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Table 1 Mechanism difference between free user strategy and

free product strategy
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Fig. 1 “Participation ladder” for platform users
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Table 2 Classification and characteristics of free users
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Fig. 3 Impulse response of platform advertising strategy on the number of buyers and sellers
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Table 4 Long-and short-term elasticity impact coefficients of platform advertising strategy on the number of buyers and sellers
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Fig. 4 Impulse response of the number of resident buyers and sellers to the number of paid buyers on the platform

Table 5 Long-and short-term elasticity impact coefficients of the number of bilateral marketplaces on the number of paid sellers on the platform

x5 NATHHEMFENBERYENRKEHEIEZMRLY

BB HE SRR AR R W RS R B R
B s 3.263 0 0.010 7
¢l —-2.6458 -0.1533
s 1.3253 0.076 4
(S
t A -1.074 6 -1.097 7

3.3 THEREAPXEAMERAABZIG
MR IRF RYE5 R (WK 5) AR L&
J O SRS X T B 3 SRR A Y B
Wil (fBCBE 3b A2 SCHE ) AHET AT RE LU BE 32 5 M
W S G KR S R A A A 4 ) e A
F. R AR FAL S R T i U =
PR RS o i A BR, — ORI &

SR G RE AT B (X A3 R AR
0 BEXU P R 7 A B W, AT R
SN T 7 58 4 BT (P 5 A5 Bl S SRR
W2 AIRRER ST A RE AR WL NG, AR E ST R B
J A 51U SR X AT B 3 KRR T B W (H
A LI i S B X0 R B P )45 A 9



557 3 NS 1248 B2B IR B IR B P M E——S S P A S P i S S MR s — 29 —
B 5 JEREEIF &5 REE ki 6 R i 5
Fig. 5 Impulse response function of advertising strategy on the number of paid sellers on the platform
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Tapping the value of free users in B2B e-commerce platforms: A study of the
dynamically network effects of free users on fee paid users
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Abstract: With the booming development of the network economy, B2B e-commerce platform companies gen-
erally adopt the freemium business model, accumulating the amount of platform users through free strategies
and promoting seller users to pay with the help of network effects. Despite the proliferation of studies on the
network effects of platform marketplaces, it remains unknown whether the presence of free users will promote
or discourage seller users from paying. From the perspective of dynamic management of free user engagement
differences, this study explores the dynamic impact of the increase in free users with different engagement lev-
els (ad-led traffic users and registered resident users) on the payment behavior of platform sellers’ users in
the context of B2B e-commerce platforms. This research uses the VAR model to analyze 366 days of data from
a B2B e-commerce platform and finds that search ad-led users are more likely to motivate the participation of
seller users and boost the number of resident sellers; while social media ad-led users are more likely to facili-
tate the participation of buyer users and boost the number of resident buyers; but in both the short and long
term, the number of resident sellers is more likely to boost the willingness of platform sellers to pay than the
number of resident buyers.

Key words: freemium; customer assets management; network effect; VAR model



