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Abstract

The traditional traffic-driven growth model is under dual pressure from rising user acquisition
costs and diminishing conversion efficiency. Using operational data from China’s mainstream e-
commerce platforms between 2020 and 2024 as the research sample, this paper constructs a
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measurement model for marketing input-output efficiency, revealing the structural dilemma in
which the per-customer acquisition cost of leading platforms grew by 217% over five years while
marginal conversion rates declined significantly. On this basis, a data-driven precision marketing
model and a social fission collaborative mechanism are proposed, and the effectiveness of these
innovative pathways is validated through A/B testing and multi-channel performance comparison.
The results indicate that a composite strategy integrating personalized recommendations with so-
cial fission can improve conversion rates by 34.6% and reduce customer acquisition costs by 28.3%,
thereby providing a theoretical foundation and practical reference for the systematic upgrading of
e-commerce platform marketing strategies.
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R T THREI HES T, AT IR A R, T se AR S O A . AR AR SE 4 v BRI 1
FEUEE B ALZ A B 5T 524 IR . 7 6 N PRI T B B RS HEE RN DR m A b et . [
WHR T2 D) TIRE LMW mE Y K2 5, WKW 2 ER CIgiE RN, MR R
4, ~FEEFZEFE RO RO e AR (1] X RS LA AR T BUBCR e £
AR HE LUK, IR AR SR T, E BN AL PR AL R AR, B B AR T R e
IR 255 . SRS B SE i S I TR BOR -, (H 2 T SRE R — SRR 2 L 1 73
s SRZOPREHEE B 5SS R ALY R R GEPEAR T (2] ASCHE T AR I Tu AR A is & 2,
HE IR B SR AR, R 2 i B SR A O S » 418 RS T B 15 A S AR O (R SR Bl ) BB B 42
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2. B EAEHRMILSERSBIERIE
2.1. APIRBUR AR K A o4

FL 5 7 5 (9 7 3B A (Customer Acquisition Cost, CAC) & i & B 85 R % 04845 . CAC I3
AXA:
CAC = %
N

t

W, M ERE ANER RS, N, RoRE  WIFE SR . AT 2020~2024 42 E A YR AR
RUEBETPFEMERM. 2R, P22 B RN A ISR 5 5 =07 WilEdE, (+E& 50
CAC Zfbiash, W 1.

1 BEE RBU AN B EE . WUSF A1 CAC 78 TR Sl 1 B4 DL IS K, ¥ 52 Rt ()
CAC M 81.3 JuZEF %2 257.8 6, MMRIE 217.1%, HARKIIENE N 205.8%. & HE I FE S K,
L E] 52.6%, 1% 53 EEEMEA POES 5K I BEPERHE R DIM G . $2 210 CAC 4t EENI KT &
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FEAR, B 40.4%H)F I KRR IARBA IR RIS IR M. 7 & 2 1M H3R % A 2 3 AR R
AU, 2020 FimlE S RIMERMGEOCR T 2.85 i, 2024 F4i/0AE 1.60 £, WA 6 T ERE
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Table 1. User acquisition cost of major e-commerce platforms from 2020 to 2024 (CNY/person)

52 1.2020~2024 FXEBFFEERAAFEURAKGT/A)

s 2020 4 2021 4E 2022 4 2023 4 2024 £ EHEKE
A e ] 81.3 103.5 142.7 196.4 257.8 33.4%
AR 97.6 128.4 175.3 230.1 298.5 32.3%
iEE4 52.4 78.6 117.8 162.3 203.7 40.4%
Pl e 342 56.3 89.5 135.7 186.4 52.6%

2.2, EHEUHERNSAMRR

B AL B (Marketing Conversion Efficiency, MCE) & iF5 B FH BN i s () R 4EE . A SCF MCE

SE SN BALE A SO BT R (1 GMV 15

MCE =

AGMV, GMV, -GMV,

M

t t

Xrf, AGMV, %5 ¢ AT E— I GMV 346 . MCE {Hi#E, RSB RLERR Bk, A5
T 2021~2024 FVUKF &1 MCE #1H, W& 2.

