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Abstract

In the context of live streaming e-commerce, the “atmosphere group” constituted by diverse situa-
tional cues has emerged as a critical determinant of consumer decision-making. Grounded in the Stim-
ulus-Organism-Response (SOR) theoretical framework, this study deconstructs the “atmosphere
group” into three core dimensions—social cues, scarcity cues, and entertainment cues—and sys-
tematically investigates their influence on herd consumption behavior, as well as the mediating role
of emotional arousal and the moderating role of product involvement. Based on a questionnaire
survey of 500 consumers with live streaming shopping experience, the findings reveal that all three
types of atmospheric cues exert significant positive effects on consumers’ pleasure and arousal. Spe-
cifically, scarcity cues demonstrate the strongest driving effect on arousal (f = 0.42), whereas social
cues exhibit the strongest effect on pleasure (8 = 0.39). A significant positive interaction effect is
observed between social and scarcity cues. Furthermore, emotional arousal significantly mediates
the relationship between atmospheric cues and herd consumption, while product involvement neg-
atively moderates these relationships. This study refines the analytical granularity of environmen-
tal cue research in live streaming commerce, and offers practical insights for merchants seeking to
optimize atmospheric design strategies.
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FHAEARFABERE N 4 2RISR . MBS BRI SRR e R, 228018 ol 5,
ISR AR S T AR S 5 08, ARSI 9% A ARAT Jh P3G [ A5 2 M 5. Kotler (1973)
Bt A G Y A A A B R R A T A LR [5] . Wk (2025) 3 T 17 5 A Yedil oK LA U LAY
NINREME . AR AR = YESE, GESE T AR I 1 R e 2 I S [6] . B SO (2025) 3 T SOR
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Wi ) S 75 (8] ZEEF A5 (2024) N MNEARKE A I, RBL Al L3R 4E 2 B B4 R i 4k 21 3 B i 44 B
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THE NI LR R B T AT NI N TENLEE .

(2) FERBNEE R

7= As A (Product Involvement) s B (12 97 5 26 T H S oK MRS MMENL,  Brigan 2 (7= i 5
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Figure 1. Theoretical model
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4.1. [B)ERIt
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A5 MER1= FWARE, 5= FWFE): BB NENE, FFERA S fEx, S
DRNAGEHA R NRAEREE, ST 7/MBTEIN = 35), HR4ERBHHEE 1 #7 BUERR .

42. TEME

K ARFTAERYSHE NI ER, H4EEERBEEREITSEG, B SmikEanR-

(1) MEHER: SHPhiER(2025) M= HE R BB EER6], &6 AR MM =4EREm0, MLk
HE ). ML REG ). BRIREREQ ) =4I RTH 8 AN

(2) H%EMEER: $% Mehrabian 1 Russell (1974)#2H i) PAD 1545 A1[11], S5aEN%EEITR
A4, M E (Pleasure) e & (Arousal) A4 B 2% B it 4 /SRS

(3) WA ER: SH WA Q019 KM E MR RER[12], 46 B ERREETERR,
A 4 S

4) B NEERE: 2% Zaichkowsky (1985) (14 Hr= i NFE R R[13], 454 BRI T
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Table 1. Demographic characteristics of sample

=1 HARANOFRITFHITE

AR &Vl LIk 79 Ho (%)

5 228 456

5]
8 272 54.4
18 SN 37 7.4
18~25 % 300 60.0

S
26~35 % 116 23.2
36 %Ll I 47 9.4
(LAY 53 10.6
K& 88 17.6

2200
&F 266 53.2
it Bk 93 18.6
JLVFEHE 71 14.2
1~2 ’IH 202 404

JER 1AL Y/PES
3~5 /A 153 30.6
5 kLA LE/H 74 14.8
5. SCUES 4T

5.1 EMERE

K FH SPSS 26.0 BEATASE /04T, & &£ Cronbach’sa 2% KT 0.8, HAEEE(CRBIAT 0.7, £
HEREA RPN —SE. fH AMOS 24.0 AT IEER T 047, 45 R B ml SRS R G R
IF: ldf=2.13, CFI1=0.94, TLI=0.93, RMSEA=0.05, SRMR=0.04, &% @K T# kT 0.6, F
B5 EREBCE(AVE) KT 0.5, RIFRAWERL . K48 AVE TR K TH 5 HAVE &M< R
, RUXDBE R BAKRS RUnE 2 .

