
AT NEENHLH . RHEE B BOR B 77 [ JRIT 1 ZHEFZHR VT, AU BE T BB AL . AT At
RS AT N FEEE SRR S P D YE T O FO ORI U TT K4 -

2.1.1. #IZBEEERAPITAMR

FAZ L R IE T 06 F%F HL R A S A TS I, 23 AT T IR 452 Ha 7 X3 1 40 FL v 1A % O A
F “HAZHIHMALZ G [1], HEEIIERRE BAXFR, bl S5 RS EMER[2]. bEE
WRFIRN, 22 50T AEAC BT P AT R BRI I AN RN B ) “AT NI, oD BREE T3 vng
Ky GBS ERKIAT N

TEPRBN TG SRR 5T 5 TH, SR IEAE 3 TSR Hrde i, AP Al 32 B ah i E 2
il ke P AE LRI B I SE AL O R 3R s A S [41RIRIE T3 — 20 I, KOL FHERE XU 5 I P IR Fn 32 6
SR E WA S R R R, SRAE T AR ek R e X B ORI IKEN R . A B
BATAMIRE, IR TR N AT B A, RSk e SRS AL . HESHLER S EsinE
PR BRI OB R RIS S O R H T SO RS, P 0 AT NI AR R 438
A ARSI, AL £ BRI ) AT AR

Ak, SRS T KOL X428 B p FH P AT N I RE I AL, k] RUZESE[6] 1T 7 R B, KOL )
bt FEE SR MR T “EAEER 7 = KRR, HAEEEAT BT SRR A T I B e XK 5
Wong ZE[ 7108 SCALRT ST MAE H, ASFEFESE 4 o KOL ISR RAFAE 22 5, T B U KOL e
Sk KOL 5 55 51 & P AT Nk TA] .
212, WEBHSHEMSHR

RS B 1 R TRE 06 2 5 B H AR R RUATL, A GOk VR B B 7 7 LA P75 B %0, IKFE RFM
B 5 P B SRR SIS P A8 G AT R RS HE T [8] « 8452 B A58 T 4S JE & P AT N IR ST IESK,
ZER94k CRM B (1 TR FEA2 4 e G RORA % e KU, $RTHE R 0R . B REIRBAR N, KdEs
BRI AR ) “ ZVRBARRLE” 7 A, AR AT BRI R SE IR A 1 S RT ER (9]

TEHRE A A AR N 2T, 25 CEE[101FIE FL i, B A Al N S 5 A AU 5 i AL 2e AR g H 4k
Hds, RESCELAN “H P B B CAMEREAR” 1THR, IRTHFES NS MITECE s Zhang S [ 11 HIRT 5T 56
UE T Al 5182 S A TR A B A3 rp (K7 R0, FLAR S ) 22 YR B Rl 5 A5 28 i S 5 B T RS A (X G
o EHZ BRI HI T, AR RET MELABHEE . KOL RS R— IS 1H
RVE[12], BB OB SRR G 5 O H L AT RIS G, PRI RS TS B S0 P TR SR 1R 2 52
MLl o

X BN, TS O 2 S BOE B BRI A AT 0BG Turner Lee S5[14]352H, @ AEHES
WA TG, HEE AR S P RGEE RS
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2.1.3. XEFASMRER

SEEIAE TSR AT L, A4S R S RS B U O 7 BV R E R, U T AT AZ O STk A
DAE=J7 T — R 1A A R IR L RHIE S5 P SURUT SRS R 2, #8717 KOL. #:3¢ BB TEH
PSR I EEAE R ORI T AER SRS A N A, PR T ZURER R A B EE =2
KIEBIRSHEE BRI, AT R R P 7 .

HIE R AVAFE=F A RA R H—, BFARNAZ NEEST, KA ARG — &
SR AT NI, BT MRS TR ARG, RIRT SR BHLS T R v R
S T AEWE R, K, SHRBHAALE “HFIRME" , KA aS s AT N S R R Al A
BT, BN KRS - RSUESEE - PO H - AT oA BRI R T, H=, £ KOL
BRI, Z2RETH L., BRSNS RERR, REEHIRmA I KOL 5 & H b5
ARBVRFEVCHD, tH A 3% KOL FEHEDTREC X 7 A5 AT A B i R A%

EETHAMIROAL, ARCWTFEE QRN DOREEE 5500 S R IR A are, & T S
O-R HEIGHEZE, Fyf “Hdlm Bty - RSUER B - O EAL - 47 AR (BT A A, HE R4t 58 H R I AR
LB ST FH P AT s A RS s B0AE FH P AT S LA A B IR T A S-O-R-S'BhAS R, Ay
AT PR AR A PR LSS U R AL B R s R S RS HE AL TS SR MG B AL, Al B Sk S AT
WK ERES %

2.2. RIF-AHE- R IR ILIESR

S-O-R (Stimulus-Organism-Response) # & 8 41 Jy A i 78 52 it 1 58 £ B E 5 o AR AL IR 4] H
Mehrabian 1 Russell (1974)7E 5O 2R Y, HAZOWAE: AMBIRREH R “RE7 (S)=sm Mk
PRI EAARIRZAS (B “HHUA” , O), HEififil & AN AT A “IB” (R).

o S(Stimulus): A& BAABAIFREE M = .
e O (Organism): AT Rl s N2 [ N B, G A RIS PR A (s 28 . i)
e R(Response): mAMATHEER, @HRI A “EiL” 5 “HEE” .