Table 2. Marketing conversion efficiency of major e-commerce platforms from 2021 to 2024 (Yuan GMV/Yuan marketing

expenditure)

52 2.2021~2024 FXFEHEFEAEHEUMEGT GMV/TEHET L)

Y& 2021 4
EEFN i 8.72
AR 7.85
IEZE2 12.36
B 18.45

2022 £

2023 5
6.34 4.51
5.67 3.92
8.94 6.28
12.73 8.16

2024 £

3.18
2.76
4.53
542

FEIE
63.5%
64.8%
63.3%
70.6%

T2 R T AMEBRERILG: WUFKFE 1 MCE 78 PU4E R L T 60% 1 FEME . $135 H i
) MCE M 18.45 B2 5.42, [FMEE K, 153 70.6%, HF K S MCE i B RN, GMV 1)tk
T AR AAT G B o (I PR DT RR R SR . V) RN AR 2024 4% MCE 435N 3.18 1 2.76, #i#1
S NI BR= BRI AL, AR 1 JoE S AR 3040 3 o GMV $&. CAC 5 MCE &

PR “BYT)ZE" MNIEAEINNRT 6 ML E ), HUBGUE B SES 0 A A7 22 (AT R 4

3. BIFAFERN T HEHRE BIFIER

3.1. ETRAPTARENHEEREE

ey adr AR T e MR TR AT AR, XSRS HEE L O BIR[3]. AR
BT AT AT AL R B e N FIIASERY A2 AR T ) SR A SR O 2 YERFAE I R .
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P WE RS J RS P, TR A
1

Bo+BiXi+BaXin+BsXiz+PaXis)

v l+e

X, X, AHP SRS, X, AP REE AT, X, AP B R FE R AR (R IR 2 U
MR, X, NP ER A EAT N BRI . B & B, AR IE S E. AR
Logistic [FIIFHESE, BEOSAH RUGHE = N AR &, & TER SRR B MNES.

AR SCEBGE SR R T 6 2024 4258 = ZR I AT VBB AT AL TF, FEAESN 126,843 MR
R, EAEshE RS TFa XK. SEH . AMEHEE =M 5 BORMETFSRER, B 0EFEHIR)
I THE N 0.342, Fr#EIRA 0.028, 7E 1%/KF LRE: B (FEMMETHEN 0.187, AR 0.031,
%K ERE: B GUEREDNMTHERN 0.256, trdERAN 0.024, 75 1%KF ERE; B, (EACiEk
PO THER 0418, FrUEIRA 0.033, 7£ 1%/KF LEE. BA McFadden f R* A 0.412, Hosmer-
Lemeshow 56 1) p {54 0.387, A S E KT

ARG AR T IE W SRS S o AR A IE R ] U SRR K (0.418), B B A A 4 A0 ) 1) H
O BTSN R B, X P AN B B R R, bR R B R E N . W
VIR FE I R %0(0.256)FF 2 58—, IREEWI AT N R T A BRI IR ], EEREX A g E R
MIFENT= L . 25 B 1) R B A1K(0.187), 1o 25 B FH P 0o 38 Vs ) (P U BE ARG AT B, T S e
T 22 52 ity WG VB AN 77 o i SO R B 5

3.2. HXREERFETHHREREE

FEAZ AR E A BIAZ OB B AE TR A P B A2 0% 22 0 268 S EIAE R ORI TR BUUBUR 4] A SCHR 2
A% Z #(Fission Coefficient, FO)/E N AL FEFx:

FC = N, shared Raccepl

KAy N, WVIES SERENNTH PR, N, AFTH P 2RISR P8R, R,
NBREF AR . M FC> 1 B, RRERRRe S St 3G, B R e R AR I T AR T
FEIIFP T - B .

ARSCBEE T3 T G 2024 4F X B =R E A R AR R IR B . A G B R
FFh 9 50 JIN, fluk i 820 JiN, HiH FHALEECH 1.8%, FCHN 0.30. N AR 1
FHP N 12 TN, fliS#HH P 385 TN, #46ZEN 4.6%, FCAE N 1.48. PRI FFH 0 8
TN, fIEEH 267 N, #AGER 6.3%, FCEHN 2.10. 45 S HUMM FC LT 1, BHRER
— ARSI, DRI N E A T A e R . PR FC(EN 148, CiBd A
BRI, H P BRI N AR R 2k e s B IRE S +E S PR FC B, PEEIT R AR K
AR REE, MR SRR T IE R . IXAEHERE, B TERER RIS FREN
ORI ety “ bR BR 7 S8 S P AR RS B

