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ABSTRACT 

Since live-streaming e-commerce (LSE) has surged at a remarkable growth pace, impulse purchase 
has attained increased prominence, while processes underlying the way atmosphere cues trigger such 
purchase are undertheorized. Following the Stimulus–Organism–Response (S-O-R) framework, this 
study investigates psychological processes under which atmosphere cues trigger consumers’ 
impulse purchase via emotion. Extending previous scales, atmosphere cues were operationalized 
along four dimensions: information cues, navigation cues, design cues, and interactive cues. Data 
were collected from 215 Chinese live-streaming shop-experienced consumers and processed using 
partial least squares structural equation modeling (PLS-SEM) to test the research model. Results 
indicate navigation and interactive cues are direct stimulators of impulse purchase and information 
and design cues exert significant indirect effects mediated by emotions. Further, interactive cues 
exert both direct and indirect influenceon impulse purchase and therefore are foregrounded in 
triggering full-immersion experiences. Finally, emotions are found as a chief psychological mediator 
between atmosphere stimulus and behavior.The study extends existing literature by validating a 
comprehensive measurement framework of atmospheric cues in LSE and by clarifying the mediating 
role of emotions in impulse purchasing. Practically, the findings provide actionable implications for 
platforms and retailers to strategically design information delivery, navigation simplicity, aesthetic 
elements, and interactive engagement to foster positive emotions and stimulate purchase decisions. 
 
Keywords:Live streaming e-commerce, Atmospheric cues, Impulse buying behavior, Emotion, SOR 
theory   
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1.0  INTRODUCTION 
Live-streaming, as a novel form of information dissemination and interaction, has been widely integrated 
into e-commerce, giving rise to the innovative format of live-streaming e-commerce (LSE) (Tong et al., 
2023). According to the CNNIC (2025) report, by June 2025, the number of online live-streaming users in 
China had reached 1.123 billion, of which 597 million were LSE users, accounting for 54.7% of the total 
online population. 

 
Within this emerging format, impulse buying behavior is particularly salient. Impulse buying refers to 
unplanned purchases triggered by a combination of external stimuli and internal psychological states (Rook 
& Fisher, 1995), and it is more prevalent in the live-streaming context. Muvi (2022) report indicated that 
more than 80% of young consumers engage in impulse buying when shopping online, with the proportion 
being even higher in live-streaming settings.Compared with traditional e-commerce, live-streaming is more 
likely to trigger impulse purchase (Li et al., 2022; Lin et al., 2023). This is primarily because of the reason 
that LSE possesses higher interactivity and a more realistic shop-like environment, such that consumers 
can acquire real-time information from anchors and extra information regarding products. Therefore, the 
persistent growth of platform and seller of LSE is closely related to the impulse purchase tendencies of 
consumers (Zhang et al., 2022).  

 
Within consumption-external stimulation underlying impulse buying, atmosphere cues are often viewed as 
central. Atmospheric cues are environmental parameters designed and controlled by retailers that can 
provoke the emotional responses of shoppers and elicit desired behaviors (Tang & Zhang, 2020; Wang et 
al., 2022). Traditional works suggest that layout of physical space, lighting, color, and background music 
can play a role in influencing the emotions and decision of shoppers (Helmefalk & Hultén, 2017; Kotler, 
1973). For LSE, background music and background visual complexity (BVC) are particularly important. 
Current scholarship confirms that the pace of the music can help change consumption behaviors of shoppers 
based on their emotional responses and cognitive processing (Lehmann et al., 2019; Wu et al., 2008), and 
visual complexity can enhance purchase intention mediated by pleasure and arousal (Tong et al., 2023). 

 
Here, emotion is the crucial mediator of the consumer’s immediate reaction to environmental stimulation. 
Emotion is the consumers’ feeling and subjective experience when they are under external stimulation (Li 
et al., 2009), and it has a significant impact on cognition and choice. It has been established that when under 
positive emotions, the consumers are optimistic and adventurous and increase the odds of buying (Shao et 
al., 2019). Conversely, negative emotions such as disgust can influence buying choices (Du, 2019).  

 
Nonetheless, earlier research on atmospheric cues has its limitations. Firstly, most earlier research is 
grounded on offline retail or traditional e-commerce and has very little evidence of their validity when 
applied to the context of LSE. Secondly, earlier research tends to investigate either cognitive or emotional 
mechanisms and not simultaneously both (Helmefalk & Hultén, 2017), yet both mechanisms are essential 
and are related and interact. Thirdly, earlier research tends to rely on a unidimensional dimension of visual 
complexity or sound and fails to account for the cumulative effect of several dimensions such as 
informativeness, navigability, layout and interactivity. In the context of LSE, these multisensory 
atmospheric cues are always presented and are hence highly effective at influencing the end-consumer's 
emotions. Elements like presenters' voices, backdrop colors, and interactive full-screen comments provide 
information while simultaneously eliciting immediate feelings like as pleasure and arousal. Recent 
empirical studies also highlight the rapid evolution of livestream commerce, further strengthening the 
emotional mechanisms that drive consumers’ impulse buying behaviour (Li et al., 2024; Zhou & Li, 2025). 
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However, these latest studies still lack a comprehensive examination of how multi-dimensional 
atmospheric cues activate emotions within the S-O-R framework. This gap underscores the continued 
relevance and necessity of the current study. 

 
The current research uses the S-O-R paradigm developed in environmental psychology (Mehrabian & 
Russell, 1974), whereby ambiance cues are seen as S (stimulus), consumer emotion as O (organism), and 
impulse buying as R (response). In this way, it suggests research towards the ‘atmospheric cues-emotion-
impulse buying.’ The research questions to be addressed in this study would be: 
 (1) How do different atmospheric cues in LSE shape consumers’ emotional and cognitive activities? 
 (2) Do these emotional and cognitive states influence subsequent watching and purchasing behaviors? 

 
In this case, this study provides three major contributions. First, it derives its research context from the live 
streaming e-commerce industry. In this way, it not only broadens the generalizability of research about 
ambiance cues but also helps to generalize it to this new form of business. Second, it combines several 
aspects of ambiance cues such as informativeness, navigability, design, and interaction to investigate their 
impact on impulsive purchase behavior from an emotional mediation perspective. Finally, it provides 
theoretical and practical significances to this research by highlighting the critical role of emotional 
mediation in realizing impulse purchase behavior via atmosphere cues. 
 
2.0 LITERATURE REVIEW 

 
2.1 IMPULSE BUYING BEHAVIOR 
Impulse buying refers to an instantaneous and spontaneous purchase triggered by a strong impulse, which 
is frequently not within a pre-existed buying plan of a consumer (Rook, 1987; Rook & Fisher, 1995). 
Impulse buying is more frequent on online platforms (Xue et al., 2020), and live-streaming e-commerce 
(LSE) is easier to induce impulse buying because of its higher immersion and higher interactability than 
other e-commerce platforms (Shi et al., 2023). Consumers’ attitudes and preferences also influence their 
impulse purchase intentions in online environments (Abdullah Zawawi et al., 2023). When browsing live-
streaming e-commerce sessions, new products are very numerous and viewing time is very short, and 
therefore it is difficult to deliberate rationally. Thus, they are prone to making purchase decisions based on 
intuition and feelings (Gong, 2022). 
 
During the recent years, technological innovations have sparked impulse purchase further. For example, 
some brands incorporated technologies of AI, VR, and AR to provide personalized and interactive store 
interactions that increase the engagement and emotional involvement of their customers significantly and 
therefore boost impulse purchase. Empirical contributions have identified a series of central drivers of 
impulse purchases in LSE like broadcaster and product popularity (Ma et al., 2022), interface layout (Tang 
& Zhang, 2020), online interaction (Xue et al., 2020), and social presence (Wang et al., 2022). On the 
whole, these works suggest that impulse purchase being an unplanned consumption is triggered by external 
stimulus and endogenous psychological change. One such work is the S-O-R model that suggests a manner 
of uncovering environmental stimulus has on consumer emotion and therefore results in triggering of 
impulse purchase. 
 
