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Abstract

With the continuous development of the digital economy, live-streaming commerce has become a
prominent form of electronic commerce, substantially reshaping consumers’ decision-making envi-
ronments. Unlike traditional e-commerce, which mainly relies on rational comparison of static infor-
mation, live-streaming commerce integrates real-time interaction, emotional stimulation, visible
social cues, and time-limited promotions, creating a highly dynamic and situational context in which
consumers are more likely to make decisions under conditions of high information density and el-
evated emotional arousal. Although existing studies have examined live-streaming commerce from
perspectives such as platform operation, marketing strategies, and technological affordances, rela-
tively limited attention has been paid to consumers’ decision-making processes and the underlying
psychological mechanisms in live-streaming contexts. From a consumer decision-process perspec-
tive, this paper adopts a theoretical analysis approach and proposes an integrative framework con-
sisting of stimulus factors, psychological states, and behavioral outcomes to systematically examine
consumer decision-making in live-streaming commerce. At the stimulus level, streamers’ commu-
nication styles, platform-based information presentation, and interactive mechanisms jointly in-
crease information intensity, emotional salience, and social visibility. At the psychological level,
heightened cognitive load encourages consumers to rely more on heuristic cues, elevated emotional
arousal strengthens an immediate decision orientation, and trust and risk perception play a critical
moderating role under conditions of uncertainty. At the behavioral level, these psychological pro-
cesses collectively promote immediate, conforming, and impulsive decision patterns, which may
further influence post-purchase outcomes such as repurchase, regret, and product return. By empha-
sizing the decision-making process rather than isolated influencing factors, this study provides a pro-
cess-oriented understanding of consumer behavior in live-streaming commerce. The findings offer the-
oretical insights into the psychological mechanisms underlying situational consumption and pro-
vide practical implications for platform management, streamer conduct regulation, and industry
governance.
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