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Abstract

Live-streaming e-commerce, with its unique real-time interactivity, has become a significant engine
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driving consumption and markedly stimulates consumers’ impulse purchasing behaviour. However,
the precise psychological “black box” through which interactivity influences consumption decisions
remains to be thoroughly elucidated. This paper constructs and elucidates a dual-pathway integra-
tion model grounded in the classical “stimulus-organism-response” (S-0-R) theory. This model pos-
its that real-time interaction, as an external environmental stimulus, does not directly precipitate
purchasing behaviour. Instead, it ultimately drives impulsive buying by activating consumers’ in-
ternal organismic states through two parallel psychological transmission pathways. These path-
ways comprise: A socio-cognitive pathway centred on social presence and trust, functioning to pro-
vide cognitive licence for impulsive actions; an affective-experiential pathway centred on flow ex-
periences and positive emotions, functioning to ignite the emotional engine driving impulsive be-
haviour. This paper systematically demonstrates the theoretical logic of this dual-pathway model,
offering an integrated analytical framework for understanding consumer decision-making mecha-
nisms within live-streaming contexts.
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Figure 1. S-O-R model
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Figure 2. Dual psychological mechanisms driving impulsive purchases through interaction
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