2.2 THE S-O-R FRAMEWORK 
Human beings aren't reactors to what they are experiencing; they are rather actively reacting to 
environmental stimulation (Ittelson et al., 1974). Trying to characterize the individuals and their 
environment relation, Mehrabian & Russell (1974) proposed the S-O-R system. Here it is suggested that 
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stimuli are environmental features perceived by individuals, organism defines the inner psychological 
processes that regulate stimulation of the kind induced by stimuli, and response is the external behaviors 
resulting from such processes that are typically manifested as approach or avoidance tendencies. 
 
The S-O-R framework has been applied widely in diverse fields like retailing, marketing, and information 
systems (Arora, 1982; Bitner, 1992; Eroglu et al., 2003; Kawaf & Tagg, 2012; Sherman et al., 1997). 
Subsequent work specified this by allocating stimulus at the task- and affect-related cue level (Parboteeah 
et al., 2009), or theorizing it based on technological attributes such as interactivity and vividness (Animesh 
et al., 2011; Ning Shen & Khalifa, 2012). 
 
At the organism component level, previous work was concerned with feelings of emotion (Mehrabian & 
Russell, 1974). At the response component level, the S-O-R framework has been used widely to describe 
impulse buying. Other research has demonstrated it can apply equally well to retailing situations of 
consumer response (Donovan & Rossiter, 1981), online shopping scenarios (Eroglu et al., 2003), and more 
recently within LSE (Shi et al., 2023; Xue et al., 2020). From this foundation of evidence, the study employs 
the S-O-R approach to reveal how environmental cues within LSE function as external stimulation to direct 
their customers' emotions and these emotions direct their impulse buying. 
 
2.3 ATMOSPHERIC CUES 
Environmental stimulation within shop contexts are conveyed by atmosphere cues perceived by shoppers 
as being important information bearing on their thinking and behaviour (Demangeot & Broderick, 2010; 
Porat & Tractinsky, 2012). This is where atmosphere was first suggested by Kotler (1973), advancing the 
idea that shop atmospheres can be tailored with the express purpose of evoking particular emotions and 
stimulating purchase. Research within physical store contexts has shown atmosphere cues are made up of 
dimensions such as light and sound and smell and warmth and merchandise presentation and crowds and 
service personnel (Baker et al., 1994; Turley & Milliman, 2000). 
 
In online shopping environments, atmospheric cues are more strongly associated with visual and 
informational elements. Eroglu et al. (2001) categorized them into high task-related cues (e.g., product 
information, navigation structures) and low task-related cues (e.g., colors, font size). Floh & Madlberger 
(2013) further divided them into three dimensions: content, navigation, and design. Building on this, 
researchers have proposed three distinct categories of atmospheric cues:(1)Task-related cues, directly 
linked to shopping efficiency, such as navigation bars, product descriptions, and cart functions (Parboteeah 
et al., 2009). (2)Emotional cues, related to shopping experience and aesthetics, encompass visual 
complexity, color, layout, and graphic style (Van Der Heijden et al., 2003; Zeithaml et al., 2002). (3)Social 
cues, reflecting the presence and interaction of others, such as customer reviews, product ratings, sharing 
options, and social media integration (Baker et al., 1994; Cyr et al., 2009, 2009; Gefen & Straub, 2004; 
Wakefield & Wildeman, 2011).  
 
In the context of LSE, atmospheric cues gain significantly heightened importance due to the medium's real-
time interactivity and immersive nature. Their extend beyond standard models, and cover informativeness, 
navigability, design quality, and interactivity. Research shows retail atmospherics significantly influence 
consumer engagement and preferences (Hashim et al., 2022). Realtime interactions between viewers and 
broadcasters, remarks presented with bullet screens, and para-social interaction are unique features of LSE 
atmospheres (Wang et al., 2022; Xue et al., 2020). Moreover, auditory and visual elements like background 
soundtracks, presentation of broadcasters, and arrangement of scenes further elicit consumer emotions and 
induce impulse purchases (Xin et al., 2025; Zhang et al., 2023). Social cues of live-streaming were further 



Volume 14 Issue 2: Year 2025 
eISSN : 2289 - 6589 
Copyright © UiTM Press, e-Academia Journal of Universiti Teknologi MARA Cawangan Terengganu 

222 

evidenced by Yao & Zhang (2021) to reinforce consumers’ emotions of attachment toward the retail space 
and therefore compensate for the lack of social attributes of standard e-commerce websites.  
 
Empirical research has consistently shown strong positivity between stimulation from atmospheres and 
consumers’ impulse buying tendencies. However, cultural subtlety is likely to moderate. For example, 
under the influence of Confucianism values, consumers are likely to show constrained or negative reactions 
when presented with added stimulation (Yao & Zhang, 2021). As information technologies advance at 
breakneck velocities toward maturity development, their influence is growing increasingly emphatic (Floh 
& Madlberger, 2013). Accordingly, noting stimulation from atmospheres as main stimulants within the 
LSE context is central when moving forward with understanding impulse buying conduct. Overall, while 
prior studies provide descriptive insights, few integrate all four dimensions or examine their interactions, 
leaving a gap that the present study aims to address. 
 
2.4 CONSUMER EMOTION 
Prior studies confirm that emotions mediate between environmental cues and consumer behavior(Ismail & 
Ahmad, 2023). Emotion was described by Belk, (1975) as the individual's interpretation and reflection of 
ambiguous environments under specific situations and can critically contribute to cognition and behavior. 
Emotion was described by Bagozzi et al. (1999) as a self-aware state that is developed from awareness of 
events or ideas and is usually accompanied by the development of physiological reactions and through 
psychological processes can produce specific behaviors. For online retailing, Liu et al. (2018) described 
that emotions are short-lived strong affective and behavior interpretations developed by a vast array of 
stimulants. Similarly, Liu & Li (2019) described that emotions are short-lived physical and psychological 
reactions that are triggered by external stimulants in marketplaces. Hamelin et al. (2024) further highlighted 
the transient, intense, and targeted nature of emotions, while Guo (2021) noted that emotions reflect 
consumers’ psychological experiences and behavioral responses when exposed to stimuli during online 
shopping. 
 
Previous research has shown that atmospheric elements serve as important external stimuli which 
significantly influence consumer behavior. In particular, LSE whose development increases the closer-to-
real-world integrated characteristics such as interactivity, musical accompaniment, bullet comments, and 
communicators' styles, have been classified as atmospheric elements to highlight their role in enchating 
consumer immersions and impulses. However, there would seem to be several research gaps in past 
literature pertaining to LSE: (1) Measurement gap/gap in literature context are traditional research methods 
inadequate to deal with new developments such as LSE? Many live streaming research methods have 
derived from traditional and static online research models; nevertheless these models cannot possibly 
measure LSE’s interactive and broad requirements. (2) Mechanistic ambiguity an atmosphere element like 
LSE significantly affects consumer cognition and behavior; nevertheless, what exactly makes these 
elements operate in live streaming commerce platforms such as LSE have been less extensively explored. 
(3) Emotion gap Ideally, LSE research would like to encompass cognitive processes; nevertheless, these 
approaches disregard emotional processes in rendering results. The current research gap in literature would 
seem to be absent in systematically analyzing LSE models involving emotional processes to act as 
mediators. 
 
In terms of findings, it has been shown in past research that positive emotions play a significantly prominent 
role in increasing consumer engagement and purchase intentions; conversely, high-arousing emotional 
states may result in decreased perceived decision time and increased probability of impulse purchase. 
However, it can be observed that past research encompasses mainly offline research setups and static online 
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platforms rather than analyzing in-depth emotional processes occurring in live streaming setups (LSE). In 
other words, for understanding atmospheric cue-emotions and impulse purchase connections in LSE from 
a comprehensive perspective and to fulfill the research gap established above, this research study 
reconnoiters atmospheric cues (Stimulus), consumer emotion (Organism), and impulse purchase behavior 
(Response) together in a single research framework utilizing the S-O-R Model. 
 
To provide a clearer overview of the key studies relevant to atmospheric cues, emotion, and impulse buying 
in LSE and related environments, a summary of the most relevant literature is presented in Table 1. 
 