S-O-R MBI R SRR IFERRE 77, HET 2 B T R AE LRI P 1 SR AT 9 Bilt, AW Fis A
T T ELAR ) P R Y B IR SRR IR 2R, SR FE WX A G e 38 3ok 5 5 ) P S 4 BT (O) e -3 T i
MZ 517 A(R) [3]. ZBEB AL OMELE T, CAERETEE BENS S0 0f 2 AR 2 o S RLAN TR SRS i 10 52 4%
AR, AW EE 4 A (S) 4 i (R) .«

ARSCK S-O-R RN FH T4 IR B B I 5%

o S (RIEYHUE SCONARMLIE T B & 24 (CRM + KRB ) B 28 10 % ORG99 05 sl (0 KOL WL A

PR . (15 ).

o O (ANUER)E A FEHMUX e fIE T BT A 2R 1 9 3RO BB AL, R “IBRANEAE” o “HasE

HeZHL” FIIE R G Mg .

e R (Response)#i & XN F 2. DINAT AL, a0 “rhshitkil S f “E R ET .

X —AESE, ARG RGIHEER A “HURRES” B CRIEEE(S)” . FE “OHEKO)”

“UTNEIAR)” KIS

3. EANHl: KEBESHIEESHNME
31 BARLEN: N “BuRR” 2 “2—0E"
RWEERR (0 BORRERS 2 Al B AY “ HORAE . HURDI 645 ERP 55 CRM REUARER. #1THAT
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RGBS SRZEEEITIME . ARS8l 450 2 APl Z 5755,

B P BB T, E AT I LGIREL “ % PR AL AL, HET IS R S AR A,
BOIR P E ORI, MRER S EE. B, LAGTHEEEE2, S CRM R4, A8 A, YIBM %
SETA S S ARSI BRI, DASEBL B WTERERRLE .

32. BAWNHA: SlatSIEEMtmE

AR “REMA” , HAZONRRESEI “AEdE” 5 ARSI B b FIE AL
o HUREER(CRM)/ MM EIE: XREEE 2 AL, 5T AR, FERAMMNE RS,
EAFER N D SHE R 5SS 90 3% (Transaction Records). 7 52 IR 5514 K45 . CRM 1L
FETIRAE T “ERRE” , CREMEREZ “RAT A7 (What)bA R “ad 2 Kk4ETHA7 o BRI
PRI, 6T TR AR SR A ARSI AL e 1A PR
o R¥UE(Social)/HE LA Bt . X FHHR 2 ARME KA, TR AT IR, EERH MRS
WEE IR . e R BN . VR IHEREAE . AN ES . SIOCHERE[4]. REHE AL HAAE T
AL T CHBONGRIELAR” RISERNREE, EREER NP A” (Why) LA “BTEIETER A4 .
BEWHEIEMELT, H “de8m” R 8dikF:= s BOG MR “4iiii” ¥ CRM HdfE.
WA=
1) X CRM (fL&): CRM RGti/R, &/ A(EIME RFM % ) TE % 3 M HF I T . E8HT
WHARE N “TRABEE 7, I HMEE T 8 s, 4 &/ A KM,
2) BAMMEE): @IS, RERKINET ATEASEAR AR CEIR)E % T KOL B (fit
FHEARRIATLEK), I H KOL B il AT 1 %555 C I R .
3) W% ZF/T AW “UR” FEAEM AR, T ST ERE .
4) FEHEFNE . AMVILTE T DURE GE A AN [F 1 SR, i, #i% KOL B MV B K B8 =i, B idid
CRM %#afii% th i A% 7+ A —FE[R N KOL B Ky 21 m B2 5, Al AT 3% 5 HLAE v i (AR %)

N

H 4T o

XA T iE MR, S T Al A RER R B (B P R T)ERTE S TN 5 2 bk
TP AR, BUREE T R ATREMAT4).

3.3 BEMRAZI: Al HBFFISHEFRE
KA ARG ER R G, AEBOR BB, (BRI A R ARy

G-

1) #EE % & (Data Integration Platforms): {ib 7 2 5% T e i AUR A T & (W0 iPaaS). X144
FERY BRG], i AP A E M AR (CRM. ERPL #LAZHE A WG4 HT), SEEL “Togk
HARER” , HEIEg— 2 B — K.