Table 2. Results of reliability and validity tests
F2. FEHEREER

AR i Cronbach’s a CR AVE
AR 3 0.85 0.86 0.67
MR R 3 0.87 0.88 0.71
TRIREER 2 0.82 0.83 0.72

i i 12 4 0.88 0.88 0.65
NG R EE 4 0.86 0.87 0.62
MARTH B 4 0.87 0.87 0.63
IRLLETAN 4 0.85 0.85 0.59
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KM Harman By 307000 36 A 77 i 22 AT A 6 o K T A RRUSUEAT IR R AR IR 70 5 R R 56
AN T E MR 32.7%, /T A0%II FHEL, R IIAHIE FUAE AL ™ B IR [R] U592 22 i)

5.3. kMg SR

BAAEREIE. PRAEZE MR R ENE 3 Por. KRR, MR, BARLRY S, m
FER ARG, Mk, MeERRE Y 5 WA 2 B3 IEAR O ROV Rt B it 1 4P SO

Table 3. Descriptive statistics and correlation coefficients

3. Mgt SEXARY

Bl M SD 1 2 3 4 5 6 7
1 HRER 3.85 0.71 1
2. W& 3.72 0.76 0.48** 1
3. BRIREE 3.68 0.73 0.42** 0.39%* 1
4. il sk 3.82 0.72 0.47** 0.41%** 0.3g** 1
5. MelEE 3.65 0.78 0.40** 0.45%* 0.35** 0.52** 1
6. MAXTH 2 3.43 0.84 0.36** 0.40** 0.32** 0.48** 0.51** 1
7. RN 3.55 0.81 0.19** 0.17** 0.15** 0.18** 0.16** 0.25** 1

¥E: **p<0.01,

5.4. RigRLe

541 FHNBRESZEHNEE
FIHSERGEE 4)Bor: A8 Pk, GRIRZEREE EmsZm i fii/E s = 0.39. 0.32. 0.21, p <0.001)
EMafigfE (3 =0.31. 0.42. 0.18,p<0.01), Hla-H1f M 7. #:385HERAIAE B i B4 (8 = 0.11, p < 0.05)
LM FE (8 = 0.13, p < 0.05)#443 i 2 IE[AIEME, H1g. H1h Mor. Mii/Eé(s = 0.35) 5 Ml B (8 = 0.41) i %
EAI 20 AR 9%, H2a. H2b 7.
FERNES M, AHEFCRER TR R IR BRI AR SN O Gii AR . i) A S e
JE MR R M ARTY B BRI A R 525 (p > 0.05), R R HI 2 R ks LA Radd b

Table 4. Regression analysis of main and interaction effects

F 4 EHNESREYEEYISHT

By PR 1. APl BERY 2. MEERJY BERL 3. MARTH B
Pt Ar & CLf% il (Wl CLf% il
HLER 0.39%** 0.31%*x
IR 0.32%** 0.42%*

PRIREER 0.21%** 0.18**
A x Fdh 0.11* 0.13* -

o 1o J% - - 0.35%**
it TR FE - - 0.41%**
R2 0.25 0.24 0.36
AR2 0.23 0.22 0.34

F 22.34%* 21.07*** 42.18%**

*p < 0.05, **p<0.01, ***p<0.001.
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TH T (R FR RN 12 X0 25 (95% BLAG X (M) AN 0)0 AN AR5, A 5T B 2R 200 MARTH 2 (1 B4 R4
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Table 5. Bootstrap analysis of mediating effects