Table 1.Summary of Prior Studies on Atmospheric Cues, Emotion, and Impulse Buying 
Author(s)
, Year 

Context / 
Setting 

Key 
Variables 

Methodology Key Findings Relevance to Current 
Study 

Helmefal
k & 
Hultén 
(2017) 

Offline 
retail 

Multisensory 
cues, 
emotions 

Experiment Sensory cues trigger 
arousal and shape 
purchase decisions 

Shows atmosphere cues 
affect emotions but 
limited to offline context 

Lin et al. 
(2016) 

Online 
shopping 

Visual & 
audio cues 

Survey Visual design 
influences emotions 
and purchase 
intention 

Indicates digital cues 
matter but not specific to 
LSE 

Tong et 
al.( 2023) 

Livestream 
e-
commerce 

Visual 
complexity, 
pleasure, 
arousal 

PLS-SEM Visual complexity, 
emotions ,buying 
intention 

Supports visual cues as 
emotional triggers 

Wu et al. 
(2008) 

Digital 
shopping 

Music tempo Experiment Fast tempo increases 
arousal 

Demonstrates music as 
emotional stimulus 

Zhang et 
al. (2022) 

Live 
commerce 

Interactivity, 
impulse 
buying 

Survey Interactivity increases 
impulse buying 

Supports 
social/interactive cues 

Shao et al. 
(2019) 

Consumer 
psychology 

Positive 
emotion 

Lab study Positive emotions 
increase purchase 

Emotion, behavior link 

Du (2019) E-
commerce 

Negative 
emotions 

Survey Negative emotions 
change product 
choice 

Emotions influence 
evaluation 

Abdullah 
Zawawi 
et al. 
(2023) 

Malaysian 
consumers 

Organic food 
preference 

Survey Health, price & trust 
shape preferences 

Supports consumer 
psychology aspect 

Hashim et 
al. (2022) 

Retail / mall 
environmen
t 

Lifestyle, 
atmospherics 

Survey Mall atmosphere 
influences preference 

Shows atmospheric cues 
influence behavior 

Ismail & 
Ahmad, 
(2023) 

Governmen
t employees 

Cognitive, 
emotional, 
behavioral 
debt factors 

Survey Emotions 
significantly affect 
financial decisions 

Supports emotion–
decision mechanism 
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3.0 THE RESEARCH FRAMEWORK AND HYPOTHESES 
 

3.1 RESEARCH MODEL 
In this research work based on Stimulus-Organism-Response (S-O-R), it explores the role of external 
signals in last-second economy (LSE) and its influence on consumer impulsive purchase behavior. The 
external signals (stimuli), classified into four dimensions, comprised information signals, navigation 
signals, design signals, and interactive signals. The external signals have consequences associated with 
consumer organism (Organism), which results in impulsive purchase behavior (Response). 
 
The use of live demonstrations, explanations, and interactive elements helps to ensure ease in the 
dissemination of product information to consumers even as it creates a favorable environment for shopping 
to take place. The processes of decision-making by consumers are therefore influenced not only by rational 
elements such as product information and usability but also aesthetic elements such as layout designs, color 
combinations, background sound, and interactive features such as immediate responses and exchanges 
offered by bullet screen elements. 
 
Positive affect, which involves experiences associated with pleasure and excitement, can shorten 
deliberation time and serve as antecedents to impulse buying episodes. Environmental cues act as stimulists 
to emotional experiences, where emotion mediates these processes from stimuli to response. The 
framework of research presented below in Figure 3.1: 

 
Figure 1. Theoretical Framework 

 
3.2 HYPOTHESES DEVELOPMENT 
 
3.2.1 The Influence of Atmospheric Cues on Impulse Buying Behavior 
Present research efforts have shown that atmospheric elements present in shopping situations play a critical 
role in creating consumer cognition, emotional responses, and behaviors. In traditional shopping situations, 
store atmosphere was proven to be a critical external factor in consumer behavior. For instance, Turley & 
Milliman (2000) confirmed that store atmosphere not only affects services and product perceptions but also 
leads to behavioral responses. Due to advancements in e-commerce, researchers have shifted their attention 
to investigating online shopping situations and have confirmed that color schemes, information content, 
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consumer reviews, and systems have critical effects on consumer perceptions and evaluations (Gao et al., 
2015; Mazaheri et al., 2011). 
 
The atmospheric cues of LSE have been shown to be more diverse. Eroglu et al. (2001) break down 
atmospheric cues into high-task-related cues (product information, payment information), and low-task-
related cues (color, background pattern). Other researchers (Floh & Madlberger, 2013; Gao et al., 2015) 
have classified these cues as including elements of navigation, information, and design. In continuation to 
these findings, this study proposes to use four dimensions of atmospheric cues; these dimensions include 
information, navigation, design, and interactivity to embed characteristics of LSE. 
 
The literature shows that rich information presented in live streaming situations increases consumer 
understanding and impulses to buy (Gong et al., 2020). Easy-to-navigate systems improve consumer 
experiences, and their role in impulse purchasing is to decrease cognitive efforts (Eroglu et al., 2003). 
Attractive elements such as color combinations, arrangement, and background melodies result in increased 
consumer immersions to induce purchase impulses (Helmefalk & Hultén, 2017). More importantly, 
interactivity that stands out in live streaming entertainment (LSE) is associated with reduced uncertainties 
to trigger impulse purchasing (Shi et al., 2023). For these reasons, there are expectations to test the 
following hypotheses: 
H1a: Information cues positively influence impulse buying behavior. 
H1b: Navigation cues positively influence impulse buying behavior. 
H1c: Design cues positively influence impulse buying behavior. 
H1d: Interactive cues positively influence impulse buying behavior. 
 
3.3.2 The Influence of Atmospheric Cues on Consumer Emotion 
Emotions arise from the combination of external environmental stimuli and in-built psychological 
antecedents of customers. Some scholars have utilized the concept of appraisal theory to argue that external 
stimuli cause changes in emotional experiences, which in turn stimulate modifications in consumer 
behavior (Ladhari et al., 2017). In traditional shopping settings, environmental elements such as store 
displays, background sound, smell elements, and color combinations have previously been confirmed to be 
eliciting positive and negative emotional experiences influencing consumer decision-making (Imschloss & 
Kuehnl, 2017). In digital settings, the information value, perceived efficacy, and entertainment quality of 
websites have previously been confirmed to have major impacts on emotional experiences of customers 
(Zhang, 2007). 
 
In LSE, environmental cues serve as strong affective stimulants. The presence of rich and informative 
content helps to minimize uncertainties and maximizes ease and control to result in positive affect. Intuitive 
usability helps to minimize effortful cognition to result in a relaxed yet engaging interface. The role of 
design cues fits into the concept of visual and auditory stimuli (for example, color choices and background 
scores), allowing for immersive experiences to stimulate enjoyment and excitement. More vitally, 
interactive processes involving real-time engagement with other viewers and broadcasters help to improve 
social presence and belonging to result in intense experiences. In this way, we submit:H2a: Information 
cues positively influence consumer emotion. 
H2b: Navigation cues positively influence consumer emotion. 
H2c: Design cues positively influence consumer emotion. 
H2d: Interactive cues positively influence consumer emotion. 
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3.2.3 The Influence of Consumer Emotion on Impulse Buying Behavior 
The consumer generally makes use of their intrinsic psychological states while making purchasing 
decisions (Bagozzi et al., 1999). Positive affect states such as pleasure and excitement ease the threshold 
level for rational evaluation, hence increasing spontaneous and unplanned consumer purchasing (Kang & 
Jin, 2015; Sundar & Noseworthy, 2014). The empirical study shows a positive relation between consumer 
emotional states and impulse purchase intentions in LSE (Shi et al., 2023). Conversely, negative emotional 
states lower purchase intentions and even cause consumers to leave the live streaming session (Sima et al., 
2025). Hence, the following hypothesis can be formed: 
H3: Consumer emotion positively influences impulse buying behavior. 
 
