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Abstract

With the popularity of social media, live commerce has came into our lives. Yet a serious of problems of impulsive co
nsumption caused by live streaming have also came along, which young consumers are the group that being affected t
he most severely[1]. With the goal of reducing the economic burden of young consumers and their families, as well as
contributing for the positive development of the economy, this research first analyzed the impact of young consumers’
cognitive needs on impulsive consumption during live streaming form consumer’s perspective[2]. Follows along, it al
so analyzed the impact of various promotion methods on impulsive consumption during live streaming fro the perspec
tive of the external environment, as well as the problems that occurs after these abnormal consumption. Results showe
d that: cognitive needs inhibits impulsive consumption; different promotion methods influences consumer’s impulsive
consumption; and impulsive consumption positively affecting the return behaviors[3]. The findings of this research ca
n help consumers to effectively identify the promotion traps in live streaming, meanwhile, to provide advice for the go

vernment in formulating rational policies for such and related phenomenon.
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1. Introduction

With the popularity of social media, live streaming
brings goods into people's lives and injects new vitality
into the real economy. However, as an emerging sales
model, it is still in the early stage of development, and
consumption chaos occurs frequently[4]. If these chaos
are not resolved It will affect people's concept of
consumption, which will lead to chaos in the market, and
trigger multiple contradictions among merchants, live
broadcast platforms, live broadcasters and consumers[5].
The variety of promotional methods in live streaming has
increased people’s desire to consume, but at the same
time, the proportion of consumers’ impulsive
consumption has gradually increased[6], which will lead
to a series of chain problems, such as: increased financial
burden on individuals and families, difficulty in returning
goods, consumers The rights and interests are not
guaranteed, but it is not conducive to the healthy
development of the economy[7]. Since most young
people are students and newcomers in the workplace with
limited income, the above-mentioned problems have a
more serious impact on this group[8]. The youth is
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defined as between 14-35 years old, and the impulsive
consumption behavior of this group in the live broadcast
delivery is studied in Guangdong Province, so as to
provide a social management level plan, from the source
to make the live broadcast platform more standardized[9],
and at the same time Strengthen young people's
awareness of preventing impulsive consumption and
make efforts for sound economic development[10].

2. Research method

2.1 Data collection method

In order to verify the cognitive needs (whether the
product is needed or not and whether the promotion
method is well recognized), the impact of promotion
methods on consumers' impulse consumption and the
impact of impulse consumption on return behavior, this
subject designed a survey. questionnaire. Then, 30 people
were selected for a trial survey, the questionnaire was
revised according to the problems found in the trial
survey, and the 30 people were re-tested with a sample to
ensure the validity of the questionnaire, and finally a
formal survey was conducted. To collect data within 5%
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error, the required sample size is:

_Z?P1-P) 1.96%x(0.5)x(1-0.5)
TETTE T 035)°

The values of Pand e are both 0.5. Assuming that the
sample recovery rate is 80%, 500 questionnaires are
planned to be distributed, and 435 valid questionnaires
will be recovered in the end. The above consumers set up
jump questions, only asking their opinions on impulse
consumption, without making specific analysis.

~ 385

2.2 data analysis method

After obtaining the questionnaire data, it is planned to
use descriptive statistical analysis, cross analysis, chi-
square analysis and other methods to study the
relationship and difference between different variables
according to the problem hypothesis of the project plan,
and use the collected data to carry out the research
hypothesis. analysis to draw relevant conclusions.

In the analysis of the impact of consumer cognitive
needs on impulsive consumption, the subject first uses
cross-analysis to make a column chart to observe whether
the two are related, and then uses the chi-square test to
further test the impulsive consumption of consumers with
cognitive needs Whether the situation of consumers with
no cognitive needs is different from that of consumers
without cognitive needs, so as to determine the
relationship between cognitive needs and impulsive
consumption.

In the analysis of the impact of promotion methods on
consumption impulse consumption, the subject uses a
cross table to make a column chart between the two to
observe the difference between consumers' impulse
consumption and non-impulse consumption under
different promotion methods, so as to determine the two
The relationship between.

In the research on consumer return behavior after
impulsive consumption, the subject first used the cross
analysis to make a column chart to observe whether the
two were related, and then used chi-square test to further
test whether impulsive consumption would have an
impact on their return. So as to determine the relationship
between impulse spending and return behavior.

3. Data analysis and research

3.1 Analysis on the influence of cognitive needs
on impulsive consumption

Cognitive need means that consumers realize that a
certain commodity is lacking in real life and hope to
obtain the commodity through purchase. In order to
facilitate the respondents to answer, the question is
replaced by whether there is a plan before purchasing,
and whether there is a plan before purchasing. The

equivalent is a number ("Plan before buying" is set to 1,
"No plan before buying" is set to 2), and the two options
of whether people are impulse purchases are equivalent
to numbers ("No impulse purchase" is set to 0, "
Impulsive spending" is set to 1). First, we use the cross-
analysis of observations, as shown in Figure 1.
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Figure 1 Cross-analysis diagram between consumers'
impulse consumption and purchase plans

It can be seen from Figure 1 that when consumers
have no plans before purchasing, the number of
impulsive consumption is 11, and the number of non-
impulsive consumption is 32. When consumers have a
plan before purchasing, the number of non-impulsive
consumption is 27. The number of people who have
impulse purchases is only 1. It can be seen that having a
plan before purchasing will greatly reduce the behavior
of consumers' impulsive consumption. In order to verify
this result, this topic uses cross-tabulation and chi-square
test for verification, and the verification results are shown
in Table 1:

