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Abstract

As e-commerce enters a stage of zero-sum competition, market competition has become increasingly
fierce. Platforms have shifted from simple price wars to a deep battle for user retention rates. Although
Taobao has a mature ecosystem, it still exposes many problems that affect user experience in actual
operation: Firstly, there is an excess of recommendation information, causing users to experience
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aesthetic fatigue; secondly, the promotion rules and interaction logic are overly complicated, increas-
ing the operational burden on users; finally, the after-sales process overly relies on mechanical Al au-
tomatic responses, resulting in a lack of necessary humanistic care and service warmth when handling
complex disputes. This study aims to analyze the dynamic changes in customer needs and solve the
pain points of user churn through the deep integration of optimizing technology application and im-
proving service quality. This paper proposes strategies such as establishing a minimalist shopping
chain, upgrading the human-machine collaborative after-sales feedback mechanism, and improving
the trust guarantee system, aiming to accurately retain customers for the platform and enhance user
brand loyalty and repurchase rate.
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