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Abstract

This study analyzes in depth the impact of the interaction between the background hue of e-com-
merce live streaming rooms and the type of topics discussed by the anchors on the decision-making
process of consumers, and verifies the key role of this interaction effect in promoting consumers’
purchase intention. The study distributed questionnaires to consumers who have had live shopping
experiences, obtained 278 questionnaires, and analyzed them to conclude that the live room back-
ground hue, as a part of the ambient cues, combined with the anchor’s topic type, acted together to
promote consumers’ purchase intention. In addition, the study explored the mediating role of the

NESIA: TR, . BRI G KR R S AR ]. BRI E Y, 2025, 15(1): 86-94.
DOI: 10.12677/mom.2025.151009


https://www.hanspub.org/journal/mom
https://doi.org/10.12677/mom.2025.151009
https://doi.org/10.12677/mom.2025.151009
https://www.hanspub.org/

THEYE, EEWE

mindstream experience in the formation of consumer behavioral intention in the live broadcasting
room, and found that the mindstream experience played a partially mediating role between the
topic type and the background hue and purchase intention. These findings not only provide a theo-
retical basis for e-commerce live streaming practitioners, but also provide new perspectives and
practical and feasible suggestions for corporate live streaming marketing strategies, which help the
continuous development and innovation of the live streaming industry.
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Figure 1. Diagram of the study model
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Table 1. Descriptive statistics for the sample
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Table 3. Summary of the results of the interaction effect between topic types and the main color in the live broadcast room
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