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Abstract 

Adaptive services, online social networks and panoramic experience create immersive 
scenes for users. Internet technology and live streaming e-commerce constantly refresh 
and change people's concept and way of consumption.This paper uses CITESPACE to sort 
out relevant literatures of CNKI and analyzes the impact of live broadcast on consumer 
behavior from four aspects: live broadcast e-commerce, live broadcast scene marketing, 
scene atmosphere and streaming experience mechanism.Live among them, the research 
topics include electricity, scene of marketing and consumer behavior analysis, the 
atmosphere of the scene and scene of marketing analysis model, the scene atmosphere 
condition, the symbols and flow influence on consumer behavior, related studies have 
shown that live atmosphere, symbols, such as flow influence live together under the 
electricity market view of consumer purchase decision and consumption behavior. 
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1. Introduction 

In 2020, the rapid development of live broadcasting has enriched the choices of consumers' 
self-entertainment methods. More e-commerce platforms make short videos to introduce their 
products, and the promotion of vibration sound on big data platforms has become a highlight 
in spring night of 2021.With the development of 5G, VR and other big data technologies, 
audiences are very satisfied with the "on-site" layout of live broadcast e-commerce.In order to 
produce the "scene", it is realized through coded live broadcast room configuration, symbolic 
anchor IP, and interactive behavior of emotional communication and shopping persuasion. 
Chen Yang (2007) said that the personal scenes of online anchors were recognized by a large 
number of audiences with the help of the "human design" established by anchors.Purchase 
scene through symbol arrangement to complete online consumption;To understand the 
production scene is to show the commodity flow to the audience, which arouses the national 
collective memory of the masses[4]. 

In recent years, popular network broadcast has created immersive scenes for users through 
adaptive services, online social networks and panoramic experience, and audiences' 
consumption concepts and approaches have undergone corresponding changes.This paper 
analyzes the impact on consumer behavior from four aspects: livestreaming e-commerce, 
livestreaming scenario-based marketing, scene atmosphere and flow experience mechanism. 
On the basis of combining literature retrieval, widely using CITESPACE software brief review 
journals in CNKI literatures, were reviewed in detail from the live broadcast of e-commerce, 
marketing and consumer behavior, network live scene atmosphere and scene analysis model, 
the live scene atmosphere conditions and symbols and flow mechanism, factors exerting 
influence on consumer behaviour Domestic and foreign scholars have analyzed the influencing 
factors of consumers' purchase behavior of livestream e-commerce from multiple perspectives, 
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and a comprehensive review of relevant literature is conducive to in-depth understanding of 
the current research status. 

2. Research Status 

2.1. Livestreaming E-commerce: Unlocking a New Marketing Mode Hotly 
Discussed by the Whole People 

According to CNKI journal database, 1128 related literatures were retrieved from 2016 to 2021 
with the retrieval theme of "live broadcasting + e-commerce". The visualization function of 
CITESPACE software was used to describe the high-frequency keyword atlas. Keywords with 
word frequency of 8 times or more are shown in Table 1. 

 

Table 1. High-frequency keywords of livestreaming e-commerce 

keywords Word frequency Live platform 14 

Live electrical contractor 35 Profit model 13 

Live webcast 47 Business model 12 

Live with the goods 18 consumers 10 

Web celebrity economy 17 Agricultural products 10 

The marketing strategy 16 Opinion leaders 8 

 

Network broadcast started in 2016. With the maturity of Internet technology and the end, 
compared with traditional TV shopping, network broadcast featuring authenticity, interactivity 
and timeliness has rapidly approached people's vision[1]."As of June 2020, the scale of users of 
live streaming, short video and online shopping in China has increased by more than 5% 
compared with that in March, according to the Research Report on China's Live Streaming E-
commerce Ecology in 2020.There were 749 million online retail users, accounting for 79.7% of 
the Internet population.The market has ranked first in the world for seven consecutive years, 
providing important support for the formation of a new development pattern."[2]. 

