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Analysis of User Behavior in a C2C Market
during COVID-19 Pandemic
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Abstract: The e-commerce market, which has attracted much attention in recent years, has been growing
rapidly since the COVID-19 pandemic. Among these, the growth of the market for consumer-to-consumer
(C2C) transactions has been remarkable. However, few studies have analyzed the C2C market during the
COVID-19 pandemic, and in particular, the behavioral tendencies of the sellers are not well understood. In
this study, we used C2C market transaction data to analyze the behavior of users who joined the C2C plat-
form during the COVID-19 pandemic and identified the users who continued to use it. We found that while
a large number of users registered for the service to trade face masks that were in short supply in the market
due to heavy demand, there was no tendency to buy up, which had been a social problem. In addition,
among the users who traded masks, only the sellers continued to use the service at a high rate, suggesting
that selling masks functioned as a successful experience for retention. This shows that giving sellers the
experience of selling by implementing measures that match the trends, even if it is only a temporary boom,
is effective to acquire and retain users.
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Fig. 1 Monthly trend of the total number of new listings and

transactions on minne.
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Fig. 2 14-day moving average of the number of new sellers by

category.
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Fig. 3 Daily trend of the total number of new listing items

and transactions in the face masks category.
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