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Abstract

In this paper, we study the marketing strategies and customer satisfaction of small and
medium e-commerce enterprises. To take personality traits and lifestyles as control variables
conduct correlation analysis and causality verification. Through the structural equation model,
it is found that personality traits have a significant positive impact on customer satisfaction,
lifestyles have a significant positive impact on the acceptance of different marketing strategies,
and different marketing strategies have significant positive effects on customer satisfaction
influences. Among openness, rigor, extroversion, friendliness, and emotional stability five
types of personality traits customers, the importance of platform shopping environment
provided by small and medium e-commerce enterprises is significantly higher than that of
product quality and service quality. Among trendy upstarts, extroverted leaders, and sensible
housekeeping three types of lifestyle styles customers, the importance of non-promotional
marketing strategies is significantly higher than that of promotional marketing strategies.
Therefore, the publicity should focus on the promotion of product quality, lower prices, better
delivery, and after-sales service, instead of focusing on frequently sending product
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advertisements, inviting popular celebrities as spokespersons, special sales events,
limited-time rush activities and the corresponding theme promotions on various holidays.
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Structural Equation Model
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