According to the obvious economic attributes of commodities, the accuracy and infectious effect 
of live broadcast, as well as the changing purchasing desire of consumers after watching the 
products, it is necessary to understand.At present, the research on livestreaming e-commerce 
mainly focuses on the following aspects: 

1) Development model of livestreaming e-commerce.[6]Zhang Shuo (2019) believes that due 
to the "transaction attribute" of Taobao live broadcast, celebrity online celebrity drainage can 
maximize the purchase conversion rate. "Live broadcast + e-commerce is one of the mature 
marketing modes in the e-commerce industry.Wang Yunchang (2018) shows that live 
streaming in mainstream e-commerce can be divided into the following three types: The first 
type invites stars to attend concerts by utilizing star effect.The second is live streaming by 
carriers.The third is the PGC live broadcasting platform.Among them, merchant live streaming 
mode is most commonly used on major e-commerce platforms. 

2) Internet celebrity economy.[8]Guo Yawen (2019) believes that "livestreaming e-commerce 
is one of the main ways to realize the Internet" celebrity "economy, and the advantages of 
livestreaming display and narrow development space".Zhang Yuechang (2019) analyzed the 
relationship between intellectual property rights and network marketing from the aspect of 
network communication, and took Weiya, an online celebrity on Taobao, as an example.He also 
analyzed from the perspective of efficiency and cost that Internet celebrities can greatly reduce 
the cost of live broadcasting by virtue of the progress of Internet technology and catch the 
audience's eyeballs in time.Guo Bichong and Lei Zhen (2018) believe that there is a mutually 
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beneficial and win-win relationship between live broadcasting platforms and online red 
anchors. 

3) Research on the impact of flow experience and scene dimension on consumers' perceived 
value of live streaming e-commerce.[14]Gong Xiaoxiao (2019) took flow experience as a 
mediating variable and studied the influence of the sense of presence on consumers' impulse 
shopping desire in e-commerce live broadcast.Li Yingyu (2021) takes flow experience as a 
media variable to study the impact of customer perceived value on online word-of-mouth.Xu 
Manman (2021) studies the factors of flow experience affecting consumers' continuous 
purchase intention, customer stickiness and the interaction between anchors and audiences 
[20]. 

4) Research on the influencing factors of livestream e-commerce on consumer behavior.By 
constructing an SOR model of the impact of livestreaming e-commerce on consumer behavior, 
Xiujun Wang (2019) found that entertainment, interaction and preferences have a profound 
impact on consumer behavior in livestreaming.Dong Fang (2019) constructed a model of the 
influence of e-commerce live streaming on consumers' purchase intention from the perspective 
of audience psychology. The research results show that prices, commodities, social networks 
and platforms in online live streaming jointly affect consumers' purchase intention.From the 
perspective of individual consumers, Liao Liefa (2008), based on a certain cultural background, 
whether consumers will adopt the channel of livestream e-commerce is mainly influenced by 
factors such as the channel itself, the characteristics of merchants and commodities on e-
commerce platforms, and the characteristics of consumers[21]. 

2.2. Live Video Shopping Mall Scene: Consumerism Dimension Landscape 

According to CNKI journal database, the retrieval theme is "scenario-based marketing" or 
"scenario-based communication", and a total of 233 relevant literatures are retrieved from 
2016 to 2021. The visualization function of CITESPACE software is used to describe the high-
frequency keyword atlas. Keywords with word frequency of 3 times or more are shown in Table 
2.It is found that scene theory is mostly applied to urban development, mobile Internet, big data 
and other fields, and there are few studies on the intersection between live broadcast e-
commerce and scene theory. 

 

Table 2. Scenario marketing high-frequency keywords 

keywords Word frequency Brand marketing 3 

Situational marketing 86 Learning Products 3 

consumers 19 Experience marketing 3 

Mobile Internet 12 Social marketing 3 

Content marketing 10 online finance 3 

The marketing strategy 10 User stories 3 

The new retail 6 Cultural scene theory 3 

Big data 6 values 3 

 

"Whoever occupies a scene wins the future," Robert Scoble wrote in his 2014 book The Coming 
Age of Scenes. [13].With the expansion of 5G, artificial intelligence, VR and other technologies, 
new digital scenes are constantly born. Scenes are no longer limited to traditional physical 
scenes, such as parks, squares and libraries, but cyberspace created by various virtual network 
scenes. 

