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Abstract

With the advent of the smart media era, the media ecosystem has been reshaped by algorithms, big
data and artificial intelligence technologies, giving rise to the emergence of the new e-commerce
model of live-streaming e-commerce. As smart media technology advances rapidly and consumption

XEGIH: TEA BT R B 0T KR OSSR S AT AT ). TR S 1RIE, 2025, 14(12): 6495-
6503. DOI: 10.12677/ecl.2025.14124639


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14124639
https://doi.org/10.12677/ecl.2025.14124639
https://www.hanspub.org/

—
cH
B>

patterns upgrade, live-streaming e-commerce has evolved from simple price promotions to a new
business model centered on emotional marketing. This study, based on the perspective of commu-
nication theory, takes live-streaming sales as the research object and adopts a mixed research method
to analyze the strategies and models of emotional marketing in live-streaming sales in the smart
media era and their impact on consumer behavior. By adopting strategies such as content contex-
tualization, emotional expression by hosts, technological innovation in interaction, and rhythm con-
trol in operation, live-streaming sales can effectively evoke consumers’ emotional resonance and in-
fluence their purchasing decisions. This paper also makes prospects for future development trends,
aiming to provide theoretical references for brands and platforms to optimize their live-streaming
marketing strategies.
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Table 1. Distribution of demographic characteristics and live streaming usage behavior of respondents (N = 1200)
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Table 2. Correlation analysis between various dimensions of emotional marketing strategies (N = 1200)
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