E-Commerce Letters 3T Fj2%5i¥iL, 2024, 13(4), 1630-1635 Hans X
Published Online November 2024 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.1341316

HBROEFUATEEE LS EM
XoF 52 Ax e ST IR SR B RS M

LER
WL E TR B2, WL A

Weks H i 20244E8 H8H; A HM: 20244F10H30H; &AiH®: 20244F11H6H

HE

REEHFURMB S LR Y &, BEEFOREEE, BoESARIHZ A NEZERE. K
HAHERME, Wite. R 0% BRE, SHAPRETSERFAENREERNZR, T
HRERIASERSEAE BIT A . ASLEERD B FET 6 RIS TR Z ARG LR LEH G
AT BEETEHREIVR, EHEAREASHEN. AP EERX LR, 25 NHERLEE
MANK, 2T ESHENRZANE. B TAESNEIEIRNE, 555 B3N A R R #H 2 Aot
AR BEPA RN, SIRBURERGR, FEdHaRm. Sl RAREREIH, RE/HMN
VAFAT . XERERE THXMETT . BEETERERERREN, MR E GG 6 MERKRE.
XK ia

HEETG, Eahtk, HILEZ, WTHRE

The Influence of Interactivity on Audience
Purchase Decisions on We-Media Platforms:
A Perspective from Consumer Psychology

Haoran Kong

School of Science, Zhejiang Sci-Tech University, Hangzhou Zhejiang

Received: Aug. 8%, 2024; accepted: Oct. 30%", 2024; published: Nov. 6%, 2024

Abstract

With the widespread adoption of digital transformation and mobile Internet, we-media platforms
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have experienced rapid growth and have become a crucial vehicle for information dissemination
and social interaction. The interactive features, such as comments, likes, shares, reposts, etc., provide
users with a space to engage in content creation and express their opinions. Furthermore, these plat-
forms influence consumers’ purchasing decisions and consumption behaviors. This paper aims to in-
vestigate how the interactivity of we-media platforms impacts audience purchasing decisions. Firstly,
it analyzes the current status of we-media platforms, highlighting their diverse content forms, large
user base, and strong level of interaction. Then from a consumer psychology perspective, it examines
the impact of interactivity on audience cognition, emotion, behavior levels. It concludes that inter-
active content can enhance audience cognitive processing of brands and products while also trig-
gering positive emotional experiences. Ultimately this can affect purchase behavior through mech-
anisms such as social influence, social identity, and group influence. Finally, this paper offers sug-
gestions for brands, we-media platforms, and consumers to promote healthy development within
we-media platform industry.
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