In recent years, the domestic academic circle to the scene research is quite fierce.Experts and 
scholars try to conceptualize this scenario from different perspectives[17].In 2015, Penlan 
argued that various conditions, including spatial, behavioral and psychological environments, 
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determine people's behavior characteristics and needs.Its basic elements are space and 
environment, real-time state of audience, lifestyle and social relations of audience.The ultimate 
goal of scenario analysis is to provide clues and services in a specific environment, while mobile 
network is scenario-based services, which is proposed by Penlan.The main purpose of Internet 
media is to adapt to the scene through the analysis of the space environment, the real-time state 
of the audience, the audience's lifestyle and social relations.Therefore, the scene not only meets 
the needs of the masses, but also serves as a means of high matching and perception, as well as 
a new mode of rebuilding social relations and adjusting empowerment modes.Commercial 
capital constructs a "landscape society" through various fantastical images and images, 
immerses people in the on-site e-commerce storm.Under the "consumer demand motivation", 
consumers' demand for social goods exceeds the value of the goods themselves[3]. 

The scene created by livestreaming e-commerce is the epitome of consumption, while the 
rapidly growing Internet technology has enriched the needs of "the field".The establishment of 
the live broadcast shopping scene caters to consumers' expectations to a large extent, so that 
consumers can feel a sense of identity and demand during the live broadcast, thus generating a 
series of information exchange behaviors[18].In the live broadcast scenario of e-commerce, the 
host and consumers conduct two-way spiritual and material communication in the "virtual" 
space to enhance consumers' behavior of purchasing desire. 

2.3. Consumer Behavior Research 

According to CNKI journal database, the retrieval topic was "Consumer Behavior Research", and 
a total of 2148 relevant literatures were retrieved from 2016 to 2021. The visualization 
function of CITESPACE software was used to describe the high-frequency keyword atlas. 

International research on consumer behavior began in the 18th century, which first appeared 
in Britain. With the increase of income, mass consumption increased significantly. In the 19th 
century, such consumer society also appeared in the United States and France. With the 
development of the consumer society, the marketing culture of enterprises is more and more 
concerned about the changes of the audience in the consumption process. The business 
philosophy of enterprises has been constantly improved and developed from the 1960s, which 
is the development process from production-oriented to sales-oriented and then to marketing 
oriented. 

Based on the existing literature, domestic scholars have mainly focused on the consumer's 
lifestyle and research methods since the 19th century. From the perspective of research 
direction, the lifestyle, temperament, form of modern young people, and the increasing 
tendency of Chinese women to consume themselves[19].Domestic scholars also studied the 
factors that affect consumer behavior (mainly the factors that affect purchase 
behavior).Generally speaking, domestic scholars believe that factors affecting consumers' 
purchasing behavior mainly include cultural factors, economic factors, environmental factors, 
personal factors, psychological factors and the product itself. 

Through reading a large number of literature, it is found that there are high-frequency 
keywords affecting consumer behavior in live broadcast situational marketing: social presence, 
grounded theory, trust, experience, interaction, etc. Most of them by means of S - O - R model, 
the use and satisfaction model, such as maslow's hierarchy of needs, the live broadcast of the 
consumer behavior mechanism in the electricity market view, not only can improve the 
platform to live "content on the quality of" enterprise culture level and competitiveness in the 
industry as a whole and marketing the value of a live scene, and, in turn, improve the efficiency 
of enterprise sales, via live scene at the same time To realize the transformation from "attention 
economy" to "intention economy" and enhance consumers' sense of immersive experience. 
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2.4. Research Methods and Models of Influencing Consumer Purchasing 
Behavior 

2.4.1. Consumption Behavior Patterns of S-O-R, AIDMA, AISAS, ISMAS and ADMAS 

The most commonly used model is the S-O-R model, which is a model for understanding the 
basic processes of human information processing[22].The theoretical basis of this model is that 
the physical environment affects people's internal state and thus affects people's decisions and 
actions, while emotions lead to behaviors. BELK (1975) believed that there was a mutual 
relationship between environment, emotion and individual behavior.Kotler (1973) defined 
shopping environment as atmosphere and explored that shopping environment would affect 
the whole shopping process of consumers.Donovan & Rossiter (1982) tested that emotion is an 
important mediating variable affecting consumer behavior. It is found that a good shopping 
environment can make customers have a happy mood, make consumers stay longer and 
enhance their strong purchase intention. 

