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Abstract

Live e-commerce has developed to the present, and has achieved great success and created huge
economic benefits. But at the same time, it has also caused more and more “chopping parties” to
appear in the very common consumer impulse buying situation. Therefore, further analysis of the in-
ternal psychological mechanism of impulsive consumption behavior of live e-commerce consumers
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can not only make up for the lack of attention paid to this issue in previous studies, but also optimize
and guide consumers’ rational shopping behavior to avoid financial losses. From the perspective of
social psychology, this paper analyzes a series of psychological factors that trigger consumers’ impul-
sive consumption caused by live e-commerce, and puts forward corresponding advocacy to avoid im-
pulsive consumption based on these psychological factors.
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