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Abstract

With the rapid development of short-video e-commerce, emotion-driven consumption patterns
have become a key research focus. This study aims to explore the relationship between emotions

SCES|FH: FEEE. AT R RS RS T 2B I LR I ik ok 5G], HF RS S5 PRI, 2025, 14(1): 2873-
2878. DOI: 10.12677/ecl.2025.141361


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.141361
https://doi.org/10.12677/ecl.2025.141361
https://www.hanspub.org/

FE

E=5

and consumer decision-making in short-video e-commerce. By systematically reviewing domestic
and international research, it provides an in-depth analysis of emotional triggers, the transfor-
mation of emotions into purchase motivation, and emotional marketing strategies. The findings re-
veal that short videos effectively stimulate consumers’ emotional responses through the interaction
of visual and auditory elements and the design of content narratives. Emotional experiences not
only directly enhance consumers’ purchase intentions but also indirectly promote purchases through
cognitive processing and emotional regulation. Emotional marketing strategies such as personal-
ized recommendations, emotional brand storytelling, and user-generated content (UGC) signifi-
cantly improve conversion rates and user engagement. Emotion-driven mechanisms are identified
as the core driving force of short-video e-commerce, and emotional marketing strategies play a crit-
ical role in promoting consumer purchases. This study provides valuable references for optimizing
content design, algorithm recommendations, and emotional marketing strategies for e-commerce
platforms.
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