In the era of traditional media, businesses have a great deal of product information, while 
consumers rely on traditional media such as live television, telemarketing and print media to 
obtain a small amount of information. Consumer behavior is almost entirely controlled by 
conventional information. E. S. Lewis (1898) proposed AIDMA consumption behavior model: 
Attention, Interest, Desire, Memory and Action. In other words, live broadcast or other 
marketing methods can arouse the audience's shopping desire, and the audience has a certain 
brand perception of product information, and will strongly buy a certain product when 
receiving external stimulation. AIDMA mode focuses on the cumulative effect of word-of-mouth 
in live broadcast marketing. For example, the repeated language in the live broadcast content 
of "Hengyuanxiang" and "Brain Platinum" arouses the audience's interest in the product, and 
the audience gets to know more about the product, and then stores the memory, and finally 
produces the purchase behavior in a certain scene[21]. 

The transformation of the mobile Internet has changed the way information is disseminated, 
and consumers are becoming the object of information dissemination, which may be more 
accurate than in the traditional Internet era.In 2005, Dentsu Group announced AISAS consumer 
Action model (Attention, Interest, Search, Action, Share). When the live broadcast content 
attracts consumers' Attention and Interest, consumers will actively Search for brand and 
product information, thus producing purchase behavior. And then share their shopping 
experience on personal social apps[21].AISAS mode is a reform based on AIDMA mode, which 
is manifested in the information that the audience pays high attention to. However, the 
innovation of AISAS mode is based on two "S" links, that is to say, consumers spontaneously 
search for information and share their experience on social networks. AISAS consumer 
behavior model puts forward higher requirements for the creative design of on-site content, 
dialogue with consumers, and attention to the influence of online public opinion and word of 
mouth. 

In the era of mobile Internet, extensive media and the use of a large amount of information lead 
to changes in consumers' short attention span. Therefore, Professor Liu Dehuan of Peking 
University proposed the ISMAS consumption behavior model with media-free nature: Inter-est 
(interest), Search(Search), Mouth(word of Mouth), Action(Action) and Share(Share) are used 
to stimulate consumers' interest, guide consumers to collect information, pay attention to 
products and support their consumption decisions. And share their shopping experiences 
through social networks.The design of live broadcast and real-time content should provide 
consumers with useful and interesting product information based on consumer value system 
and decision-making. Although ISMAS model is relatively consistent with the characteristics of 
the contemporary mobile Internet era, it ignores the subjective role of direct content thought 
and the leading role of marketing means in consumers' consumption behavior. 
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In the Internet era, the emergence of social media makes consumers fully participate in the 
increase of consumer demand for products. Therefore, the research and analysis of consumer 
psychology in the process of commercial content creation is very important.Su Yun (2021) puts 
forward the ADMAS consumption behavior model: The premise is to analyze the characteristics 
of consumer behavior in five stages: Attention, Desire, Message & Mouth, Alternative and 
Share[21].The ADMAS model expounds that the consumption behavior of new audiences is 
constantly changing in the context of big data, and summarizes the comprehensive 
consumption trend in the network environment with social functions. 

The research model of Consumer Behavior As the research of consumer behavior becomes 
more and more in-depth, consumer behavior becomes more and more a global view, a process, 
acquisition is only one stage of the process. The advantages of consumer behavior research 
models are as follows: firstly, they are comprehensive, so that we can understand the internal 
causes of consumer behavior from different angles; The second is effectiveness, an accurate 
understanding of the impact of consumer advice.Determine the feasible marketing 
strategy;Finally, the accurate definition of the target consumer group. 