2) NLAR(ANSHLE Y ST (ML): Al BRBN R G0 SCHL B s 08, B Refs B TR TH 8RR i,
TR RN AT ] o LA 27 > (ML) SV 4 F T Ak B A0 43 BTk 2 - (VR & 0
4. B EEEEHRE: BEEBEBEI “RIB”

RS 3 WATAIER D GBS %7 skl L, /G LIEE S-O-R BRI BN REHER) “Hlig”
(S)o KU HEME AN A2 5L TS5 I ORI 73 AR T HR0 7, T2 e BR SR B K . BL MR D HARE R
WS
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4.1. AT EMENL

OGBS A A BN PR AN “ B (Segment)iE TR T “ANME” (Individual) . A EERS SEFL “ 5
AWEMAL” (Dynamic Content Optimization), EIARYEH 7 (FET CRM 4 ) iy 43 fw 17 A0 (F T4 52 20408
PIRIIAT Ay, SER B ) L ROR I E NS . B B2 S,

BEE Al FOARBIRERG,  “EAMELL” (Hyper-Personalization) s oAt A2 B T IR B3 &5 - Al HERE
0% SIS 43 A it R 1R 2 7 B (4G CRML W, #RAg s %), AR — MR A m FE e I I A 25 L 77 b A
FERIIRMLEF NASH . X FPSRENE (S)E B TH& Tt 1 Al ik (45— 2% A5 2205 AN 4R 1 B B 55 SRR K 3 s 7
EERDE, TR KRB AR T T I A 280

42, KOL B4y “98” 5 “g”

KOL E 42 LA B A0 “HI” (S), HHARIEESRD 1 “NERIF” KA.

o RGN KOL Helg: AW T 53kE KOL 8 “Eit i) VIP” (% N)E1E, EREZEKMIEY

(Reach), {HIXFsemg A &, e LR IERS M AdiE B ARSZAx.

o FEMEM KOL Mg : +HaZ R KOL B4y, HA MM T “RHE” (Precision)fidE «Hit”

(Mass Appeal).

AFTRIRR) “HARBEAMAMA” ELLP KOL B8 “K” 5 “He” mifa:

1) AHEIESE(Precise Selection): #EARHEMETF KOL MIEBAE RARE T 22508 . inlknl USRS Al
IXENH-E&, 40T KOL 1) “HrEM” M1 “TER” , JREILE CRM 2l B i e B 25 1 g AT 28 UL
fic. XABTIF T KOL Wrky 2 8RS S0 HARZ A B E A, H KOL 1 “ ANk 5 St —3.

2) F5UEfiiA (Precise Reach): B4 i 8 A I e 08 K5 W I HEARR & IORIEE NBE . Bdn, Ak n fe R BE,
SR 5 1000 3B 22k E KOL, Anik#f 100 A& 10 Jik 221 “Hszm " (Micro-
influencers). X LGN AR THRF @ 41 X, HAEFAAE RO IS T AlE, 82%[VH 2 & Konilkr
NN A f i

3) F5HEVA A (Precise Attribution): X &840 A I CEANE . 'E 478 7 “AEAS5m 117 OREdE) S “ 48
ER” (CRM #¥E) 2 (Al BE &2, SEBL T “ B BRI UH K7 (Trackable Attribution) . {8 A2 R “BRE”
£4%8%, T2 BEARS AT — 17 KOL 77 R (I sE bR 4k Al ROI

5. ARITARERW: (OIBEENEERE ST
8 4 TR FIR(S), IR EE “ B0 P EER)N. KR S-O-R HIiE, Xt

B Sy A e tE TR “HIR” (O)——HTH P I A ER L EUIRES . M 1L BAR S (O) FE F7 42
. HEHERTRIS(S) T “WiL” I, HAMER “WIN.” (RUTAA B2 5%

51. “HHLE” HRK: FIE. BNSHER
FEHEE (S FEAL S IR M B, 1 B i 23 DA = O BRJE B (O) R A AT Y

5.1.1. {S1EHLH

TEFC AN E VE R A 2 o, fEAERAE 5 IME— TR T o WERANRERESZAZAT(O), A A7 R (S) #E
BRAL

FEHER) KOL & (S)Z AT LA &L, FAZ O AE T 802 — P s AU “ASAEM " MLl . A SSuEmt 5t id i 14
BLRERBIY M T KOL Wl sEmay 28 547 9, W Fias g da < 71X —iE ¥ [15]:

1) KOL ) “HEktE” (Expertise)fil “F2:/5144 %7 (Renown/Popularity) (S)X¥H 2% 1 “ BA{E/L”
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(Perceived Trust) (O) & &3 A 1E [ 520 .
2) MM “EENMEAL” (O)FE KOL RFE(S) M 2 i “ I SL I8 (R)Z 1|, 3 1 RE i f e
HE 2, KOL (S)Z LRI SK(R), FRARTUL I H “BESG” T2 PR gt AT e Dy bk by 22 F
KOL AANK “A51E” OV 2] 7 HBrHEFER = b o AR (5 4.2 45 BT iR i £5 4l BeG ifE s DT C
(S)BLL AR REIUR H bR Ak “154E” (O)ff) KOL.