3.2.4 The Mediating Role of Consumer Emotion 
A study based on the S-O-R theory recognizes emotion as a critical mediator between environmental stimuli 
and consumer behavior (Sharma, 2004; Westbrook, 1987). In the context of consumption, atmospheric cues 
have been shown to have an indirect effect on consumer purchasing behavior through their ability to alter 
consumer emotion (Gamaya & Suardana, 2024). In LSE environment conditions, consumer emotion 
elicited by atmospheric cues will not be directly associated with the product but would have the ability to 
determine impulsive buying intentions. Hence, it would be assumed to have emotion as the mediator to 
impulsive buying behavior. 
H4a: Emotion mediates the relationship between information cues and impulse buying behavior. 
H4b: Emotion mediates the relationship between navigation cues and impulse buying behavior. 
H4c: Emotion mediates the relationship between design cues and impulse buying behavior. 
H4d: Emotion mediates the relationship between interactive cues and impulse buying behavior. 
 
4.0 RESEARCH METHODOLOGY 

 
4.1 RESEARCH DESIGN AND PRETESTS 
The research uses the theoretical framework of Stimulus-Organism-Response (S-O-R), besides employing 
a quantitative research methodology to investigate atmospheric variables affecting impulsive purchasing 
behavior in live streaming e-commerce (LSE), with emotion as the mediator. To improve research 
methodology in its survey research framework, this research study embraces several methods from other 
researches (Mitchell, 1986; Podsakoff et al., 2003), involving pre-test research to test several major 
research variables. The research also tests multicollinearity present in all variables by variance inflation 
factor (VIF), all of which were below the threshold level of 5. The single-factor test employing Harman’s 
technique assesses common method bias among all variables and confirmed that there were no single 
factors contributing to common method bias in exceeding the majority level of variance. The result of pre-
test research implied major differences among other product dimensions in the experiment conducted to 
test consumer preference towards products. 
 
4.2 MEASUREMENT DEVELOPMENT 
Established scale measures from antecedent research were used in this study to ensure construct reliability 
and validity. A five-point Likert scale (1=Strongly Disagree to 5=Strongly Agree) measure was used to 
measure all construct dimensions. The perceptions of atmospheric elements, emotional experiences, and 
impulse purchase intentions were related to LSE.Specifically, atmospheric factors were composed of four 
dimensions: information cues, navigation cues, design cues, and interactive cues), according to Floh & 
Madlberger, (2013), Gong (2022), Ma et al. (2022), and Xue et al.(2020). Emotion, as "organism" in the 
S-O-R framework, captures customers' subjective feeling experiences derived from live streaming purchase 
behavior. The use of self-rated pleasure, arousal, and excitement captures emotion operationalized 
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according to Floh & Madlberger (2013) and Hsieh et al. (2014). The likelihood of impulse purchasing 
behavior as the dependent variable captures spontaneous and unplanned behavior triggered by 
environmental stimuli in live streaming. Shi et al. (2023) was used as the foundation of the measurement 
scale.The final item set is presented in Appendix A. 
 
4.3 SAMPLE AND DATA COLLECTION 
The online survey form was created and administered via Wenjuanxing (see https://www.wjx.cn/), one of 
China’s most popular online survey sites. The data collection method used convenience sampling via online 
platforms like social media websites and live streaming sites. Consistent with the recommended minimum 
number of samples needed for sample adequacy in PLS-SEM (at least ten times as many samples as the 
number of latent variables (Hair et al., 2022), a minimum of 210 usable responses were required (21 
questions × 10). The data collection process ran for one month; responses were discarded if they took less 
time than usual to complete and had visible errors and incompleteness. The α values for all constructs were 
all greater than 0.70. 
 
5.0 DATA ANALYSIS AND RESULTS 

 
5.1 DESCRIPTIVE STATISTICS AND CORRELATION ANALYSIS 
The last questionnaire was conducted using Wenjuanxing, an online survey site in China. A total of 220 
responses were gathered. After careful screening for incompletely answered questionnaires, inconsistencies 
in answers, completion time, and attention questions, 215 questionnaires were considered acceptable. The 
response rate here is 97.73 percent. The study by CIRN (2024) guarantees sample representation. 
 
5.2 MEASUREMENT MODEL ANALYSIS 
 
5.2.1 Reliability and Convergent Validity 
The research utilized Cronbach’s alpha, Composite Reliability (CR), and Average Variance Extracted 
(AVE) to test the reliability and validity of data collected via the scale. The values for all constructs were 
greater than 0.85, far exceeding the minimum requirement of 0.70 (Nunnally & Bernstein, 1994), ensuring 
high reliability. The results for CR were close to 0.90, far above the minimum threshold of 0.70, ensuring 
data reliability. The data confirmed convergent validity as all factor loads were greater than 0.75 and were 
significantly different from zero. AVE values for all constructs were greater than 0.70 and satisfied the 
minimum requirements of 0.50 (Fornell & Larcker, 1981). 
 
5.2.2 Discriminant Validity 
To further confirm the discriminant validity in the measurement model, the Fornell-Larcker criteria were 
used. The square roots of average variance extracted (AVE) values shown in the table were greater than 
the correlations between constructs in both row and column comparisons. This suggests that all constructs 
were considerably different from one another; and as such, it provides strong confirmation of their 
discriminant validity. To reinforce additional validation of discriminant validity, Heterotrait-Monotrait 
(HTMT) ratios of correlations were calculated. All values were below the conservative threshold of 0.85. 
 
5.2.3 Common Method Bias Test 
In order to determine the potential occurrence of common method bias (CMB), the full  
To determine if common method bias (CMB) can be present in this study, the full collinearity variance 
inflation factor (VIF) test developed by (Kock, 2017) was used. The application of this test helps determine 
if common method bias is present in a study. It makes calculations to determine the values of all VIFs. If 
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all values are less than 3.3, it means common method bias isn't affecting data significantly; thus, data can 
be used to conduct structural equation modeling. The test showed all values to be in the range of 1.75 to 
2.827, which is far below 3.3. Hence, common technique bias isn't significant in this study. 
 
5.3 STRUCTURAL MODEL ANALYSIS 
A research paper applied partial least squares structural equation modeling (PLS-SEM) to determine the 
predictive role of climatic signals and emotional experiences as mediators to measure their role in impulsive 
purchasing behavior as presented by Bollen (1989). The result based on SmartPLS presented acceptable fit 
indices; this is indicated by; the value of SRMR (0.049) stands below .08 and shows negligible residuals; 
values of both d_ULS (0.556) and d_G (0.322) were acceptable; the value of NFI (0.854) exceeded 0.80; 
and there were no issues shown in the value of singular value (426.057). 
 
The outcomes of the route analysis are as table 2. Information cues (β = 0.014, p = 0.773) exhibited no 
significant correlation with impulse purchase behavior, so rendering hypothesis H1a unsupported. 
Navigation cues (β = 0.241, p < 0.001) had a strong beneficial influence on impulse purchase behavior, 
hence corroborating H1b. Design cues (β = –0.001, p = 0.983) exhibited no significant correlation with 
impulse purchase behavior, so demonstrating that H1c was not substantiated. Conversely, interaction cues 
(β = 0.368, p < 0.001) exerted a strong beneficial influence on impulse purchase behavior, hence 
corroborating H1d. Regarding the impact of ambient cues on emotions, information cues (β = 0.151, p = 
0.016), navigation cues (β = 0.240, p = 0.004), design cues (β = 0.162, p = 0.006), and interaction cues (β 
= 0.274, p = 0.001) exhibited substantial positive impacts, therefore substantiating hypotheses H2a–H2d. 
Moreover, emotions were determined to have a substantial and favorable effect on impulsive purchase 
behavior (β = 0.354, p < 0.001), thus corroborating hypothesis H3. 
 