2.4.2. Research Methods 

Qualitative and quantitative research is the source of market knowledge and is widely used in 
research. At present, there are mainly the following kinds of consumer behavior research tools: 
First, qualitative analysis technology, including focus forum, group discussion, observation 
method, etc., qualitative analysis can help consumers grasp the value proposition of surveyors; 
Secondly, quantitative analysis technology, that is, quantitative analysis of consumers' actions, 
cognition, attitudes and interests through aggregation analysis, regression analysis and factor 
analysis; Thirdly, market analysis technology, including demand and efficiency matching matrix, 
occupation, income and consumption increase model, can effectively guide the current market 
situation of enterprises, the analysis results are closer to some phenomena of the actual market. 

3. Literature References 

Overview of the influence of atmosphere cues of live broadcast scenes and flow experience 
mechanism on consumer behavior. 

3.1. Scenario Analysis Model 

KOTLER, the father of modern marketing, proposed the concept of physical environment in 
1973.Tangible environment refers to the tactile stimulation of consumers, an atmosphere of 
visual, auditory, olfactory and tactile awareness.DAVIS (1984) divided the tangible 
environment into tangible structure, tangible stimulus and symbol.Later, BAKER (1984) 
divided the physical environment into three categories: peripheral elements, design elements 
and social elements.BITNER (1992), an American service marketing expert, studied the above 
definition of tangible environment for the first time and proposed the concept of "service scene", 
which refers to various environmental factors in service places.The visible scene is composed 
of three parts, namely, atmospheric conditions, spatial display, symbols and artifacts.HU (2007) 
refers to artistic conception elements that represent certain feelings of the group to which 
consumers belong, such as brand logo and objects, etc. Consumption elements with this 
attribute evoke the identity of a certain group for a certain memory and I think we can lead 
them into this situation and organize them. 

Based on the 1977 use-satisfaction model, Yu Guoming (2017) attempted to combine 
Rasswell's procedure, Maslow's hierarchy of needs theory and classical social service scenario 
model (Kotler,P,1973;Davis, T, 1984;Bitner, M.J.,1992) to establish "scenario analysis model". 

This model is to study the scene refers to an artificially constructed and "established" 
environment, the generating factors include social conditions and personal conditions.The 



Volume 3 Issue 7, 2022 

DOI: 10.6981/FEM.202207_3(7).0028 

229 

Frontiers in Economics and Management 

ISSN: 2692-7608 

audience's behavior mainly depends on symbolic and social factors, and the main types are 
actual scenes based on the type of environment, and augmented reality scenes based on 
intelligent technology and virtual environment.Each dimension has a different category.In the 
context of the development of Network 3.0 media, the mobile network has a great impact on 
the media ecological pattern.The boundaries between old and new media and old and new 
media are gradually blurring. The emphasis on media features that are already not satisfied 
with the needs of prisoners in one-way communication or even two-way interaction, but the 
demand for on-site experience is increasing. Media and local environment can better combine 
features. 

3.2. Atmosphere Conditions of the Scene 

The famous marketing scholar KOTLER defined the concept of atmosphere for the first time in 
1973: that is, deliberately designed space to produce a specific customer impact, especially 
emotion can produce emotional impact and improve customer level.To this end, many 
enterprises in order to create a good store atmosphere, invested a lot of resources.In the actual 
environment, there are generally three types of atmospheric cues.For example, the definition 
of smell, sound, light and other environments in the design, spatial deployment and commodity 
display of consumers and employees has the same meaning, which is the decision whether the 
connotation and extension of the site atmosphere can be fully applied. However, the 
atmospheric physical environment is a clue of significant difference from the network 
environment. Visual cues play a dominant role in online shopping as the online environment is 
limited by computer images.The search conditions of cnKI periodical database are as follows: 
At present, scene atmosphere as a clue is mainly used in film and artistic creation.There are few 
researches on consumer behavior using the field marketing atmosphere.On this basis, S-O-R 
theory believes that stimulus is an interactive state that can affect a person's behavior in the 
external environment, and the external environment determines the individual situation and 
then influences the individual behavior.The "S-O-R" framework is based on environmental 
psychology and provides theoretical basis for the influence of network atmosphere on 
consumer actions.From the perspective of "S-O-R" framework, SAUTER et al. evaluated the 
influence of dual stimuli to online commerce and consumers' physical environment on 
consumers' responses.Floy etal. 's subjective evaluations of audience information, GDP system 
locking, and shape measure cues of atmosphere[20], studied the clues of network atmosphere 
and the internal mechanism of impulse consumption.Chen (2016) conducted an empirical 
investigation on the quality of Facebook information, impulse characteristics, and the influence 
of impulse buying based on the number of "likes".In conclusion, consumers should have a more 
personalized information experience.From the perspective of the "S-O-R" framework, when 
consumers feel the external stimulus of the live broadcast interface, they can control the clues 
of the atmosphere, convenient and innovative, they are more able to interact, and further 
stimulate the impulse consumption intention of consumers. 