5.1.2. ZhHHLE: HS3ZHEP

A R B3E 1 RIE T R I <357 (RYAT N - AEFH P (O) Al B E BhAE SR I 1AL R 71 2500 S5 77 b B
RS PPR?

“HzZ B (Social Exchange Theory) [S]ABEFEHE T 5 KIMERE(O0). ZELRINA, AT AN
PEAERLT — A HG R . 2 BT LB 25 B(R), AR NAAI(O) IR m L IX R “fF 7 (lA) kK
ot T E S (&) B

TEAAC BB, XA “ R A—Emimn, EE2E AR, fl:

o iheHE: R CHMWHEME E MR .
o HEREAE: CRRET BCOOBIHER .
o HH: FHRHMASZNHHEER.

IXFPEIHL(O) IR AS HEE B (S)FE th T W BEoK . "B 4 SR (S) AR “fedl” , FR “4hIX
B o AR RS B SRR A e B AN LO) I T, HRAIE — S RAF 14 X EREE(S),
IR, REIEVEIR Y . BESENLH, TS TARATETHIER R A EER T (S), AN IE AR At AT
FREH > Z(R)o

5.1.3. HEEEHLEH: it ST A AR

FEAC HLRE (S) ) 5 fi R i B PRI SE(R) . S-O-R AR AL T 8 7~ 173X — MLkl phah il sE(RY R A, 1
AP T 5 15 B (O) 1M HE B M (O) Y Wk 56

— TR T AELR M B PR SE B e/ T A 7 ()4 s 1 EE(O), Feil & “PRmE” (Arousal) Al “ it ”
(Pleasure), J&fEZ&Mah I L1 i B ZE TR 2 —

BG BRI PR AEE B (S), EIRRFEE Bt B Th FH Rl A ax e RS (O) . 51l
o FH(Scarcity) (S):  “AXF 317 KR
o [EmHE44(Promotion) (S):  “KOL EL#&[AI PRI FL K7 «

XU SENE (S) I I B A (CRM + 4158 RS 1 H AR08 45 0 L6 5 A AT BB SZ LR % 7 (1l 1, CRM %%
P RRZE P A I L, #E A HE ERARNIDCHE T IX A7 KOL). X2 “Hil 7 (S)dusl$2 - 1 H 7 1)
BB MR ” 7KF(0), MIigaid 12 AN HITEAS(O), (R T “IRERIT BREUAT BB B0 SE 3 7 (R).

5.2. “NORE” BYEL: MERIRIST

LIRS “AHER” (O) (B4R ML, HEEOMERSUER “HI” (S) N R4 G, HLANEM “ui
M7 (RT N 2 J# 4L o
5.2.1. HEEMEITA

n_EpTiA, s R(O)IRE, FI & (R) I S ph SRR AR K 446 . AEAE SR v 7 B “ 2 - XFEb -
PR” FBEPEST AR, FEAEAS HRE FEA N “ R IL(KOL #EXE S)-Mefif (O)-ISL(R)” Ay BT FE .

522. RESEESRK
XA AT i AL b B RS S 3R, ST “ABAET (O) AL, H “H 2SS #EhbL” (O)#
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PR, Al “fFEESE” (REITHN 3.

KR 2 (RATA(BI I, BES AR fhPE . AT “RE” ZEA0) R USGRXE ]

1) XA AO)HI M HI B2 = (R)y = MR i AR P A 9 . WETERM], MR 55 (S B
Iy EEE(R)RENS T Z N AR P X 6 1) “fE4E” (O, FFFRARARAT “ A AL XU (07).

2) XFRGUS)HTTHR: T F(R)A Spt 2 e B “ AR LBl

6. &t

AW FLHET S-O-R BRHEZE, #R3F 7 A LR AR 48 8 SR 1AL 5 P AT N BHL B S R &R,
ORIEHELIIIREE . CRM 5 RBHE IR RS, XM & il R AR S P I AR S a5
BB, BT S-O-R-SENAFAL AP, Bid LEREREOR 51T 0FE, Bl TSRS s
ARV, FR AT BRI . BB e B 5. @I PE OV E SR E Al A
g THERMEMOTT, O RRAE T Z SHIESCHE, ARFEN SHER I A R IR SEE
5 G570 2 ORI T PR Web3 X B 15 f) B 1 R — 25 4 e

SE 3k
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