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Abstract

With the advancement and progress of technology, e-commerce consumption has emerged as one
of the principal consumption modalities. While e-commerce offers substantial convenience to
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consumers, it concurrently brings numerous risks and challenges. The herd mentality constitutes a
relatively significant aspect among them. Under the effect of the herd mentality, consumers are
more prone to exhibit irrational consumption behaviors, such as excessive consumption in advance
and blind conformity, thereby enabling e-commerce live-stream hosts to obtain greater economic
benefits. The herd mentality is a complex social psychological phenomenon that possesses both pos-
itive aspects and potential hazards. Through social intervention and individual efforts, the negative
influences of the herd mentality can be mitigated, facilitating the healthy development of both indi-
viduals and society. This paper conducts an analysis from the perspective of the herd mentality,
exploring how e-commerce utilizes consumers’ herd mentality for live-streaming sales, what harms
can be caused by herd consumption, and how consumers should avoid conformity and achieve ra-
tional consumption.
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Figure 1. The proportion of passers-by who adopt crowd behaviour

B 1. REARIMART AR AREES)

2.2. RN

TG M 28 NP 3T 22 I REFE 3077 it I B A, ER A5 S AN o M 3 300 2l 2 e S
PR S AT 7 o PR A TOUR o o AE B ) R il S BR B R RI TT 2, Lh Y P e A T B
e 5@, X PP RIG RS BB 1Y NI 9% & i3l e R (2], R, Y 2R T LoEd s iR S
FESE ), REECKRE, XMoERBA&ERE. SimER[3]. K ERERIR 2 BahEei 5K
O R NG, LR 9 VAR AT R, AT AE A AR Ao B AR e 70 il 5 LA 2 2 — S0
AT N

BRULZ Ah, ASRTEBEAR R AT 1 252 m A ACOEE I B, MU AR G H O M AREE 54T
Ay RE SRR E REF— 8 [4]. KPS L 8 (Social Comparison Theory) [5], M $47 NAFAE
] EZMAILR, W25 e R BT LA, ) BB AN A R R AR, D T R
FB T BT, [FIN A VIR BIRERZOR R B, MR R S M A SR AT, WAL ERE 2
Ho =AM RS, S B s B AT v E B Uk, AR B R 3R R Oy B AR
AN, RS, MAIHA REN L, UMLK IR B O HECE B, e
TEAE S RO A AT IR 2L R XU 3K o B RS 1 £ T LAAE P ity DR T PP £ RO R Ak P i A 5SS 8, i
— RGO BRI P A, LT 2 AR B S [FRE S AR AR LT 24T A .

DOI: 10.12677/ecl.2025.141462 3728 TR 4TS


https://doi.org/10.12677/ecl.2025.141462

AR

2.3. R EoEE 3%

FER IR 2 57 ROBRIBAE, WA EEA DU BN 985 2, BAFAE TR . Bk 5L Al AE S
[l IS BB R B B A, TSRS B R A PF R 2t . FEBLEEAL b, BRI iR KR S I ELHR AT 51,
FEXFHEARIE T, BRPFAIMAESRRON T 5V G bR, Wik dhkE 739 . ik, EHkw ot
FEH B2 AN X Pl WAL B ) — G SR [l B, SO0, S50t & B e R B A A 5 7 i,
KR HSER Gy Gy M B 1 5T, TSE50M %, SCAth B e Rl B R SRR, B & B Rt
ORI, IXREAUE R T LA B4 55 [m] 2%
24. EHRHARFEIHS

WIS MG IEN . DAL TR, TP SR E, WAt R,
AR 2 R T AR, ¥ 2 R ST i I AN DG A2 AR T SR, 36 SRR it BRI AR 175 JE (AN ST AL AL I
— I EREE ARG A, DUERROA, T 3E SR LR TN TR (A . AR
7N RO AR L (7 ik, BEAE DR ARG RE, ISR — NS O EER LR 5 R BN
SR WIRER . AR EE R (Categorization) [6]F UM SN, MAESISAERIB AL R 7358, X
PR SRASER A  G AAUE . X TI ET E, WSR S s AR — B0 7, ATBLRIA B S S
AVAJE IR, O T EREA R A PLERURIHESS AR 231 B S o D S B (R i S 2 AT O, i il
P Rl S Uy T K E AR 707

3. EREINAXLETEROEE
3.1. HMEHERL

G “ANIRIL” AFERGE, B SR RER SR T, RERERE ™ bk v ek B — I
WARET L, BT RN ENACOERIERTT, AT T 53 A b b s 3 RO R fRF— 2 W]
BE T SRR PR O R RAT N I A . AEBETS SR, A it — BB T 3 1 300tk (4t
SEAN A BT BRAT N RN ER S B R I BAT B RS, A AT B I (R R A PR AT R R AT A
FAE, WA 3] — i A R
32, BRAMEER

MAL BT e 2 RECVMATE B OB AL AL B HERBEMN, AR GRAR, X2 A
PEALII R S, BANMAZ A2, RO AR R R AN AT X, AR T MR fE A
HEERT, FOEME S EA I A EW S, 2 25 58 70 55 I R oA BR B AT 7 9%
I, ARPSAERE AL T — AT AR A, SEE AR, M EN RS S
HIFEAT NI

