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Abstract. Based on theoretical and empirical research, this paper studies the marketing mechanism
of the increasingly popular WeChat community red envelope, based on the SIPS behavior model
from the advertising practice, without considering the message quality and product attribute
variables, The incentive mechanism (red envelope) in the SIPS model how to transmit and influence
consumer purchasing intentions, research findings (1) incentive mechanism has a positive impact on
the functional utility, emotional pleasure, and community identity of perceived value: (2) hypothesis
in the incentive mechanism Under the perceptual value, there is a positive impact on continuous
participation, recommendation sharing, and consideration of purchase. (3) Under the influence of
incentive mechanism, functional utility in perceptual value has a positive impact on continuous
participation, recommendation sharing, and consideration of purchase. The study found that the
influence of red envelope incentives on consumer purchase image is mainly through the functional
and practical attributes in perceptual value and perceptual value; the other two attributes in
perceptual value cannot significantly affect the purchase intention alone.
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