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Abstract

Database marketing provides comprehensive data support for the quantitative evaluation of e-
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commerce customer value. In-depth mining of customer value is the core path for e-commerce en-
terprises to break through the development dilemma of stock competition. This paper clarifies the
core logic that customer resource value consists of current transaction value and potential ex-
tended value, constructs customer value evaluation dimensions adapted to e-commerce scenarios,
and sorts out the criteria for indicator selection and weight assignment. It then analyzes the com-
plete mechanism of customer value mining acting on e-commerce revenue growth, cost control and
long-term profitability. Specific benefit improvement paths are proposed from three aspects: mar-
keting resource allocation, equity system design and value precipitation mechanism construction.
The research conclusions can provide a clear reference for e-commerce enterprises to optimize
their customer operation systems and help them achieve steady growth in economic benefits.
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Figure 1. Flowchart illustrating the pathway for conveying economic benefits through customer value mining
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