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Abstract

This study focuses on the core issue of “from traffic to retention” in social e-commerce, systematically
analyzing the formation path of user stickiness and brand community sense. The research indicates
that social e-commerce builds a unique ecosystem through scenario-based experiences, community-
based connections, and participatory mechanisms, laying the foundation for user stickiness. The for-
mation of brand community sense relies on the synergistic effect of three core paths: value identifica-
tion, interactive participation, and emotional belonging, promoting users’ transition from dependence
on behaviors to deep brand loyalty. The study reveals that the key to success in social e-commerce
lies in transforming from a transaction platform to a relationship platform, shifting user loyalty from
product satisfaction to identification with community value and social identity. Based on this, this pa-
per proposes management recommendations at the strategic, tactical, and safeguard levels, provid-
ing a theoretical framework and practical guidance for enterprises to overcome traffic-related chal-
lenges. Future research may explore the impact of emerging technologies on community forms and the
differences in cross-cultural user behaviors.
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Table 3. Comparison of user stickiness and brand loyalty

3. PR S mhR BRI T

X EE Y FH PR ot iR
FEIREN A R SR R (2 Es i TERGAE L BRI ey
Bt AT R HEVjH . BRI EBh I REHETE . EILE] SRR T
KEREN FIXTHESS, 2352 38520 FERAARE, BATITIME

5 o & GHRF EHRKR SRR, HEIEFAE

DOI: 10.12677/ecl.2025.14124575 6001 TR 4TS


https://doi.org/10.12677/ecl.2025.14124575

amkEE &

5.1. mEBIRAIMERI: NEEWEEEZHRED

FEALAZ AR ISR T, A LSRR T g el P — R AT I AMEAT A AR (4], IXEEATH
T ZE R R ) S S — R E T D P AR ORHEAE TR (R B A AR A B AL
R AR AR T F AR 23 . HAT NBEARRIN =2 H et Eal e ik 54, P 2A
KMAE H ORI Z% oy S g WRR IE WAL, By Mt BT E R m ) “RE N7, X Ahd
TRk R MEE AR W HUCRIREIMEI I 2 S, B RIS 57 I B R
AT I VEE L, JRR LN B B SRS 5RE, -5 R B L A e R IR R BT
A BN T, 2 B BT B EEAS fE L, B 2t TR X R R S, sl R
AR B PSS, RRBUH AR AR o XEEATNERY, HP 5 SRR R QAR RIS
KER, THEN—FEEHEBRA SRR KR,

5.2. BIRGERMAENE: NINEEHEIEHBIAE

FHP 2Z Ft CABE SEBLMAT Rtk 21 it i ST R T4, HEARAR Bl 0 48 T4 2R S0 AR O BEMLIR R A T
RZIAAE, BIREDF s TR B PERE ) 7O E B . BT46 8 RS PR AT BEE T 7 i DR . (e B I B B
AT HEERR HH R [S], ERX AT DA M T SR A SRR . FIER . FIHFSER A, AR
FE T AL X 2 7 P S RIS A 2 S TR e TP R R, SR B X A
DX P AR A UHE LA A3 5 Qi e BE A TR] DA RE I A DR B3 B 3 i A5 R A U SR B A (i SE B
AAT T it R A5 AR — ol B A B A AR S BRI, SRR T AR & S ) — N LR 20
IEAERXFPER LB SR IR, A5 it R IR BE B IR TS SRR R, T R vy ) e e 22 B it HH L REL
FI B A B, H TR AL D BRI A S 3 7] — VR4, 2 R I AR OR 10 58 288 B R
SMESCRE, ATIHROR 1 SR AR KRR [ 53 T

