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Abstract

This study examines the effects through which real-time interaction and emotional contagion drive
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impulsive consumption in live e-commerce settings. Through analysis of typical live-streaming cases,
the study finds that real-time interactive mechanisms enhance social presence, stimulate dopamine re-
lease, and trigger herd mentality, significantly promoting impulsive purchasing behavior. Meanwhile,
emotional contagion, facilitated by anchors’ high-arousal emotional performances and group emotional
resonance, undermines consumers’ rational decision-making abilities, leading to emotionally-driven
unplanned purchases. Then, the study highlights that while impulsive consumption boosts short-term
sales and user engagement, it also entails long-term risks such as high return rates and emotional fa-
tigue. Finally, practical recommendations are proposed from the perspectives of platform algorithm
optimization, service guarantees, and government regulation to promote healthy and sustainable de-
velopment of the live e-commerce industry.
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