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Abstract
With the rapid development of e-commerce platforms, community consumption has gradually
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emerged as a new consumption model. Based on Social Identity Theory, this paper explores the
characteristics of community consumption psychology and the underlying mechanisms on e-com-
merce platforms. The article first introduces the concept of Social Identity Theory and its core di-
mensions, including group identity, social comparison, and self-categorization. It then analyzes the
psychological drivers of community consumption behavior on e-commerce platforms, such as com-
munity belonging, community interaction, trust in KOLs (Key Opinion Leaders) and their recom-
mendations, and the influence of social comparison. Additionally, this paper discusses the psycho-
logical effects in community consumption, including emotional identity, group norms, and loss aver-
sion. These psychological effects profoundly influence consumers’ purchasing decisions and behav-
iors. Finally, the article emphasizes the importance of understanding these psychological effects in
the formulation of marketing strategies for e-commerce platforms, as it helps improve consumer
experience and brand loyalty. Through an in-depth study of community consumption psychology
on e-commerce platforms, this research offers new perspectives for marketing strategies and pro-
vides fresh insights into the theory and practice of community economics. Understanding the im-
pact of community identity on consumer behavior helps platforms optimize user experience and
enhance user stickiness.
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