Table 2. Structural Equation Model Validation Results 
H Path Original 

Sample 
(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|
) 

P 
Values 

Hypothesis 

H1a INC -> IBB 0.014 0.016 0.05 0.289 0.773 unsupported 
H1
b 

NC -> IBB 0.241 0.241 0.061 3.947 *** supported 

H1c DC -> IBB -0.001 0.002 0.051 0.021 0.983 unsupported 
H1
d 

IC -> IBB 0.368 0.366 0.065 5.626 *** supported 

H2a INC -> EM 0.151 0.152 0.063 2.419 0.016 supported 
H2
b 

NC -> EM 0.24 0.242 0.084 2.85 0.004 supported 

H2c IC -> EM 0.274 0.272 0.083 3.305 0.001 supported 
H2
d 

DC -> EM 0.162 0.165 0.059 2.73 0.006 supported 

H3 EM -> IBB 0.354 0.354 0.067 5.278 *** supported 
INC information cues, NC navigation cues, DC design cues,IC interactive cues,EM emotion, IBB impulse buying 
behaviors 
N = 215, ***p < 0.001 
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Figure 2: Structural Model Analysis Result 

 
5.4 MEDIATION ANALYSIS 
This study utilized the bootstrapping approach (with 5,000 resamples) in SmartPLS4 to investigate the 
mediating effect of emotions on the link between ambient cues and impulsive purchase behavior. Table 3 
encapsulates the findings of the indirect effects, total effects, and their corresponding 95% confidence 
ranges. The results indicate that the indirect effects of information cues (Coef = 0.054, p = 0.019, 95% CI 
[0.011, 0.101]), design cues (Coef = 0.057, p = 0.008, 95% CI [0.019, 0.104]), and interaction cues (Coef 
= 0.097, p = 0.013, 95% CI [0.031, 0.183]) on impulsive purchase behavior were statistically significant. 
It shows that emotions act as a partial mediator in these paths. The three types of ambient signals have a 
direct effect on customers' impulsive purchase behavior and, in addition to this, act as tools to make such 
behavior happen via desirable emotional responses. 
 
Notably, navigation signals did not have a substantial direct influence on impulse purchase behavior. 
Nonetheless, their indirect impact through emotions was substantial (Coef = 0.085, p = 0.022, 95% CI 
[0.023, 0.167]).This indicates that when customers find navigation convenient, they may experience 
favorable emotions, thereby enhancing their propensity for impulse purchase.These results empirically 
validate hypotheses H4a, H4b, H4c, and H4d, affirming that customer emotions significantly mediate the 
relationship between ambient cues and impulsive buying behavior in live-streaming e-commerce. 
 

Table 3: Indirect Effects And Total Effects 
Indirect effects Total effects Test result 
 Coef 

(O) 
Bootstrap 95% 
CI 

 Coef 
(O) 

Bootstrap 95% 
CI 

 

INC → EM → IBB 0.054 [0.011, 0.101] INC->IBB 0.068 [−0.037, 0.179] H4a:Supported 

NC → EM → IBB 0.085 [0.023, 0.167] NC -> IBB 0.327 [0.175, 0.469] H4b:Supported 

DC → EM → IBB 0.057 [0.019, 0.104] DC -> IBB 0.056 [−0.047, 0.171] H4c:Supported 

IC → EM → IBB 0.097 [0.031, 0.183] IC -> IBB 0.465 [0.320, 0.592] H4d:Supported 
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6.0 DISCUSSION 
 

6.1 SUMMARY OF FINDINGS 
It can be seen from empirical results that interactive cues and navigation cues have great direct impact on 
impulse buying behavior, while information cues and design cues do not have direct predictive ability of 
impulse buying. Rather, these two aspects influence impulsive purchasing indirectly by eliciting favorable 
feelings in customers. This implies that impulse consumption of LSE is not only a reaction of external 
sense stimulation but is highly motivated by the immediate emotional experience of the consumers. It can 
be found that although design cues did not take direct activation of purchase decision-making, these 
significantly facilitated impulse buying by stimulating the pleasure and excitability of the consumers and 
highlighting the essential role of the "emotional pathway" of live-streaming shopping. 
 
Specifically, interactive cues were the greatest influential factor and were significant on both direct and 
indirect routes. Findings from this study show that live interactive elements between streamers and viewers 
not only cause spontaneous store atmosphere experiences but also stimulate emotional arousal to influence 
impulse buys. Conversely, findings from this study show that the role of navigation cues mainly relates to 
ease of functionality to expedite fast decision-making processes but doesn't relate to emotional arousal. 
Generally speaking, the results confirm that emotions are a persistent mediator of most routes and 
illuminate their role as a fundamental psychological mediator connecting atmosphere cues and impulse 
purchase. When confronted with strong sensory and interactive stimuli in LSE, consumers’ cognitive 
deliberation and rational evaluation are often weakened, prompting them to rely more heavily on emotional 
responses to make rapid purchase decisions. This emotional impetus underlies the psychological mechanics 
of impulse purchasing in live-streaming business. 
 
6.2 THEORETICAL IMPLICATIONS 
The findings further validate that ambient signals substantially affect impulsive purchase behavior, 
enhancing the literature on the precursors of impulse buying. Although impulsive purchasing is prevalent 
at LSE, there is a paucity of comprehensive study investigating the influence of ambient signals on this 
behavior. By adopting the S-O-R framework, this study reveals the pathways through which atmospheric 
cues influence consumer emotions and subsequent behaviors, thereby validating and extending prior 
findings . 
 
Surprisingly, navigation cues did not significantly influence neither feelings of consumers nor intention of 
impulse purchase, a result that goes against some prior work. This is possibly due to the contextual features 
of LSE: whereas the platform navigation designs are now quite standardized and consistent, it reduces the 
cognitive burden of the interface-using consumers; at the other extreme end of the spectrum, streamers 
used to guide interface-using consumers using oral instructions, real-life demostrations, and visual cues, 
where navigation cues were therefore less significant.This data indicates that in the live-streaming scenario, 
the marginal value of functional signals is comparatively small, whereas emotive cues exert a stronger 
influence on impulsive consumption. 
 
Finally, while prior literature has separately confirmed the positive effects of atmospheric cues on impulse 
buying and the critical role of emotions in consumer behavior, few studies have systematically examined 
the mediating role of emotions between atmospherics and impulse buying. This study establishes that 
emotions act as a partial mediator in these connections, offering a new theoretical framework for 
comprehending consumer behavior in LSE. 
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6.3 MANAGERIAL IMPLICATIONS 
The current research provides significant implications for live streaming e-commerce business 
management. To be specific, it shows that even if the effect of informational cues did not directly result in 
impulsive purchasing behavior, it had a great impact on consumer choices as it influenced live streaming 
consumers' emotional responses. The results clarify that live streaming settings require comprehensive, 
correct, and up-to-date information to stimulate desirable emotional responses (trusting and reassuring), 
which would eventually promote impulsive purchasing behavior. As such, it would be essential for 
enterprises to not only ensure complete information about live streaming services presented in streamers' 
training courses but also to pay attention to how such information communicates to stimulate emotional 
responses. In particular, streamers can make use of emotional expressions in narrating products to heighten 
emotional experiences of consumers. 
 
Secondly, it must be mentioned here that navigation elements had a very prominent place in this study. 
Contrary to what had been seen in other researches revealing that consumers value navigation less while 
engaging in online shopping, it was seen in this study that if the online shopping platform provides 
consumers with a very efficient and transparent way of navigation, it would be very effective in increasing 
their positive affect and would be able to aid them in impulse purchase directly. 
     
The design cues had no direct effect on spontaneous purchase behavior; instead, they had an indirect effect 
mediated by emotional experiences. The result shows that attributes of the environment, like color 
combinations, layout, lighting, and background music, play a role in purchase behavior from the 
perspective of emotional triggers created rather than solely from aesthetic considerations. The implication 
here is that websites and business owners must use visual and sound attributes from design as tools to 
trigger these emotional experiences. For example, matching particular musical compositions and color 
combinations to particular types of merchandise may form areas of emotional congruency to motivate 
impulse purchase decisions. 
 
The research shows that interactive elements have the greatest and longest-standing effect. They cause 
direct effects and simultaneously stimulate other effects related to emotional regulation. The direct effect 
of interactive elements emphasizes their great importance in creating social presence in regards to 
immersive elements. Therefore, online platforms should invest more in encouraging streamers to make use 
of interactive approaches and to implement organizational training to improve skills related to emotional 
regulation. In competitive market settings, such actions can be used to build a particular identity of this 
kind. 
 
