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ABSTRACT

Social competition is the driving force for social development. After several thousand
years of continuous human competition, humanity has entered the era of the Internet. In
different eras, the Internet has also shown different statuses. Now it has entered an era
covered by e-commerce. People have also combined social networks with e-commerce. It
is also a new effect. Ali Wangwang encountered Taobao, and Tencent QQ encountered
Pat, Dboth can not be separated from social networks. Businesses will promote products
to consumers, rely on the power of consumer social networks to fight orders, make the
product price more affordable this model,  Pindo more use this theory to promote
customers, the platform's products to promote. This paper adopts the analysis methods of
literature and cases to study the forms and characteristics of the promotion of many kinds
of skills, and summarizes the social+practice+shared mode of “ fighting more and

more” . This also gives new ideas to the e-commerce industry in promoting strategies.
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