3.3. IMREFEN

FE AR BEAE FIR P R I SAT AR W 2 B R RO E B OU N, O 1 BRBE A N T AT 19 9%
TR, AT HIEN NEIRTRMATERE ST, T L ph sl RANAE BRI AT v . 5SSt
HEWRAA MM, FIcrTCodEd f A . g i oSy N s s . v
AN QOB FL AL, M2 P e R ILI IR 2 BT BL Blande a1 RS R U B M BR
FEAR KA RE ARG R 2 A AV SRR E W &, BT BLAR BRI AT 24T (8] A el 9T
N AMERR BE R ECRE I, FIRES S UIBTIRIT” “ LMETRE” MG N ST L. 8 i i i 2 id

DOI: 10.12677/ecl.2025.141462 3729 TR 4TS


https://doi.org/10.12677/ecl.2025.141462

AR

FErR, ERTE RS AT B A S BN AL, FEARERER T, HRFRE TS MER
ORI AR, HIESIE . KEELSES, BHMANVERS FRIFPBR XL, EEN NG LR
BN L B W =22 4291
34. S EFRE

MACDERIRAE R, JHRE RS L HOHATENE S, BERESEER, SERENAT S
FIH, EEX TR T A RS20 R W 2% R A A Co 38 AT DUAE 26 B 18] PN 77 s K B v 9%, T
X B3 B [F) ) TG R e T BRI, 18 BRI AT . A EL e s AR B 1 25— RS 5 In) jE, 24X 2]
BRI ZE MR, R RFEE E 2 SEUR IS H L.

4. B NAROIBER S BiEHRREIN
4.1. IEFIEMAESEUS

DUAEPI L8 o DA R T o % E B SR IE, WL ERPERE S T . BRI IRAEAE R
PR A R M I R RN TR R R, LR S R R R R4k, FE BRI RSB T, AR AT RE ik
TAEMACLERRE- T E BIH o, R0 — R ar, e —FTHCOE SR RN HFEXMFm M, AR
FETHT (RAHEUR T S MR 500K, F5 R AG AT X,  [X 43 P 1 DX 2 A 8 B i 2 2200
BB B TRATERA TS ZARYE B 225 R SRR B HE — R 2RI, BAE S BT o
TG VS RAE, JF HEURE ST W R B RATRAS B R AT, A E HIRR, TR BEER A
IR PR AV SRR S & A O M LU = 7= s H B 3% 2 P2 R R X L A7 L
RYGL, X 2024 XA HA TR T SR AERUB BUHEAT T W2 RBAE b, SRR T SRR nh RS
1160435 %6, Hk “HEIBWH R MAOEE BIL 230675 4, HI 8238 4%, Ml EAE G T EIEA L.
PR R BN, HARMRSE . FICTE 6 AU A B E AT O NE NG, e R ERE. &
an BRI, VISCAOAFHEAN DG T 28 7R SE AT [RIAE ROV B R A T i Thee . &5 RS &G
B, G R RIMEN G T T AN TR BB R ALY, NAZE TR, GG AR .

TEH AT, BATT LSS 2B SmEiRES T 0, 2 E SR AR Y
1o HCREEAREIE AT A, MESLIERRIE SR AME & T A EEL, IRATRZIA R BNYI 0 9% A AR I
ME—SRIR, &k K B IR ME ST PR PR . AT DAZESP I SR BRIV 2 RS R, Ll dn B a2 1 BRIV o T B
BHARNDY, 2E ST B &7 A, 38 St AN B 98 2 R D o
4.2. BFHERERITA

MBI SRR B R B AN N R IR, AR BRI SAT N10]. TERIZTY 9% (1
B, YRR oy AR SR, v T R, R ORISR, FRARE RN, L SR
i A AT A BRI R ZRAT Ao BT A 20 2 1 ) 4 2 355 A R T o oy, Je 0o kR Ay Qs B A T
FEAE LI = R, AN BRPERTE SR AT . T S RS SR SR T K I R S R, &
SECH OIS, nEE . A3 WHESESA I, EHEEa FIR T2 B — 3 0% & H T e %,
SCHL PRI, REAEN TIHRmELE, JLHESRER6S, X2 BRI B .

4.3. iEFBCHEHRITA
EMADHEFERT, RS ERMNTLEESMBASHTRERTA, RNERMNEFERICTEEDH
AT NRI IR, BN B 5 A RGBT — g atr 5id %, REEPRAEHEE, e

DOI: 10.12677/ecl.2025.141462 3730 TR 4TS


https://doi.org/10.12677/ecl.2025.141462

AR

LUJE 78 AT 9 R AT REM Gt , AR R R B e, W SRAT N R A B B . IR
SE It & 1 R4 235, O DUJE RS S HE 4% Rl 2 A = AT S BRI, R0 5K 2 At
1T7e 0 TS AR AT L, SRR A LU R