%= 5. B Bootstrap 347

AR RSB Boot SE 95% & {5 [X [A]
ARG R — AR 0.14 0.03 [0.09, 0.20]
FEAE B R — MR P — AR B 0.13 0.03 [0.08, 0.19]
it B 2 — M 1t i — M AR B 0.11 0.02 [0.07, 0.16]
T il 2 2 — LT P — M AR 9% 0.17 0.03 [0.12, 0.23]
TR IR B R Mt — M AR % 0.07 0.02 [0.03,0.12]
R IR B B — ML P — AR 9% 0.07 0.02 [0.03,0.12]
FEAE x FRBR— 10— A AR B 0.04 0.02 [0.01, 0.08]
AT x B — R — A AR B 0.05 0.02 [0.02, 0.09]

5.4.3. VBRI
THEENVAZERCE 6)RoR, P i NS = G 4R 2R ¥ 52 TS o 25 7 1) S i i D S M FE L H4
JRAL . fRI R I E DR W], SRR AN AR AR N b B R

Table 6. Hierarchical regression analysis of moderating effects
6. PR ZEE

A B 4 At ek PR 5. MR
Hb LR CL4% il L% il
Bb EMN

AR 0.38*** 0.30%**
Tk &R 0.31%** 0.41%**
BRIRERR 0.20%** 0.17**
RETETN 0.08* 0.06
B=0b: ZHI
A x BN -0.11* -0.09*
M x PR -0.13* -0.11*
BUR x PR -0.09* -0.08*
R2 0.27 0.26
AR? (32 H.Ii) 0.02* 0.02*
F 16.89%** 15.72%**

vE: *p<0.05, **p<0.01, ***p<0.001.

ERER I, 226 T S N EET IR EE B 1) 32 0 A i35 (B = 0.06, p > 0.05), {EXH it 8% 1) = 2%
%% (B=0.08,p<0.05), IX—ZERARERIRAE: MBEN ARG E —ERAFI b, (EA
S H MO R e T Bk RS R AR A S
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A FIET O FALHIN R E LR AT X, IFEd SOR AR SLUER T 142 L0 5 48 e (1) 22 AL 5%
Wi X ff e T B AR R IR SR ECR W FORLE, DR SRR TR At TR B A AT AE SR

B R TARZR . AFEIEE YL 2 AR A S BN . B TER AL AL e R S M2k R
FAES 3 IR SSRGS, B A ml o — TR S S M K . X — R BUBIE T DMAERIT FUad B o i o —
AR R MR R R, HE7R T RIS 5 “IRIARER” P FIBORPLR], IR R
FEEREESH I ESIER.

=, W T NEER R R TR ASEE AL A N DT T = SRR R S A
ERIRZR, BMRE AT T U AN BE 5 o 3X — G518 ] LLAKS 4R IN AT RETE AR (ELM) Y A BE N ATR AL B
fif o PR AL R P MR “ AR iR CIAGERAE T BTE BB R RATER R EREA
TEEE N, T8 9 I S R 3T 22 ™ R D RE R S RO BT D BRI T, SR 2R A
NIDGERBIWH S MRS T, HRE R HATIREE M IRz, EH2HE. R
FSEIN G 2R IR . 51N ELM BE A DO dh 3 AN LRI R it 1 3 AR 7 i BE HEZE, sk
IR T ERT “RER SAERAAR” FJE, 9 SOR BARSE Rl B A M SR A T
WL T2 AT, RIS oM RS S MR N7 i ) 5 22 7 A RS SR 1 T BRI A

6.3. EEER

B FE 45 100 B L g AL B DL SRR 7R

H—, EALERRM U ARG, REATATRRS R SR . BRI R B A AR ek, (AR
FNUE SIS R, B A ORISR N IVEAT e X TR N7 b, RIS/ B B
&, BN A R, ORIEH P PR DR SEAL; F 6 75 N ST G SCSE I AL, of R B HEAT
SEI AN AR, BiaE AL Ay ML, (R E AR AT R R .

F, KRS AL R SR E G S o AT AN R SRR R 2 R R O AL . 4 T AR SRR, ]
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