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Table 2 Results of Descriptive Statistics

RISHEDIDERAPTER
Table 3 Regression Results of Staggered DID Model
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Table 4 Regression Results of Mediation Analysis
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Table 6 Regression Results of Staggered DID Model After Bias Correction
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Abstract: As the public-domain market becomes increasingly saturated and marketing costs continue to rise, businesses are
gradually shifting their focus towards private-domain marketing strategies. Through private-domain communities, businesses
can release advertisements to consumers, encouraging to click and purchase. Typically, community gathers consumers who

share similar characteristics, and this similarity can enhance consumer trust, thereby increasing the likelihood of consumers’
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purchase intentions. However, within these communities, consumers are not only exposed to information from merchants but
also receive input from other consumers, which may lead to information overload. When faced with an excessive amount of in-
formation, consumers often exhibit avoidance behaviors, which, in turn, results in a decline in the effectiveness of social com-
merce. Although previous research has considered intrinsic factors influencing consumer purchases and the advertising
strategies employed by merchants, there has been a noticeable lack of exploration into how social interactions among con-
sumers themselves impact purchasing decisions.

Drawing on empirical data from a domestic private-domain platform, this study conducts a comprehensive and in-depth
analysis of the impact that community advertisements have on consumer purchase intentions, as well as the role that consumer
interactions within private-domain communities play. By employing sophisticated methods such as propensity score matching
and a multiple time-point difference-in-differences model, the research delves into the effects of community similarity and in-
teraction on consumer purchase intentions. Furthermore, it identifies the underlying mechanisms at play through detailed medi-
ation analysis. In addition to these primary findings, the study also examines the moderating effects of advertisement hetero-
geneity on purchase intentions, with a specific focus on the prominence of advertisement formats, content diversity, and them-
atic relevance.

The research findings indicate that private-domain communities can enhance consumers’ purchase intentions, with trust
serving as a mediating factor in this process. However, it was also observed that high levels of unrelated social interactions
within the community could lead to information overload and a subsequent distractibility of consumers, thereby diminishing
the positive impact on purchase intentions. Additionally, the study revealed that the diversity in both advertisement formats and
content, as well as thematic relevance, can alleviate the inhibitory effects caused by unrelated high-frequency social interaction.
These elements were found to effectively mitigate the negative impact of such interactions on consumer purchase intentions.

By taking into account the influence of consumer interactions within private domains, this research uncovers how similar-
ity attraction and information overload can lead to attention competition, ultimately affecting purchase intentions. The study
significantly expands the existing body of research on private-domain communities and offers merchants specific strategies and
actionable recommendations for improving their private-domain marketing efforts. These insights are of considerable practical
significance for businesses, particularly in managing community operations and enhancing overall marketing effectiveness
within private domains.
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