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Abstract

In recent years, with the gradual maturity and solidification of e-commerce promotion models,
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many large-scale and organized professional fleece parties have emerged. In the gray area of the
Internet, they use the operating rules and loopholes of the e-commerce platform to obtain the
price difference and earn money. After the epidemic, in order to promote economic recovery, the
government issued a large number of consumer coupons. However, while the whole people were
rushing to grab coupons, econnoisseur in the black and gray industry chain heard the news and
couldn’t wait to use existing technology to exploit loopholes to consume. It brings an obstacle to
the economic recovery after the pandemics. This article starts from the perspective of “getting the
best deal with consumption coupons” and is based on the incident of “two sisters from Shaoxin”.
Through questionnaire surveys, this article will discuss the prevention and control measurements
to this situation from four dimensions including government, merchants, consumers and depart-
ment concerned after the further study of domestic and foreign literature. The prevention and
control measures of “getting the best deal with consumption coupons” extend to the call for a good
living environment for e-commerce and an honest and healthy e-commerce trading market sys-
tem.
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Table 1. Analysis of variance of data on the revenue and government losses brought to the “Econnoisseur” by collecting the
consumption coupons
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Figure 1. Diagram of the relationship between the revenue brought to the “Econnoisseur”
and the government’s loss by collecting the consumption coupons
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