6.4 LIMITATIONS AND FUTURE RESEARCH 
The study provides profound knowledge but suffers from challenges and suggests avenues to be explored 
in future research. First, data were gathered from Chinese consumers who have knowledge about live 
streaming purchase. The sample represents a close approximation to the general LSE consumer 
demographic but not necessarily provides assurance about generalizability across cross-cultural settings. 
The responses of consumers from other cultural settings may differ in their nuance to atmospheric elements 
and their role in impulse purchase behavior. For example, information and interaction indicators may play 
differing importance across high context versus low context cultures. 
 
Second, the study narrowed its focus entirely to the behavior of impulse buying as the dependent variable. 
Even if it was perceived to be widely present in low-socioeconomic-exposure situations, there may be other 
facets of consumer behavior, such as compulsive purchase behavior or novelty seeking purchase behavior, 
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which require attention as well. The presence of such strong mediation from emotion as seen in this study 
would allow such research to broaden its perspective to other varieties of consumer behavior. 
 
The results were obtained by validating the methodology in traditional live streaming e-commerce 
scenarios. The findings in this study prove that Navigation Cues have a direct effect on impulsive purchase 
behavior; this finding contradicts some other research results. The reason for this inconsistency may be 
justified by noticing the increased standardization of live streaming interfaces and users' greater familiarity 
with these interfaces. Further research should be conducted to verify if such results would be maintained 
in new technological developments such as Augmented Reality (AR), Virtual Reality (VR), and Metaverse 
live streaming. 
 
Consumer behavior models inherently reflect dynamics wherein changes occur depending on life cycle and 
generational characteristics. While this study did not present direct data favoring generational differences, 
it provides indications about how customers may have differing responses to diverse atmospheric elements. 
In subsequent research, a cross-generational research methodology should be considered to analyze 
differing emotional responses and purchase behaviors of diverse ages to provide deeper insights about 
consumer behavior related to live-streaming e-commerce (LSE). Although this study promoted the role of 
emotional mediation in LSE transactions, further research is needed to pursue it. Further research may 
investigate how social influencers (KOLs) affect customer emotional responses and purchase behavior by 
analyzing commonalties between social influencers and their customer attributes related to products and 
platforms of live streaming-commerce. 
 
DECLARATION OF GENERATIVE AI AND AI-ASSISTED TECHNOLOGIES 
No generative AI or AI-assisted technologies were used in the writing, data analysis, or preparation of this 
manuscript. All content was solely produced, reviewed, and approved by the authors, who take full 
responsibility for the publication. 
 
ACKNOWLEDGEMENTS 
The authors would like to acknowledge the support of Universiti Teknologi Mara (UiTM), Faculty of Business and 
Management, Universiti Teknologi MARA, Shah, Malaysia for providing the facilities and financial support on this 
research. 
 
REFERENCES 
Abdullah Zawawi, S. N. H., Fakih, P. N. S., Ghazali, A. M., & Zulkurnain, M. Z. (2023). Consumer 

preference analysis of organic food in terengganu. E-Academia Journal, 12(2), 166–179. 
https://doi.org/10.24191/e-aj.v12i2.23949 

Animesh, Pinsonneault, Yang, & Oh. (2011). An Odyssey into Virtual Worlds: Exploring the Impacts of 
Technological and Spatial Environments on Intention to Purchase Virtual Products. MIS Quarterly, 
35(3), 789. https://doi.org/10.2307/23042809 

Arora, R. (1982). Validation of an S-O-R model for situation, enduring, and response components of 
involvement. Journal of Marketing Research, 19(4), 505–516. https://doi.org/10.2307/3151723 

Bagozzi, R. P., Gopinath, M., & Nyer, P. U. (1999). The role of emotions in marketing. Journal of the 
Academy of Marketing Science, 27(2), 184–206. https://doi.org/10.1177/0092070399272005 

Baker, J., Grewal, D., & Parasuraman, A. (1994). The influence of store environment on quality inferences 
and store image. Journal of the Academy of Marketing Science, 22(4), 328–339. 
https://doi.org/10.1177/0092070394224002 

Belk, R. W. (1975). Situational Variables and Consumer Behavior. Journal of Consumer Research, 2(3), 



Volume 14 Issue 2: Year 2025 
eISSN : 2289 - 6589 
Copyright © UiTM Press, e-Academia Journal of Universiti Teknologi MARA Cawangan Terengganu 

233 

157. https://doi.org/10.1086/208627 
Bitner, M. J. (1992). Servicescapes: The impact of physical surroundings on customers and employees. 

Journal of Marketing, 56(2), 57–71. https://doi.org/10.2307/1252042 
Bollen, K. A. (1989). Structural equations with latent variables (1st edn). Wiley. 

https://doi.org/10.1002/9781118619179 
CIRN. (2024). Analysis of the Current State and Market Depth of the Online Live Streaming Industry in 

2024. https://www.chinairn.com/news/20241030/154058256.shtml 
CNNIC. (2025). The 56th Statistical Report on China’s Internet Development. China Internet Network 

Information Center. https://www3.cnnic.cn/n4/2025/0721/c88-11328.html 
Cyr, Head, Larios, & Pan. (2009). Exploring Human Images in Website Design: A Multi-Method Approach. 

MIS Quarterly, 33(3), 539. https://doi.org/10.2307/20650308 
Demangeot, C., & Broderick, A. J. (2010). Consumer perceptions of online shopping environments: A 

gestalt approach. Psychology & Marketing, 27(2), 117–140. https://doi.org/10.1002/mar.20323 
Donovan, R. J., & Rossiter, J. R. (1981). Store atmosphere: An environmental psychology approach. 

Graduate School of Business, Columbia University. 
Du W. (2019). Disgust emotions and consumer behavior. Advances in Psychological Science, 27(11), 1929–

1938. https://doi.org/10.3724/SP.J.1042.2019.01929 
Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2001). Atmospheric qualities of online retailing. Journal of 

Business Research, 54(2), 177–184. https://doi.org/10.1016/S0148-2963(99)00087-9 
Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2003). Empirical testing of a model of online store 

atmospherics and shopper responses. Psychology & Marketing, 20(2), 139–150. 
https://doi.org/10.1002/mar.10064 

Floh, A., & Madlberger, M. (2013). The role of atmospheric cues in online impulse-buying behavior. 
Electronic Commerce Research and Applications, 12(6), 425–439. 
https://doi.org/10.1016/j.elerap.2013.06.001 

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable Variables 
and Measurement Error. Journal of Marketing Research, 18(1), 39–50. 
https://doi.org/10.1177/002224378101800104 

Gamaya, A., & Suardana, I. B. R. (2024). Pengaruh Atmosphere Store, Diskon, Hedonic Shopping, Fashion 
Involment Dan Emosi Positif Sebagai Variabel Mediasi Terhadap Impulse Buying. Ganaya : Jurnal 
Ilmu Sosial Dan Humaniora, 7(3), 223–237. https://doi.org/10.37329/ganaya.v7i3.3210 

Gao, L., Waechter, K. A., & Bai, X. (2015). Understanding consumers’ continuance intention towards 
mobile purchase: A theoretical framework and empirical study – a case of China. Computers in 
Human Behavior, 53, 249–262. https://doi.org/10.1016/j.chb.2015.07.014 

Gefen, D., & Straub, D. W. (2004). Consumer trust in B2C e-Commerce and the importance of social 
presence: Experiments in e-Products and e-Services. Omega, 32(6), 407–424. 
https://doi.org/10.1016/j.omega.2004.01.006 

Gong, X. (2022). Research on the influencing factors of consumer impulse buying in live commerce [Ph.D, 
Southwestern University of Finance and Economics]. 
https://kns.cnki.net/kcms2/article/abstract?v=zLXkCTFmbAEKL_5ULrHHEtCMZ-
bNtSd482Ebp11fGRQ63utS-
kBuQOGsi_lvQN4DSdmRTGibAfchBvaazyTJVAxrUC92GuoCRkd3E7-
LL7jKN47d1f9YdoK_LgJtkT9n&uniplatform=NZKPT&language=gb 

Gong, X., Ye, Z., Liu, K., & Wu, N. (2020). The effects of live platform exterior design on sustainable 
impulse buying: Exploring the mechanisms of self-efficacy and psychological ownership. 
Sustainability, 12(6), 2406. https://doi.org/10.3390/su12062406 