4. EfHRIE O F R R SSIER LS
4.1. MEUHEFRI R

ASCBE T — 4 A/B TASESS,  DAISIERGHE S SR A SCPrICR - SEIAERE HLRE P & B B3 App
AT, WA 2024 429 A 1 HE 10 A 31 H, $kit 61 K. sL8e1(32,416 4 /)23 T Logistic
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RN NMEACE B 1%, STREZA(31,857 % OB & IR A BRI AL HE2s e ms, 2R P am i i im0 1543
VLEC(PSM)3HAT T 2 A0, bRy Z I HIE S% AN, W3 3.

Table 3. Comparison of A/B test results
3 3. A/B M LI LERITEE

17N IO pugicEish EZR7 ERE
MiiZ(CTR) 7.83% 5.14% +2.69% +52.3%
HALZ(CVR) 3.42% 2.54% +0.88% +34.6%

% BN () 186.7 173.2 +13.5 +7.8%
HIZR 30 HW) 28.6% 21.3% +7.3% +34.3%
BB RRAROT) 423 5.89 -1.66 —28.2%

3 GRS, MEHER FSAE T A TR bR LI TG HEE . iR 5T T 52.3%,
VIR HEE A R i T E N A 5P QOB VLECEE, b 1 TR FeA M 2.54% 4R = £ 3.42%,
HAIE T Logistic 15 R E T FH P Wi A2 7 1T B9 2k o 2 B (O SR T BEARXHE A (7.8%), X SR
Thrh AN R BRI SE R A — B REHEE 0 e e B S s A FH 89 T 08T 3 s B A ORI
RIEZ 21.3%TH 2 28.6%, EWRAEFGHEEHAMIET 1 RN FAL, Seigss 7 i a2k, M E
B RAS T B 28.2%, HiSHERE B> 1O AR H AR T BRSO, BRI E ARG 2 1 SE it . TuiR
PREPR A SR, T AT 9B AR HEE R RE S R SR T E B RCR IR AL PR IRE A, 4T
W FARGUE T AR S AR FALS)” R

4.2. ERIEMAEHRNEMELR

R B EHRIECENR RN Sy RBEMI. B8 B RIS 2 ot fih
mo AFIBEE H P ik T A AU A T 22 52 (5] ASCHEER 12L& 2024 45 R 4 8N E
LEHRENSUEEE, TR B, WK 4.

Table 4. Comparison of performance indicators across different marketing channels

4. TRIEHRERSIEFRTEL

IR fihik A (7T TIR) R AL ROI FFEFE©90 BH)
N R 32.5 4.2% 2.8% 3.6 18.7%
BRI & 28.3 3.1% 1.9% 2.8 14.2%
RSP R 18.6 6.7% 3.5% 5.4 31.5%
IER] i 452 8.9% 5.1% 42 22.8%
A2 HHA 12.4 5.3% 4.7% 7.8 35.6%
SRR 6.8 9.2% 6.8% 11.3 52.4%

M ROI 4EfERFE, RIBALEELL 113 MRS —, HAZHHIL 7.8 MifESE —, f£GRE BRI SN 2.8,
ALIAL 1 55 ROT 5T HRAK 1 s e AR (6.8 7o/ T IR) MRk = I 10 %.(6.8%), IXRIEE NI &5 F &
BT TR R R, BWE SRR TS T AR S RIBEAE 6], BELREH T A filik A B
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(45.2 T/ TIR), A8 H: S T BRI BE B 8.9%F0 5.1%, 4% (1 SEINf HL AN AP R RERS A B0k
BUE I LBl . W P B AP SRR TG, SRIE A 1 25 S S Rk R, RAIRAERERY 90 H BRTE R TIA 52.4%, &5
BT 5 (14.2%) 10 3.7 £, FEAUATRD RS2 B K BE A7 32 20 N 31.5%F1 35.6%, ¥R & mT164) %
ILIE X ZEAR UL, P2 AN A A S M R P S AR B P K MR B T R T RS, R
AU TE S B AN 5 A AR B — S5, BN “RAIBIRHE + SRR + AR R
G E[T]

