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Abstract

Abstract

With the development of Internet and with the broad application of electronic
commerce, there are more and more business models introduced in markets recently
after the new century’s coming. Specially, electronic community comes up to the
history stage in virtual world, which claims to insist on humanity, knowledge
sharing and intercourse in the process of business. In fact, the commercial
application of electronic community has been taking the place of common business
nets, and most of all, becoming the mainstream of large-scale websites. Electronic
community will act as the critical agency in information communication between
new type companies and electronic society in future.

This dissertation researches on products marketing in electronic community.
First, we introduce the definition of electronic community and electronic community
marketing. Then, the paper analyzes the knowledge communication model of
electronic community and the products marketing model of electronic community.
Finally, the article shows the case in given date to demonstrate the products
marketing models in e-community.

In this dissertation, we create models of products marketing in electronic
community. At first, according to agents’ behavior in electronic community, we
establish the knowledge communication model according to clients’ preference
knowledge sharing framework. To measure the knowledge distribution, we come up
with five indexes in knowledge communication model. With the basic model, we
create new index in two parts: the client information index based on products and
the resource index based on community and clients. Then, we establish the products
marketing model in two sequential assumption models: the junior marketing model
of client information value and the senior marketing model of client preference and
community resources.

The main conclusions in the dissertation will be: (1) With the protection of

clients’ privacy information, clients may offer their important information to firms in
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the electronic community platform. The opinions and feedback inside data are
valuable to companies’ strategies and the bargaining may be both-win. (2) Electronic
community acts as an exclusive neutral in the information bargaining, and what’s
more, with the spread of knowledge, electronic community obtains the chances to

develop and achieves its goal.
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