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Abstract

In the C2C e-commerce ecosystem, the lack of trust between individual sellers and buyers constitutes
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a critical bottleneck restricting transaction conversion and platform development. This paper takes
individual sellers on Xianyu and Pinduoduo as research objects, focuses on the role of word-of-mouth
marketing in trust mechanism construction, and analyzes the implementation paths, influencing fac-
tors, and formation logic of the trust mechanism of word-of-mouth marketing on C2C e-commerce
platforms from both theoretical and practical perspectives. Integrating theories from communication

|

studies, psychology, and marketing, the paper compares Xianyu’s “idle socialization” word-of-mouth
model with Pinduoduo individual sellers’ “low price + social fission” word-of-mouth model, extracts
effective word-of-mouth marketing strategies in C2C scenarios, and puts forward suggestions for in-
dividual sellers and platform parties to optimize the trust mechanism, so as to promote the healthy
development of the C2C e-commerce ecosystem.
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Figure 1. Steps in the formation of trust mechanism on Pinduoduo
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Table 2. Multi-dimensional comparative analysis of sellers between Xianyu and Pinduoduo
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Figure 2. Comparison of core pathways between Xianyu and Pinduoduo
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