Guo Y. (2021). Contextual factors, consumer emotions and consumer online impulsive purchases. Business 



Volume 14 Issue 2: Year 2025 
eISSN : 2289 - 6589 
Copyright © UiTM Press, e-Academia Journal of Universiti Teknologi MARA Cawangan Terengganu 

234 

and Economic Research, 6, 68–71. 
Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least squares structural 

equation modeling (PLS-SEM) (Second edition). SAGE. 
Hair, J., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A primer on partial least squares structural 

equation modeling (PLS-SEM) (Third edition). SAGE Publications, Incorporated. 
Hamelin, N., Rahimi, R. A., Balaji, S., Pismennaya, I., Bui, N. Q., & Ta, H. A. (2024). Unveiling the power 

of video sentiment analysis for predicting advertising effectiveness: Exploratory research on 
femvertising. Journal of Marketing Analytics, 12(4), 1052–1065. https://doi.org/10.1057/s41270-
024-00334-x 

Hashim, N. H., Anak Lamba, J. D., Hassan, N. N., & Wan Mohd Rozihas, W. N. (2022). Lifestyle, 
entertainment and retail atmospherics of customer’s preference towards a shopping mall. E-
Academia Journal, 11(1), 56–66. https://doi.org/10.24191/e-aj.v11i1.18271 

Helmefalk, M., & Hultén, B. (2017). Multi-sensory congruent cues in designing retail store atmosphere: 
Effects on shoppers’ emotions and purchase behavior. Journal of Retailing and Consumer Services, 
38, 1–11. https://doi.org/10.1016/j.jretconser.2017.04.007 

Hsieh, J.-K., Hsieh, Y.-C., Chiu, H.-C., & Yang, Y.-R. (2014). Customer response to web site atmospherics: 
Task-relevant cues, situational involvement and PAD. Journal of Interactive Marketing, 28(3), 
225–236. https://doi.org/10.1016/j.intmar.2014.03.001 

Imschloss, M., & Kuehnl, C. (2017). Don’t ignore the floor: Exploring multisensory atmospheric 
congruence between music and flooring in a retail environment. Psychology & Marketing, 34(10), 
931–945. https://doi.org/10.1002/mar.21033 

Ismail, N., & Ahmad, H. (2023). Consumer debt management among government employees: Cognitive, 
emotional and behavioural. E-Academia Journal, 12(2), 212–223. https://doi.org/10.24191/e-
aj.v12i2.23992 

Ittelson, W. H., Proshansky, H. M., Rivlin, L. G., & Winkel, G. H. (1974). An introduction to environmental 
psychology (pp. x, 406). Holt, Rinehart & Winston. 

Kang, J. H., & Jin, B. (2015). Positive consumption emotion to purchase intention cross-cultural evidence 
from China and India. In L. Robinson (Ed.), Marketing Dynamism & Sustainability: Things 
Change, Things Stay the Same… (pp. 655–658). Springer International Publishing. 
https://doi.org/10.1007/978-3-319-10912-1_210 

Kawaf, F., & Tagg, S. (2012). Online shopping environments in fashion shopping: An S-O-R based review. 
The Marketing Review, 12(2), 161–180. https://doi.org/10.1362/146934712X13366562572476 

Kock, N. (2017). Common method bias: A full collinearity assessment method for PLS-SEM. In H. Latan 
& R. Noonan (Eds), Partial Least Squares Path Modeling (pp. 245–257). Springer International 
Publishing. https://doi.org/10.1007/978-3-319-64069-3_11 

Kotler, P. (1973). Atmospherics as a Marketing Tool. Journal of Retailing, 49(4), 48–64. 
https://doi.org/doi:http://dx.doi.org/ 

Ladhari, R., Souiden, N., & Dufour, B. (2017). The role of emotions in utilitarian service settings: The 
effects of emotional satisfaction on product perception and behavioral intentions. Journal of 
Retailing and Consumer Services, 34, 10–18. https://doi.org/10.1016/j.jretconser.2016.09.005 

Lehmann, J. A. M., Hamm, V., & Seufert, T. (2019). The influence of background music on learners with 
varying extraversion: Seductive detail or beneficial effect? Applied Cognitive Psychology, 33(1), 
85–94. https://doi.org/10.1002/acp.3509 

Li A., Li L., & Lin W. (2009). A Review of the Impact of Positive Emotions on Consumer Decision-Making 
Behavior. Consumption Economy, 25(3), 39–42. 

Li, M., Wang, Q., & Cao, Y. (2022). Understanding consumer online impulse buying in live streaming E-
commerce: A stimulus-organism-response framework. International Journal of Environmental 



Volume 14 Issue 2: Year 2025 
eISSN : 2289 - 6589 
Copyright © UiTM Press, e-Academia Journal of Universiti Teknologi MARA Cawangan Terengganu 

235 

Research and Public Health, 19(7), 4378. https://doi.org/10.3390/ijerph19074378 
Li, X., Huang, D., Dong, G., & Wang, B. (2024). Why consumers have impulsive purchase behavior in live 

streaming: The role of the streamer. BMC Psychology, 12(1), 129. https://doi.org/10.1186/s40359-
024-01632-w 

Lin, S.-C., Tseng, H.-T., Shirazi, F., Hajli, N., & Tsai, P.-T. (2023). Exploring factors influencing impulse 
buying in live streaming shopping: A stimulus-organism-response (SOR) perspective. Asia Pacific 
Journal of Marketing and Logistics, 35(6), 1383–1403. https://doi.org/10.1108/APJML-12-2021-
0903 

Lin, S.-W., Lo, L. Y.-S., & Huang, T. K. (2016). Visual complexity and figure-background color contrast 
of E-commerce websites: Effects on consumers’ emotional responses. 2016 49th Hawaii 
International Conference on System Sciences (HICSS), 3594–3603. 
https://doi.org/10.1109/HICSS.2016.449 

Liu F., & Li H. (2019). Research on the Impact of Humor Appeal on Consumers’ Product Evaluation. 
Modern Marketing (Quarterly Edition), 12, 70–71. 

Liu Y., Li Q., & Ying M. (2018). The stimulating effect of the online shopping festival atmosphere on 
consumers’ impulsive shopping behavior. Business Studies, 7, 18–23. 
https://doi.org/10.13902/j.cnki.syyj.2018.07.003 

Ma, L., Gao, S., & Zhang, X. (2022). How to use live streaming to improve consumer purchase intentions: 
Evidence from China. Sustainability, 14(2), 1045. https://doi.org/10.3390/su14021045 

Mazaheri, E., Richard, M.-O., & Laroche, M. (2011). Online consumer behavior: Comparing Canadian and 
Chinese website visitors. Journal of Business Research, 64(9), 958–965. 
https://doi.org/10.1016/j.jbusres.2010.11.018 

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. MIT Press. 
Mitchell, A. A. (1986). The effect of verbal and visual components of advertisements on brand attitudes 

and attitude toward the advertisement. Journal of Consumer Research, 13(1), 12–24. 
Muvi. (2022). Live shopping- why it’s trending in 2022? - Muvi one. Muvi One. 

https://www.muvi.com/blogs/live-shopping/ 
Ning Shen, K., & Khalifa, M. (2012). System design effects on online impulse buying. Internet Research, 

22(4), 396–425. https://doi.org/10.1108/10662241211250962 
Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric theory (3rd ed). McGraw-Hill. 
Parboteeah, D. V., Valacich, J. S., & Wells, J. D. (2009). The influence of website characteristics on a 

consumer’s urge to buy impulsively. Information Systems Research, 20(1), 60–78. 
https://doi.org/10.1287/isre.1070.0157 

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003). Common method biases in 
behavioral research: A critical review of the literature and recommended remedies. Journal of 
Applied Psychology, 88(5), 879–903. https://doi.org/10.1037/0021-9010.88.5.879 

Porat, T., & Tractinsky, N. (2012). It’s a pleasure buying here: The effects of web-store design on 
consumers’ emotions and attitudes. Human-Computer Interaction, 27(3), 235–276. 