4.4. AN EEHNREN

TRTAAER, MAEAUEE TIRZER, WA —ERE LR NE AT ARG, X%,
FATRZ R FRALAE B LE, X IR ARG BB, ARET S S ke E ML, ER%]
U R RN, L B B R ERBOR (L P PO M S e . ER BT, 3K
IR X 70 FOIE B 5 RN S WO AR, e e R s SRR = e RIS, BRATEUR R 12
fi ) AOISTR], LA PR A S A P I 8], e G B R R TSI . AR HEAE T, AT LI
STRRBCH W e p ok, RN PRI e WIEAE S54SR BRI AR R TR X L T e
BEVE ) FATDERZ 2R N =J7 Rl LA WA RIS, HEndh S Ak 13 2 i P4 L

Ll i
4.5. BIBBURHBETM
IR A Z AR BB EE TGS, A AR & YHE. R SRBEGESAES P IE

by BESE, L RE TS TN E R RSG5 AT IR A E AT 5
AR T AR B A VGR B ARAT MR S, IF sl Al 1A RN 5 (e 7, FEBh AT TIA IR 2
M BHEDS 5. N B HT MBAE A, 3-EA RN T MR HIRANR, T A %
WEfEfa s, ML ARBERS T, SUMBIEE S, RATEHE, EiE A DAOHE AR T R
5.

5. 4578

TR MG B 22 A N B DEAT 0 M, BRATTRIAE W 2% B vh R B sl T E ST
B 8 RGO P &, SRAG R R . B IR (S R TE R R AR, d 2 S EOAE
BHIERAT N, WoB AT . RIS, T S BECRI AR Sy, PR EN S BT R R, iE
FS T AN RS Ao DRI FRAT L R R 19X 2% 1) [ B R GRS — e IR B, FEREAR TPy B O AR, X
FORG R RN, PR BRI 2250, ZD B IR B B i oI5, B E H Mok, SEELE R
ST RFEL T SRR

Sk

[1] Milgram, S., Bickman, L. and Berkowitz, L. (1969) Note on the Drawing Power of Crowds of Different Size. Journal of
Personality and Social Psychology, 13, 79-82. https://doi.org/10.1037/h0028070

(2] A%, XAz, KIS B DT b sl e S0 R A I - R T R AR 2 e b TR A R Y R A B[], B
P8, 2021(3): 103-123.

[3] L2 LHEE. ERANSE: AR ERTHEREEENE ST, FEFEMI, 20212): 14-21.

[4] Hogg, M. and Vaughan, G. (2009) Essentials of Social Psychology. Pearson Education, 122-133.

[5] Festinger, L. (1954) A Theory of Social Comparison Processes. Human Relations, 7, 117-140.
https://doi.org/10.1177/001872675400700202

[6] Tajfei, H. and Turner, J.C. (1986) The Social Identity Theory of Intergroup Behavior. In: Jost, J.T. and Sidanius, J., Eds.,
Political Psychology: Key Readings, Psychology Press, 276-293.

[7]1 JEZE. BT SICAS BB [ B s B3 s B A A 7T [J]. TR R, 2021(34): 134-136.

DOI: 10.12677/ecl.2025.141462 3731 TR 4TS


https://doi.org/10.12677/ecl.2025.141462
https://doi.org/10.1037/h0028070
https://doi.org/10.1177/001872675400700202

(8]

[9]
[10]

YRR, BXSEHE, HdEfE, EE, M 4R a st KSR A TN AT AR MCY/ P E SR S,
B E RGBT BH R SR RS, SEN A ST R A B E IR SR RS 2021 FECEELE)
EERHERERRKIEGRELR CE(—). RHF: RHBE R TR K, 2021: 183-228.

V. HBRRE 5N RS AE AT ST AR AE[). S5 AL 2T, 2021(31): 59-61.

Goel, P., Parayitam, S., Sharma, A., Rana, N.P. and Dwivedi, Y.K. (2022) A Moderated Mediation Model for E-Impulse
Buying Tendency, Customer Satisfaction and Intention to Continue E-Shopping. Journal of Business Research, 142, 1-
16. https://doi.org/10.1016/j.jbusres.2021.12.041

DOI: 10.12677/ecl.2025.141462 3732 TR 4TS


https://doi.org/10.12677/ecl.2025.141462
https://doi.org/10.1016/j.jbusres.2021.12.041

	电商利用消费者的从众心理进行直播带货
	摘  要
	关键词
	E-Commerce Takes Advantage of Consumers’ Herd Mentality to Carry out Live Delivery
	Abstract
	Keywords
	1. 引言
	2. 直播间主播利用消费者从众心理进行直播带货
	2.1. 利用群体规模
	2.2. 互动促进从众
	2.3. 形成增强回路
	2.4. 社群促进持续消费

	3. 直播间从众心理带来的危害
	3.1. 增加群体极化
	3.2. 忽视个体差异
	3.3. 加大经济压力
	3.4. 社会资源浪费

	4. 避免从众心理造成盲目消费的建议
	4.1. 培养理性的消费观念
	4.2. 放弃错误的消费行为
	4.3. 记录自己的消费行为
	4.4. 增强对广告营销的免疫力
	4.5. 思想政治教育干预

	5. 结语
	参考文献

