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Abstract

Under the background of the in-depth integration of digital technology and manufacturing industry,
live e-commerce has become a new and important channel for the marketing of mechanical products,
breaking the limitations of traditional offline exhibition and sales of mechanical products, and at the
same time giving rise to the phenomenon of consumers’ impulsive consumption, which not only af-
fects consumers’ rational procurement decisions, but also relates to the standardized development of
the live e-commerce industry for mechanical products. Combining the characteristics of products in
the field of mechanical engineering, based on the relevant theories of e-commerce and consumer be-
havior, this paper analyzes the formation logic of consumers’ impulsive consumption in the live e-
commerce scenario of mechanical products, explores the mechanism of core influencing factors such
as anchor professionalism, product display effect, promotion stimulation and conformity psychology,
analyzes the current prominent problems, and puts forward targeted guidance paths. The research
shows that impulsive consumption in the live e-commerce scenario of mechanical products is the re-
sult of the interaction between external scene stimulation and consumers’ internal psychology. An-
chor professionalism and immersive product display are the core driving factors, while product qual-
ity and after-sales concerns inhibit its formation. The research results of this paper can enrich the
research on consumer behavior in the field of mechanical product marketing, provide theoretical ref-
erence and practical guidance for the standardized development of live e-commerce of mechanical
products and the guidance of consumers’ rational procurement, and help the digital marketing trans-
formation of the mechanical manufacturing industry.
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