Rook, D. W. (1987). The buying impulse. Journal of Consumer Research, 14(2), 189. 
https://doi.org/10.1086/209105 

Rook, D. W., & Fisher, R. J. (1995). Normative influences on impulsive buying behavior. Journal of 
Consumer Research, 22(3), 305. https://doi.org/10.1086/209452 

Shao D., Zhao W., Chen C., & Yang Y. (2019). The Impact of Environmental Stimuli and Consumer 
Sentiment on Attitude Toward Apparel Brands. Wool Textile Technology, 47(12), 32–40. 
https://doi.org/10.19333/j.mfkj.2019060031210 

Sharma, P. (2004). An Overview of the Field of Family Business Studies: Current Status and Directions for 
the Future. Family Business Review, 17(1), 1–36. https://doi.org/10.1111/j.1741-



Volume 14 Issue 2: Year 2025 
eISSN : 2289 - 6589 
Copyright © UiTM Press, e-Academia Journal of Universiti Teknologi MARA Cawangan Terengganu 

236 

6248.2004.00001.x 
Sherman, E., Mathur, A., & Smith, R. B. (1997). Store environment and consumer purchase behavior: 

Mediating role of consumer emotions. Psychology & Marketing, 14(4), 361–378. 
https://doi.org/10.1002/(SICI)1520-6793(199707)14:4%253C361::AID-MAR4%253E3.0.CO;2-7 

Shi, W., Li, F., & Hu, M. (2023). The influence of atmospheric cues and social presence on consumers’ 
impulse buying behaviors in e-commerce live streaming. Electronic Commerce Research. 
https://doi.org/10.1007/s10660-023-09793-3 

Sima, H., Wu, S., Yan, Z. J., Luo, N., & Chen, Y. (2025). The impact of livestreaming e-commerce on 
consumer purchase intention in China. Journal of Consumer Marketing. 
https://doi.org/10.1108/JCM-02-2024-6564 

Sundar, A., & Noseworthy, T. (2014). Place the logo high or low? Using conceptual metaphors of power in 
packaging design. Journal of Marketing, 78(5), 138–151. https://doi.org/10.1509/jm.13.0253 

Tang, J., & Zhang, P. (2020). The impact of atmospheric cues on consumers’ approach and avoidance 
behavioral intentions in social commerce websites. Computers in Human Behavior, 108, 105729. 
https://doi.org/10.1016/j.chb.2018.09.038 

Tong, X., Chen, Y., Zhou, S., Yang, S., & Jiang, H. (2023). Do atmospheric cues matter in live streaming 
e-commerce? An eye-tracking investigation. Electronic Commerce Research and Applications, 62, 
101334. https://doi.org/10.1016/j.elerap.2023.101334 

Turley, L. W., & Milliman, R. E. (2000). Atmospheric effects on shopping behavior. Journal of Business 
Research, 49(2), 193–211. https://doi.org/10.1016/S0148-2963(99)00010-7 

Van Der Heijden, H., Verhagen, T., & Creemers, M. (2003). Understanding online purchase intentions: 
Contributions from technology and trust perspectives. European Journal of Information Systems, 
12(1), 41–48. https://doi.org/10.1057/palgrave.ejis.3000445 

Wakefield, S., & Wildeman, C. (2011). Mass imprisonment and racial disparities in childhood behavioral 
problems. Criminology & Public Policy, 10(3), 791–792. https://doi.org/10.1111/j.1745-
9133.2011.00741.x 

Wang, D., Luo, X. (Robert), Hua, Y., & Benitez, J. (2022). Big arena, small potatoes: A mixed-methods 
investigation of atmospheric cues in live-streaming e-commerce. Decision Support Systems, 158, 
113801. https://doi.org/10.1016/j.dss.2022.113801 

Westbrook, R. A. (1987). Product/consumption-based affective responses and postpurchase processes. 
Journal of Marketing Research, 24(3), 258–270. https://doi.org/10.2307/3151636 

Wu, C.-S., Cheng, F.-F., & Yen, D. C. (2008). The atmospheric factors of online storefront environment 
design: An empirical experiment in taiwan. Information & Management, 45(7), 493–498. 
https://doi.org/10.1016/j.im.2008.07.004 

Xin, M., Jian, L., Liu, W., & Bao, Y. (2025). Exploring the Effect of Live Streaming Atmospheric Cues on 
Consumer Impulse Buying: A Flow Experience Perspective. Journal of Theoretical and Applied 
Electronic Commerce Research, 20(2), 149. https://doi.org/10.3390/jtaer20020149 

Xue, J., Liang, X., Xie, T., & Wang, H. (2020). See now, act now: How to interact with customers to 
enhance social commerce engagement? Information & Management, 57(6), 103324. 
https://doi.org/10.1016/j.im.2020.103324 

Yao X., & Zhang M. (2021). Research on Social Clues in E-commerce Live Streaming Service Scenarios 
and Consumer Scene Attachment: The Mediating Role of Identification and Business Friendship. 
Journal of Hubei University (Philosophy and Social Sciences Edition), 48(2), 154–163. 
https://doi.org/10.13793/j.cnki.42-1020/c.2021.02.017 

Zeithaml, V. A., Parasuraman, A., & Malhotra, A. (2002). Service quality delivery through web sites: A 
critical review of extant knowledge. Journal of the Academy of Marketing Science, 30(4), 362–
375. https://doi.org/10.1177/009207002236911 



Volume 14 Issue 2: Year 2025 
eISSN : 2289 - 6589 
Copyright © UiTM Press, e-Academia Journal of Universiti Teknologi MARA Cawangan Terengganu 

237 

Zhang, P. (2007). Toward a positive design theory: Principles for designing motivating information and 
communication technology. In Advances in Appreciative Inquiry (Vol. 2, pp. 45–74). Emerald 
(MCB UP ). https://doi.org/10.1016/S1475-9152(07)00204-9 

Zhang, S., Guo, D., & Li, X. (2023). The rhythm of shopping: How background music placement in live 
streaming commerce affects consumer purchase intention. Journal of Retailing and Consumer 
Services, 75, 103487. https://doi.org/10.1016/j.jretconser.2023.103487 

Zhang, Z., Zhang, N., & Wang, J. (2022). The Influencing Factors on Impulse Buying Behavior of 
Consumers under the Mode of Hunger Marketing in Live Commerce. Sustainability, 14(4), 2122. 
https://doi.org/10.3390/su14042122 

Zhou, T., & Li, S. (2025). Examining consumer impulsive purchase intention in virtual AI streaming: A S-
O-R perspective. Journal of Theoretical and Applied Electronic Commerce Research, 20(3), 204. 
https://doi.org/10.3390/jtaer20030204 

  


	ABSTRACT
	1.0  Introduction
	2.0 Literature Review
	2.1 Impulse Buying Behavior
	2.2 THE S-O-R FRAMEWORK
	2.3 ATMOSPHERIC CUES
	2.4 CONSUMER EMOTION

	3.0 The Research framework and Hypotheses
	3.1 Research Model
	3.2 Hypotheses Development
	3.2.1 The Influence of Atmospheric Cues on Impulse Buying Behavior
	3.3.2 The Influence of Atmospheric Cues on Consumer Emotion
	3.2.3 The Influence of Consumer Emotion on Impulse Buying Behavior
	3.2.4 The Mediating Role of Consumer Emotion


	4.0 Research Methodology
	4.1 Research Design and Pretests
	4.2 Measurement Development
	4.3 Sample and Data Collection

	5.0 Data Analysis and Results
	5.1 Descriptive Statistics and Correlation Analysis
	5.2 Measurement Model Analysis
	5.2.1 Reliability and Convergent Validity
	5.2.2 Discriminant Validity
	5.2.3 Common Method Bias Test

	5.3 Structural Model Analysis
	5.4 Mediation Analysis

	6.0 Discussion
	6.1 Summary of Findings
	6.2 Theoretical Implications
	6.3 Managerial Implications
	6.4 Limitations and Future Research

	DECLARATION OF GENERATIVE AI AND AI-ASSISTED TECHNOLOGIES
	ACKNOWLEDGEMENTS
	REFERENCES