6. EERRSAREWN
6.1. RKEREH: MWEAFRSENESEFR

A A ZESEU TR B B R AR, e R AR ORI D SR RE E B, R BHR
73 BE AN FLARIE SROBT P IR, e [ BLA P SR R IR LIS B ALY . X — FAR BRI R LR
EATTIHAT RGNE B 5, [EESLUM A SN EZ ORI R, SR LI RE GMV.
FE s S AR 0%, B i P B . IR, I SRR AR S ] PORS R SR AR, PR
XEARFF N BINGUE G AR F o JLIR, B S RER P A dn POV B AR 48, ARIEAS R T A4 s
AEMAT 9Bt SEitiZ2 AL RIS B SRG . Bdn, X0ET P 2 R 5 S AN, xS P A B E
RS BGERE, XA ESLA A B fa, Aol 2@ T es i i e & v ELE, 4T
Witk sE . WE. FIREEI MBS, SRS Al EARESS — BRI . Bk
M5, ATRARAL LTI KT, SUE RS ST s TR, SORil ) SR g ST . X
Ao i s J2 T P e A o B A B A K IR, RO BRI R AT R AN, AR IBE R AT
TR FATRH a8 3T B A g w4 B IR SEBLA B A 2 B B AR AR, Dl
R RT KPR B2 e S it

6.2. EREH: TEMRXUEENRFER

FERARBIEORSAT IR T, Il 75 2 B S A ORI (6], RGBT IF St BT =R iz
g FEANRIZEYESE, BRVNME AR AR ESER AR O EE S 1A S,

DOI: 10.12677/ecl.2025.14124575 6002 TR 4TS


https://doi.org/10.12677/ecl.2025.14124575

kg &%

SRR AR, ERSERES T BRSSP Z A2 2N A S . G, wTLGE I R
AOMER TR, S > A AR T R TP R R NS, AR ME AR, E SR
RPN . fEHFNE B4R, BB EE NS SR AR . REEE S
HAE), WS ERE. TRARESE, RN SL N R B A S SRE s, JTiE
Bnt> N s U SRR LN R & TR J 1Pt -5 VA DR & e 2 EZ N = S 201 I PR E DY 2 | = NN tiop < 9K 4
HAL, WMHERILS SRR, A£RREgRE, BB 2 RIZERR[7]. B2 505
% B RRFEEERTE, AT ARBEHMN ZRLRB M 2[RI 28 G 7 %0 M,
I RALRE . SRR A RIETT A, R IR RAOME I P R R AR “CRENT BRI R
RAEZ R . XA ER ROR 2 HER EAN I S P FERE, SRR A TS TR
AR AR

6.3. REEEME: BURBEMUHNIRS

L ORAL A LR 2 SO A BT, AL R B S E I RBEA SRR R 4, R R EAAE
AR =ANTmAE s B, EMEEERIREI RS /48], M@ T G, BEHE
BT AT B, RS mAR, AT SEIUT 5 SRR R 2 A2 8 ORI
RAAIEREA MR G R, EERER T EEAT A WA AR SR A, 8 5l o)
PrR A P fa R AL S, RN BRI g sems . ok, E@ LB ERIL. #XieEHER
ERINA, BREME AR, NEAKNECME. SRR, P E SRR Ge0]. L FREE
BT IR R, SRTHHIBAN A A IR 67 WEBIERE I ARG HLALEERE ). IR, N7 & PRI
BRI, R DAL RREE . HIP W S SRR WA B A S5 A%, H iz B TN A AR 7 10 5 Ak i
W bR — 8. e, RS 5EE AL VG FINLH] . X040 ] 2 T T A AL XRTE, 447 (i R HL B4R
Bils gl L PR NI, B ARER P B ERUR AT RN ZE AT e ML TS AN AL B AR, BV AT e I
(IR RS . IXSEORFSE ISR FIAE RS, RERssl ORI P 128 A RAEE RIS ERFEite, vdlik
W e SR AR e S

