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Popular buyer: Practice generation and
attribution perspective of overseas purchasing-agency

LIU Kaigiang'?, FAN Hesheng™”

(1. School of Law, Anhui University, Hefei 230601, China;
2. School of Sociology and Politics, Anhui University, Hefei 230601, China;
3. School of Insititute of R & D Strategy, Anhui University, Hefei 230601, China)

Abstract: With the market economy flourishing and boundless consumption extending in both time and space, overseas
purchasing-agency, as a newly emerging agency to meet people's shopping demand across regions, has undergone its
development stages from its initial scarce commodity single access to nowaday multi-dimensional pursuit of
“high-quality luxury”, “high-quality brands” and “price-advantage products.” In accordance with such demand, the
purchasing-agency platform extends from its initial purpose of helping the acquainted to cross-border multi-channels
such as B-C (Business-to-Consumer) and C-C (Consumer-to-Consumer). Given such traits of that purchasing-agency
process such as universality, non-spot nature, weak barrier and anomie of protection rights, the study attempts to start
from the three main dimensions of individual internal logic drive of identity temptation and benefit expression, external
booster of network isolation mechanism and new economy ethics, and energy storage of capital talent and cost
advantage, and explore the multi-factors in the formation of the heated tendency of purchasing-agency in order to
realize the organic unity between consumers' rational expenditure and emotional needs.

Key Words: popular buyer; overseas purchasing-agency; practical representation; reason of perspective
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