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Abstract

Against the backdrop of deep integration between social media and vertical communities in con-
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sumer decision-making, consumers in the sports e-commerce sector increasingly exhibit group po-
larization characteristics. This study aims to explore how the group polarization effect influences
the decision-making process of sports e-commerce consumers, reveal its current development sta-
tus and causes, and accordingly construct a rational consumption guidance pathway to promote the
healthy development of the sports e-commerce market. From the perspective of group polarization,
sports consumption behavior is deeply embedded in its community interactions, demonstrating
typical group polarization consumption traits. This consumption represents a collective practice
driven by group pressure and emotional resonance. The conclusion posits that group polarization
is a key force shaping contemporary sports e-commerce consumption behavior. The research also
provides theoretical explanations for understanding the contemporary sports e-commerce econ-
omy, particularly the new models of e-commerce consumption.
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