Table 1 Cross-tabulation of cognitive needs and
impulsive consumption and chi-square test results

Unit: Number of people

Have a purchase plan
Impulse spending total
1 2
0 27 32 59
1 1 11 12
total 28 43 71

Pearson chi2 (1) = 5.8491 Pr=0.016

The Pearson chi-square value is 5.8491 calculated by
the chi-square test. When the degree of freedom is 1, the
asymptotic significance value is 0.016, indicating that
this result is significant at the 5% and 10% levels,
indicating two problems. There is a significant
correlation between young consumers' cognitive needs
and impulsive consumption, which means that young



consumers' cognitive needs can effectively inhibit their
impulsive consumption behavior.

3.2 Consumers of different ages whose expected
purchases are affected by live streaming

In order to further analyze whether consumers'
cognitive needs are affected by the same age, and to
verify that the inhibitory effect of cognitive needs on
impulsive consumption is not limited by age groups in the
youth group, this study equates the age option as a
number ("under 18 years old" Set to 1, "18-26 years old"
is set to 2, "27-35 years old" is set to 3,), the option of
whether there is a plan to purchase goods in the live
broadcast is equivalent to a number ("No plan" is set to 1,
"Planned" is set to 2), and Figure 2 is obtained by cross-
analysis.
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Figure 2 Column chart among consumers of different
age groups and purchasing plans

As can be seen from Figure 2, as a whole, among the
young consumers who participate in live broadcasts,
there are relatively few people who have purchase plans,
and most consumers have no purchase plans. Among
these groups, the proportion of young consumers under
the age of 18 is relatively small. , the proportion of
consumers aged 27-35 and over 35 years old is the same.
However, the proportion of planned purchases and
unplanned purchases of consumers in different age
groups is basically the same. In order to verify this result,
this study conducted a chi-square test. The test results are
shown in Table 2.

Table 2 Cross-tabulation and chi-square test results of
cognitive needs of different age groups in live streaming

Have a purchase plan
Age Total
1 2
1 4 8 12
2 7 21 28
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3 7 24 31

Total 18 53 71

Pearson chi2 (2) = 0.5316 Pr=0.767

Through the chi-square test, the Pearson chi-square
value is calculated to be 0.5316. When the degree of
freedom is 2, the asymptotic significance value is 0.767,
indicating that there is no significant correlation between
the two issues. There is no correlation between
knowledge needs and age of consumers. This result,
together with the previous results, reached the following
conclusion: the cognitive needs of young consumers have
nothing to do with age, and consumers' cognitive needs
can inhibit impulsive consumption, so the relevant
recommendations are applicable to all young groups.

3.3 Analysis on the influence of promotional
methods on impulse consumption

Different promotion methods will make consumers
have different degrees of impulse to purchase items. In
order to facilitate the respondents to answer, the subject
replaces this question with "What are the most
preferential activities for items purchased in the past
month?" and list it. The options that come out are
equivalent to numbers ("Buy one get one free" is set to 1,
"With gifts" is set to 2, "Discount" is set to 3, "Pre-sale,
you can pay part of the deposit first" is set to 4, "Limited
time" is set to 4. "Purchase" is set to 5, and "lottery
activity" is set to 6), and in order to facilitate the
respondents to answer the question of whether people are
impulsive consumption, the questionnaire is replaced by
whether there is a plan before purchasing, and whether
there is a plan is equivalent to Number ("No Impulse" is
set to 0, "Impulse" is set to 1). First, we use the cross-
analysis of observations, as shown in Figure 3.
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Figure 3 Column Chart Between Promoting
Consumption and Impulsive Consumption

As can be seen from Figure 3, except for the lottery
promotion, the proportion of young consumers with
impulsive consumption is higher than that of non-
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impulsive consumption in other promotion methods.
Among them, the young consumers participating in
discount activities are the most, followed by buy-one-get-
one-free and Complementary products are given away,
while pre-sale, limited-time purchases and lottery draws
have little impact on people's impulsive consumption,
especially lottery activities, which have little impact on
young consumers' impulse purchases. It can be seen that
young consumers are more concerned about the degree of
profit from live streaming. Marketing methods will
promote the impulsive consumption behavior of this
group, and different promotion methods will also cause
different degrees of impulsive consumption.

4. Conclusions

Through data analysis and discussion, this paper
draws the following conclusions: 1. Cognitive needs can
effectively inhibit impulsive consumption psychology,
and cognitive needs are universal in various age groups.
This confirms the second hypothesis in this topic. 2.
Different promotion methods have different effects on
consumers' impulse consumption psychology. Among
them, discounts have the greatest impact on impulse
consumption psychology, followed by buy-one-get-one-
free and gift-related products. This confirms the first
hypothesis of this thesis.

In response to the above conclusions, some effective
methods to restrain the impulsive consumption of young
consumers have gradually emerged. From the perspective
of consumers, they can make a consumption plan in
advance and consume strictly according to the plan. From
the perspective of businesses, businesses should
appropriately remind consumers to consume rationally,
reduce waste, and instill correct consumption concepts
for consumers.
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