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Abstract

It meticulously examines the three behavior patterns “strong emotional needs, anxious choices, and
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immediate gratification” according to the principal psychological features of Generation Z consumers,
and thoroughly examines the contradictions between these group psychological characteristics and
the existing e-commerce platforms in regard to decreased emotional bonding, delayed service re-
sponse, and slow information flow. After the contrast analysis, this article puts forward the specific
optimization strategy: Emotion interaction to reinforce the emotional connection between the us-
ers; human-machine collaborative services can improve the response rate and accuracy of service;
scenario screening algorithm to improve information processing path and decision-making paths.
This study believes that the future of e-commerce development should integrate technology em-
powerment and experience economy more profoundly, and construct a transformation trajectory
from the function of a transaction tool to a carrier of value identity.
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Figure 1. Live shopping on the Douyin platform
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Figure 3. Xiaohongshu waterfall-style recommendation and social sharing
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Figure 4. Pop Mart blind box machine mini program player showcase social section
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Figure 5. Pinduoduo platform information stacking
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