3.3. Symbols and Artifacts of the Scene 

Emotion, situation and emotion are the construction logic of e-commerce live scene[7]. 
Situational consumption is marked by on-site reconstruction and virtual experience. Mary 
Buettner, head of marketing in the US, divided the physical service scene into three 
reconstruction dimensions as "atmosphere conditions, spatial display function, and symbolic 
artifacts", which are also the main dimensions for constructing the sense of presence and virtual 
shopping experience in the live e-commerce scene on the Internet. Unlike physical service 
scenarios, which emphasize the overall business atmosphere, symbolic work and spatial 
display functions in virtual consumption environments directly hint at consumption 
status[15].The symbol originates from the study of religious ritual, and the symbol with special 
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meaning makes the sacrificial activity have transcendence. It has formed a value system widely 
respected by the audience and formed the characteristics of cultural performances. 

Clifford Geertz (1999) pointed out in his interpretation of culture that "sign" is a perceptive 
form of concept. It is considered to be "a perceived abstraction of experience, a concrete 
manifestation of thought, attitude, judgment, desire, or belief."[10].In the virtual consumption 
environment, products with artificial marks directly stimulate consumption. First of all, the logo 
is the most important symbol of the brand and is often embedded in the scene as a background. 
Secondly, it is directly placed in the studio or shop, and the goods are displayed on shelves or 
LED electronic displays. The selection scenes simulating shopping scenes are displayed through 
spatial goods display, and the product labels and purchasing functions are displayed on the 
links and shopping carts at the bottom of the picture. Finally, in an interactive atmosphere, 
anchors try on products on behalf of consumers and make comments to improve the on-site 
experience. In addition, the distribution of coupons, New Year's money, lottery, limited sales 
and other business activities continue to create a carnival atmosphere for consumers, with "Buy 
it", "countdown 3, 2, 1, link on" and other words as slogans, arouse the audience's desire to buy 
in the live broadcast, creating one sales myth after another. 

3.4. Influence of Atmosphere Cues and Flow Experience Mechanism on 
Consumers 

Flow experiences are unconscious, controlled, and compulsive. This means that audiences can 
watch platforms and content in real time while arousing their curiosity and enjoying all the 
internal states and experiences. Clues of atmosphere focus on environment, function, 
configuration and communication factors.For example, songs, signs and cultural properties. 
This definition applies completely to the definition of connotation and extension of network 
atmosphere.Online and offline marketing climates are somewhat different, and the concept of 
contextual threads spreads throughout the online environment, with respect to objective 
differences. EROGL (2001) first divided potential customers in the online environment into 
high task-related potential customers and low task-related potential customers. The high task-
related prospect refers to the prospect of consumers successfully purchasing tasks through the 
interface, and the low task-related cues are those unrelated to the completion of the purchase. 
The "S-O-R" model indicates that stimuli (S) affect people's internal emotional evaluations 
(O)[12]Interface stimuli include space, space and function, symbols, symbols and a man-made 
object. Many studies have shown that the design and information displayed in stores influence 
the image of online commerce, and consumers' expectations are influenced by the image of 
online commerce. 

Carlsonj, Cassoa(2011) are studying the characteristics of websites that affect traffic experience. 
Zhang Chubing et al. (2017) also established a theoretical model of the influence of climate cues 
on perception and tested their relationship. 

