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Abstract

At present, the live streaming e-commerce industry is showing a rapid development trend. In
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e-commerce live streaming rooms, consumers can interact with anchors and other viewers to ob-
tain rich product information. However, in the face of the complex flow of information, impulsive
consumption and regret after the fact are not uncommon. This study selects the group of college
students as the research object, and from the perspective of behavioral economics, conducts re-
search through literature analysis, questionnaire survey to collect data, and establishing models
for quantitative analysis. It has been found that consumers are generally influenced by three types
of consumption psychology: psychological reference, trust game, and herd effect when making
consumption decisions, which may lead to impulsive consumption. Female consumers tend to be
dominated by emotions in live streaming rooms, and live streaming e-commerce has a cumulative
effect on shaping consumer psychological expectations. Shopping experiences significantly affect
consumption decision-making patterns. This article proposes some suggestions based on this, in
order to help consumers reduce impulsive consumption.
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Table 4. Descriptive statistical results of variables
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