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Abstract

With the rapid rise of social commerce, interface visual design has increasingly become a critical
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variable influencing consumer decision-making. By leveraging visual inducement strategies, social
commerce interfaces shape users’ cognitive biases and exert a significant impact on impulsive con-
sumption behaviors. This study systematically analyzes the mechanism through which visual de-
sign strategies interact with cognitive biases, uncovering the inherent logic behind how such de-
signs induce irrational decision-making. It innovatively proposes a defense pathway centered on
consumer cognitive awakening, aiming to enhance consumers’ visual information literacy and em-
power them to identify and counteract implicit manipulative designs. The research offers a cogni-
tive intervention paradigm to address the challenges posed by persuasive design, thereby contrib-
uting to the construction of a sustainable digital consumption ecosystem.
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