5. B EAEHRBMHASSHEREE
5.1. ARSEEERANARE

FEAEE B T8 M TR BT O AL R P o 2 Rt 2 b AR IR T REM RS () 4dt 5 &6, 1A%
Gt = TR bR PN AL ACTERRFE SRS S, T2 RFMS DUZE 5y AR, K P Ry Wiz DI EZ =i 12
ey =, DIBZEUANZES . ZOMEEHFP SEH P2 12%, 5Tk 77 G GMV ) 48%, HAFEHN
ERIR . AN AL TE R, E B S B DL T B A G MR S AL, R B R B 1 B
F-HHIGPARL . w8 H R 5 R PR Z) 23%, TTEk GMV [0 27%, X 25 FH P AL S8 TE R
SRR NEE, E BRSSO E AL WA N RS T, B PRI S SRR ML S
FERRERE . 4B 2 5 R P B2 35%, TTHR GMV ) 20%, S 45 SRISN LT 28 B A1 AL 4
RNFB, 2R S SR e Re e . DUERZ P a2 30%, N TTHR GMV 1) 5%, KAL)
E MBSO B, B NCRBUR RA I [ SRk SR, o B RIRAE R AR BT =N B

5.2. BT A REEAEHRREG

Y R ST DR AL R T SRR RO MG R G R0, R T & R B RO R, BT K
AT SEWARATUANER S 1 I RS RSP, T G RATEA . W o . R
oo A S) SR ABEERAT M RRILE . BGPTSR . BaRAERT, A EEE
WA AREL, BRD . SIS SRR ID (90— LA, B R 5. HaE S
VPR, TG BB S iS5, A P T RO (AR T TR A AR, (o R R AR
HOSEI AT 9B A A . ST IR, 45— 6 BT 2 A R B B 11 3 R BRI 54, S “ %
5 - R - NS - R BRSO ER . Bk dB T G TE 2004 4 EBE ST RUR R G R, ER SR I
P N SRR S B, I ENI T ROTSRTE T 41.2%.

5.3. AFESSHI AT ERIE

WA E KM E IR TF & RE S 2 AR R S D AR DL TR R B T, S ARk A 2 R
WAL K PR AESEAL,  A0RE ) A SO LS 6 B OB K . ASCRUCR AT 6 R “ A%
8+ RMLAEEEE” MSRISHES: AUy R DDLU A 20 . A o =N A, A
NEAE B, T EHZ 40%, ThEETE T @ BT AE 6 AT PR R 2 DL P SR 06 B f,
HIRBIN T {5 DA SERERE, 5 ER2Y 35%, SR IR T 9 ST T S I OCHEMT L EIRAE) R A
A (AR EARH SR EEED R, Y 25%. T B SEiIX - ORI R, HT
PR IO H 2 12,3 73 BHERTH A 18.7 29 B, P DL TED 171 7§ o D TED FAY B R 3.2%8 T+ 5.8%,
FORF- 6 A BB R 3.6 23(5 A IRTEE 4.1 7). ARSI S R EEROE R T IE R R R .

6. &it
ASCBIE R 2020~2024 4E TR HTE T QIEEEAR T, BN T EGIE R ST <3R5
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AR ETE - AR TR Mg PERSE . Logistic 1S BB AL AN T 45 S ow, #LACIG BRI /& s m F
EE R SR (1) B B IR, L1 H R E(0.418) 83 1w T oA =N ESE . A/B IIRIIESE, Rl A AN HEE
(RTRE V5 B NS BRI G AL 23R T 34.6%, B FH VB B BRAR PR 28.2% 0 2 IRIE SR LLE IR N T A H LA
7E ROI(11.3)F1FH ' BEA736(52.4%) IR R . A SCHEH 1) REMS PU4EH - 40 JZ 8 s o & Tk Ae
MU Y8 A A0 SR, AA A T FRLRS - 65 75 B SR B [ SE A S . ARSI JR) BRAPE T SF 30 1 2ok
WETE ARG, /NSRS R 1 IE A R e, Eamt ARG, 5 ABhATE
ZERTY 3BT 5 () )0 SRS 5 5 25 4 ) A

SE 0k

(11 J5E, N, BEEZE, 2 HiEmeeh /N EER AT E A RN E 5], B HH R, 2026(1): 119-123.
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HIRAT, 2025: 172-173.
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