4. Conclusion 

Based on the above literature analysis, it can be seen that the atmosphere of live broadcast 
scene, flow experience, scene symbols, consumers' own characteristics and types of goods will 
all affect consumers' purchase behaviors when watching live broadcast. Current research 
mainly focuses on the reconstruction of live broadcast scenes, and the delicacy of content and 
high-quality service make the audience want to buy. In the Era of Web3.0, scenes, especially 
those based on new media, are not only a means of satisfying audience needs and adapting to 
information and perception, but also a new paradigm of reconfiguring relationships and 
adapting to authoritative institutions. With the advent of the intelligent era, live broadcasting 
has endowed the scene with different meanings and promoted the adaptation of people's 
perception and information to the scene. Livestreaming also reestablishes the relationship 
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between time and time, individuals and consumption, bringing people a new sense of 
immersion, interaction and participation. In today's mobile communication and intelligent 
communication, scene reconstruction and the value of scene reconstruction are interactive, 
which can provide people with richer and more accurate information and make people enjoy 
more convenient services. Through the above research, the following conclusions and 
management enlightenment are obtained: 

Live streaming e-commerce media live streaming is the online partner of consumers. These 
social platforms offer live streaming. Because users are watching streaming when they are 
relaxed, rather than in a shopping environment, they are often in a low alert state and can easily 
be taken away from the rhythm. Nowadays, many young people regard live broadcasting as a 
career of "three arrows in a row, easily receiving more than 10,000 yuan a month", and it is also 
a way of entertainment for the audience to spend a long time. This is an opportunity for the 
audience to need professional live broadcasting companies. At this time, professional live 
broadcast teams use the live broadcast relationship to package, let the audience experience live 
broadcast, satisfy their curiosity, and then enhance the audience's loyalty. Moreover, the 
audience needs to have rich social elements. It is very important to bring users positive 
emotions such as pleasure and relaxation. Many users value the atmosphere of a live studio and 
don't like boring introductions. 

Virtual living space is the reconstruction of people's way of life. With the interweaving of 
Internet technology and human real life, live broadcasting has long changed from TV shopping 
to virtual online shopping, thus realizing the big data upgrade of traditional live broadcasting 
content and marketing.Human activity now extends from the neighborhood of the business to 
the realm of the individual. Lefebvre believes that space is a kind of relationship. In the network 
environment, the audience gets experience from virtual activities such as watching, interacting, 
grabbing shopping coupons and purchasing, and then deeply integrates virtual space with real 
life. 

The era of scene is the era of relationship marketing with identity as the bridge. In the scene 
era, the means of marketing is to maintain and develop good interpersonal relationship, which 
is not only to realize the connection between people on the virtual network, but also to maintain 
and develop interpersonal relationship in the real social situation. In real life, a good 
interpersonal relationship can be described as identification, trust, love and so on through the 
scene, which not only establishes physical connection between people, but also establishes 
spiritual connection and reconstructs the network interpersonal relationship. Lee pointed out 
that the marketing manual emphasizes building relationships among all participants of a 
marketing campaign through communication, trust, participation and value exchange. 
Therefore, marketing strategies and methods can influence consumers' purchase intention by 
establishing the relationship between users and services. 

There are some deficiencies in this study, which deserve further discussion. Firstly, relevant 
studies show that most models selected in the literature are S-O-R models. Can other models 
be selected to illustrate the causal relationship between the influence of climate cues on 
consumers' buying behavior? Secondly, this paper only focuses on the live broadcast elements 
of the scene atmosphere cues, which can affect other aspects of consumer behavior in the live 
broadcast scenes, such as the evaluation perspective of scene experience and scene attachment, 
social presence and the role of community in scene marketing, so as to improve marketing 
efficiency and reduce sales cost. Through reading a large number of empirical studies, 
relationship marketing has been identified as an important means for enterprises to obtain 
sustainable competitive advantage. The scene revolution has triggered the change of marketing. 
The relay of e-commerce in the context of the new technology of mobile Internet provides a 
good technical guarantee for the relationship marketing of e-commerce enterprises. The future 
competition of live streaming e-commerce depends to a large extent on whether the Internet 
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can be fully used to carry out marketing and increase the fans and traffic of stores and anchors, 
so as to gain a competitive advantage in market share. Therefore, e-commerce enterprises can 
make full use of live streaming platforms to promote purchases through hardcore expertise, 
good sales and service, and friendly service attitude of anchors. 
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