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Abstract

With the rapid development of social e-commerce, user purchase conversion has become a crucial
link for platforms to improve operational efficiency and realize commercial value. Based on user
purchase behavior data from social e-commerce platforms, this paper employs a Logistic regression
model to analyze the factors influencing user purchase conversion. The results show that user level,
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discount rate, following the author, and coupon receipt all have significant positive effects on pur-
chase conversion, while product price and the time interval since the last click have significant neg-
ative effects. These findings indicate that user purchase behavior in social e-commerce is not driven
solely by price factors, but is instead the result of the combined effects of user characteristics, plat-
form relationships, content presentation, and behavioral status. Based on these results, this paper
proposes several recommendations, including strengthening user segmentation and tiered opera-
tions, optimizing price incentive mechanisms, enhancing the maintenance of author-user relation-
ships, and improving marketing responsiveness at critical time points, in order to provide refer-
ences for social e-commerce platforms seeking to improve purchase conversion efficiency.
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Figure 1. Distribution of buyers and non-buyers
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Figure 2. Age proportion of the sample
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Table 1. Table of characteristics and description
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Bl RHIE Eitipa
age F 414 (18~65)
gender HHO= %, 1= 5)
PR AE user_level M P& (1~7)
purchase_freq I 30 RIS IR
total_spend BIE R &A(0n)
e price g
PR discount_rate EES
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coupon_received B IFF(0/1)
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Table 2. Descriptive statistics table

=2 fmRMgItR

A e R B8 i /ME SN
age 27.1 7.0309 18 64
user_level 3.9248 1.5811 1 7
purchase_freq 11.577 10.041 0 50
total_spend 2703.6 3013.4 39.73 50,000
price 110.21 121.65 1.43 3299.4
discount_rate 0.11498 0.1304 0 0.643
title_emo_score 0.59902 0.14765 0.059 0.976
like_num 37.346 215.44 0 20,000
comment_num 7.0497 43.989 0 5000
share_num 3.3254 23.597 0 2995
pv_count 9.2641 11.54 1 100
last_click_gap 12.01 12.075 0.1 165.5
label 0.44983 0.49748 0 1
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Table 3. Logistic regression results (nonsignificant variables)
% 3. Logistic B AL R(AEEELTE)

kB3 (p > 0.05) Estimate SE OR
age —0.0003545 0.00093254 0.99965
gender -0.0034472 0.013638 0.99656
purchase_freq 0.00037936 0.0006528 1.0004
category_ZJ& HH -0.0001722 0.041125 0.99983
category_Z{hY K 0.014749 0.039505 1.0149
category_JIR i, 0.015125 0.036401 1.0152
category_FEu AN 0.017754 0.037653 1.0179
category_ £ AR B 0.016437 0.038745 1.0166
title_emo_score 0.014918 0.044425 1.015
has_video 0.011063 0.014315 1.0111
total_spend_log 0.0085216 0.0072785 1.0086
like_num_log —0.0034043 0.013981 0.9966
comment_num_log 0.03145 0.021074 1.032
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Table 4. Logistic regression results (significant variables)
= 4. Logistic AL R(EETE)

34745 & (p < 0.05) Estimate SE OR
user_level 0.11625 0.0041731 1.1233
price -0.00017844 5.4332e—-05 0.99982
discount_rate 0.99786 0.050202 2.7125
is_follow_author 0.75758 0.018998 2.1331
coupon_received 0.76372 0.01641 2.1462
last_click_gap -0.012209 0.00056026 0.98787
share_num_log 0.14532 0.019217 1.1564
pv_count_log —0.096745 0.0077065 0.90779
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