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Abstract

This article explores the double-edged sword effect of personalized recommendation services by e-
commerce platforms on consumers’ psychology in the era of big data, employing the SOR theoretical
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model to analyze the underlying psychological logic behind this phenomenon. E-commerce plat-
forms push personalized goods and advertisements accurately through big data analysis, which will
not only improve consumers’ shopping efficiency and satisfaction, but also bring some negative ef-
fects. For example, consumers may be afraid of precise recommendations that exceed their ex-
pectations, feeling trapped in an “Information Cocoon” and thus developing a rebellious mental-
ity. Therefore, this article suggests that e-commerce platforms need to find a balance between opti-
mizing accurate personalized recommendation and alleviating consumers’ psychology to achieve
long-term sustainable development of the platform.
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Figure 1. Consumers’ psychological path based on the SOR theoretical model
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