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Abstract

Live streaming e-commerce has emerged as a critical mechanism for stimulating consumers’ impul-
sive buying behavior by cultivating a strong sense of social presence (SP) and providing high inter-
activity (INT). Social presence leverages hosts’ emotional expressiveness to evoke positive con-
sumer affect, builds trust through authentic product demonstrations to reduce perceived risk, and
exploits group dynamics to foster conformity pressure—collectively weakening rational control.
Interactivity enhances user engagement and immersion through real-time interactions like bullet
comments and Q&A sessions, accelerates decision-making via instant feedback that resolves pur-
chase hesitations, and triggers competitive instincts through gamified features like liking and prize
draws that deliver immediate gratification. Importantly, a significant synergistic amplification ef-
fect exists between SP and INT: Frequent interactions (e.g., hosts addressing viewers by name) in-
tensify users’ sense of “co-presence” and authenticity, while heightened social presence recipro-
cally encourages proactive user participation. This creates a positive feedback loop that powerfully
stimulates consumers’ immediate purchase desires, resulting in substantially higher impulsive
buying rates (35% - 50%) in live streaming e-commerce compared to traditional channels. Conse-
quently, hosts should intensify emotional delivery and interaction guidance, platforms ought to op-
timize interactive features and real-time sales visualization, and merchants must balance leverag-
ing this mechanism with ensuring information transparency and robust after-sales services to mit-
igate return risks.
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