7. GRERE

A FEHE S TR ST CNRRER R M0, RGRTT T RTE S s AL X TR
FIBEAENLAI[10]. X FEISHILS SEE T, o 1A AE R AR Al I M i A ARG L AR R IE A 2
AN, W PRETE R R IE TR A BETTEE PR, AL O R R O EA . B
N2 5GBS = F 0, R EAEEE, IRFEHESI - AT A1 BORG 1 T 6 0h B
A OB RS BTAAIR RN, MR KRR AE TSR 5T G KR G IR
FHP RB IR AS AN P 2 BRI ™ h ,  TTT2X it A DX AR 0 (BB S AN 22 S (e B A 3K
AN RIEAS - RSN (070 2 5 AR B (1 i BB 35, RBLIN R SE, I fERE ) 2 3R A%
— RHNVEWAT N lb s R v RSB Sy o BT RIRRIL, AT L AR R = A
JRHESR VB R . A E AR SO R AL S A e s B, R SRR AU R 1
PURRREIE S MERORET, EldAFIZE . LahR MR R YE KRG & AL 72 ORREZ 1,
ST R IR R SR L b P B S DR BRAL S5 SRR R o AT SR BRI AN (B AE TR AL T 0 A5
R IAEE T AT LB B B, MR T RS - AR - DT O ATRESE . SRER B, A A H R A
DO SRBB R N 5T SIS R BRI 1 AR AT I S A% . ARORAT ST T ik — D R B MR WA
TRBE TUT A A A A AR XS R P R R B, USRS 5= T2 517 8 E L,

DOI: 10.12677/ecl.2025.14124575 6003 TR 4TS


https://doi.org/10.12677/ecl.2025.14124575

amkEE &

TSI 55 364152 v i P 5 (R A 1 R 5 S B 1
S5

(1]
(2]

(6]

[7]
(8]
(9]
[10]

HE. B A B R R E A SN ERE R SR 0], R E R, 2025, 31(21): 19-21.

HAses, Bk, AR5 XA FH S R 0 R 7T —— 2 T i TR 45 7 6 S0 M SE (D). RO R 2 2 iR (R
2RI R), 2025, 25(6): 176-187.

XIG, MEA, #HCn, . JHRE BGRB8 Be A B AL B 2B 7E[J/OL). ARvERL S 1-11.
https:/link.cnki.net/urlid/11.5811.t.20251117.1012.004, 2025-11-19.
&I, BFE TR AEAR W R R IR AR I R I BR AR []. Rl =kAk, 2025(9): 120-122+126.

R, R, <RI TVOJS R S e P Rk I B 5 AT TS [C// AR B LR K2R AR, 2025 B
BIHTHFT S8 SR, AR GRS B TR RS, 2025: 197-200.

YLEE, B, JEIETE. T 2 AL B0 e A0 A X8 36 6 BB AT N s o e —— T s A
KA ER]. TPE R, 2025, 34(20): 78-82.

TR, A A F R P E SRR AT AL [D]: (L2 Ane ). BER: PYIR 2%, 2023.
ZERER. REE RS 1 A RS SR RGAIEE[T]. ELIE R T, 2025(14): 41-43.
O, THER. HARBEhIA N X RO = e [T, a5 AR, 2024(12): 19-21.

AR R AL B DR A A ARG A B (R S AT ST (D) [ 2 ArieS). P PR TR,
2024.

DOI: 10.12677/ecl.2025.14124575 6004 TR 4TS


https://doi.org/10.12677/ecl.2025.14124575
https://link.cnki.net/urlid/11.5811.t.20251117.1012.004

	从流量到留量：社交电子商务中用户粘性与品牌社区感形成的路径探析
	摘  要
	关键词
	From Traffic to Retention: A Path Analysis on the Formation of User Stickiness and Brand Community Sense in Social E-Commerce
	Abstract
	Keywords
	1. 引言
	2. 价值共创理论视域下社交电商的用户角色演变与价值创造
	3. 社交电商生态与用户粘性的内在关联
	3.1. 场景化体验：构建沉浸式消费场域
	3.2. 社群化连接：构建稳定的信任网络
	3.3. 参与式机制：构建价值共创的生态

	4. 品牌社区感形成的核心路径探析
	4.1. 价值认同路径：构建社区的精神内核
	4.2. 互动参与路径：激发社区的共创活力
	4.3. 情感归属路径：实现社区的深层维系
	4.4. 路径整合与相互作用机制

	5. 从用户粘性到品牌忠诚的升华
	5.1. 品牌忠诚的外在表现：从重复购买到主动捍卫
	5.2. 忠诚维系的内在机理：从功能满意到身份认同

	6. 管理启示与对策建议
	6.1. 战略层面：构建用户导向的运营体系
	6.2. 战术层面：完善社区化运营的具体路径
	6.3. 保障层面：建立持续优化的支持系统

	7. 结论与展望
	参考文献

