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Abstract

Under the wave of digitalization, as an emerging business model, live e-commerce promotes con-
sumption growth with rich social interaction elements. From the perspective of information pro-
cessing theory, this paper analyzes the classification and function of social interaction and the forms
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of social interaction in live e-commerce, and finds that it can comprehensively influence consumers’
decision-making process from the aspects of enhancing purchase intention, expanding information
channels, shaping consumption values and providing consumption knowledge and skills. Based on
this, businesses can use social media to expand their influence, accurately select cooperative an-
chors, and optimize live interactive strategies, so as to promote social interaction between busi-
nesses and consumers and enhance consumers’ purchase intention.
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