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Abstract

This paper classifies types of various service attributes provided through the live commerce platform and examines how much
main attribute types influence the ‘purchase intention’ and ‘continuous use intention’ of each of the live commerce service user
group and the non-experienced group. As a result of the study, in the case of the non-experienced group, ‘perceived usefulness’
and ‘playfulness of the service’ were found to have an effect on the ‘purchase intention’, and in the case of the experienced
group, the ‘perceived usefulness’ and the ‘recognition of influencer’ had a significant effect. Therefore, in order to expand live
commerce service users, it is necessary to establish an easier and more intuitive user environment and to maximize marketing
effects by forming a positive cooperative relationship with the influencer.

Keyword : Live Commerce, Purchase Intention, Continuous Use Intention, Perceived Usefulness, Perceived Ease of Use,
Playfulness of the Service, Recognition of Influencer
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Table 1. Detailed evaluation items by key attributes
Attributes No. Attribute Evaluation ltems M SD
) 1 In live commerce, interactive communication between participants will be possible 4.69 | 1.194
I':g?_ggﬁ";i 2 | In live commerce, consumers will be able to immediately exchange their thoughts and opinions | 4.66 | 1.223
3 In live commerce, the interaction between participants will easily arouse empathy among users | 4.68 | 1.200
-~ 4 In live commerce, influencer will be a famous person 4.60 | 1.236
Reoogfmtlon 5 In live commerce, influencer will have many subscribers 4.39 | 1.290
influencer 6 In live commerce, | think influencer is very influential 4.60 | 1.401
7 I think influencer will have a good reputation in live commerce 4.33 | 1.358
8 Live commerce broadcast content will pique my curiosity 416 | 1.243
9 Live commerce broadcasting content will further enhance the fun of shopping 435 | 1.342
Properties | Playfulness 10 It would be interesting to participate in events (emotional expressions, sudden quizzes, etc.) 4.46 | 1.439
of the during live commerce broadcasts ’ ’
Se_'Vice 11 Using live commerce can be seen as a kind of daily recreational activity 425 | 1417
(n=470) ) 12 When using live commerce, the user interface will be clear and easy to understand 4.50 | 1.160
Perceived 13 It won't be difficult to learn how to use shopping in live commerce 4.63 | 1.276
Ease of - — - - —
Use 14 Shopping using live commerce will easily become proficient 461 | 1.315
15 Shopping using live commerce will be easy in general 4.60 | 1.306
16 Live commerce will improve my shopping methods over traditional online shopping 4.26 | 1.323
Live commerce will help reduce purchase decision-making time in shopping than traditional
) 17 4.28 | 1.326
Perceived methods
Usefulness | 18 Using live commerce on mobile would be an efficient way to shop 4.43 | 1.344
19 Live commerce will help make shopping easy and convenient 4.47 1 1.349
20 Shopping through live commerce will improve the overall quality of life 4.31 | 1.302
Intention ¢ h 21 I'm willing to buy products using live commerce 4.29 | 1.352
n egécr):icg (’; 112378)5 € a5 I'm willing to prioritize live commerce when purchasing products 3.90 | 1.455
23 Using live commerce seems to be the right way to make a purchase 4.09 |1.390
] ) 24 | want to continue using live commerce next time 454 11.276
|nte{1t|or1thto continue [ "5 In the future, | will try live commerce more often than now 457 | 1.227
usmg(n=<1a3s6§rwce 26 When shopping online in the future, live commerce will be used first 4.28 | 1.209
27 I'm willing to recommend buying products from live commerce to those around me 451 | 1.155
M(mean), SD(standard deviation)
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Table 2. Factor Analysis of Detailed Evaluation ltems by Live Commerce Service Properties

oﬂ

7} 45 2048 o) g3k

. Factor
Evaluation ltems | m m m v

19 0.845

18 0.827

17 0.824

20 0.782

16 0.627

13 0.839

15 0.813

14 0.809

12 0.645

5 0.823

4 0.793

6 0.783

7 0.693

9 0.727

10 0.707

11 0.695

8 0.674

1 0.857

2 0.857

3 0.790

Eigen value 3.769 3.101 2.904 2.778 2.542
Variance ratio 18.847% 15.506% 14.521% 13.890% 12.712%

Cumulative ratio 18.847% 34.352% 48.872% 62.763% 75.475%
KMO measure=.925
Bartlett’'s test : approximate chi-square=6651.198, df=190, p<.001
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Table 3. Regression analysis for non-experienced people using live commerce service
b dent Unstandardized Standardized Collinearity Statistics
Sgﬁgbz n Independent variables Coefficients Coefficients t Sig.
B Std Error Beta Tolerance VIF
Perceived Usefulness 0.618 0.058 0.591 10.632 | 0.001 0.524 1.908
Intention to Perceived Ease of Use -0.135 0.060 -0.131 -2.245 0.025 0.474 2.109
purchase a | Recognition of influencer 0.016 0.055 0.015 0.289 0.773 0.628 1.592
service Playfulness 0.214 0.066 0.205 3.250 | 0.001 0.405 2.468
Real-time Interaction 0.024 0.056 0.022 0.431 0.667 0.635 1.574
R?=.470, adj R?=.462, F=58.092, p<.001, Durbin-Watson(1.909)
0% 33, G5 dholB AMAZ o]gae HES Tuld Ao yehdy, g A7 9dXE $840
SAE LA AE P A Bl AMAE FAA0E  —soly, sl $3AE-20s) £ Hehich
IHE AP dEA T ARE Be AF S AHA
T #H FEE FHHICE sl T3 ARM S 3. 2}0|E HOMA MH|A 0|3 HAE X} CHAH

EREE

=
2).
2ol E Avi s Aul 2 ol & WARAZ] A,
§84(6=10.632, p<.001)’3 AMu|2e] £3]4(=3.250,
p<.001) £.910] A&

A Ao AAE ARG Folg FEQd AR
eSO 1(F=58.092, p<.001, R>=470), 7+x}<] %%‘*é o
Al F=E Ao g At A4 SAF = X
314 9} VIF(Variation Inflation Factor) %= 3}0 s 4
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:Vi

(SRS
VAT
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Table 4. Regression analysis for experienced people using live
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commerce service(1)

Dependent Unstan(.ie?rdized Stande.ar.dized Collinearity Statistics
variable Independent variables Coefficients Coefficients t Sig.

B Std Error Beta Tolerance VIF

Perceived Usefulness 0.730 0.096 0.627 7.634 0.001 0.543 1.841

Intention to | Perceived Ease of Use 0.051 0.099 0.038 0.516 0.607 0.662 1.511
purchase a | Recognition of influencer 0.174 0.083 0.145 2.084 0.039 0.760 1.316
service Playfulness 0.039 0.099 0.033 0.399 | 0.691 0.527 1.898
Real-time Interaction -0.044 0.080 -0.038 -0.553 | 0.581 0.767 1.304

R?=.523, adj R?=.505, F=28.550, p<.001, Durbin-Watson(2.147)
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Table 5. Regression analysis for experienced people using live commerce service(2)

Dependent ) Unstanda}rdized Standgr_dized ) Collinearity Statistics
variable Independent variables Coefficients Coefficients t Sig.

B Std Error Beta Tolerance VIF

Perceived Usefulness 0.541 0.091 0.493 5.946 0.001 0.543 1.841

|ntenﬁ_°n to Perceived Ease of Use 0.135 0.094 0.107 1.429 0.155 0.662 1.511
lf;:g”tﬁ Recognition of influencer | 0.134 | 0.079 0.119 1694 | 0093 | 0.760 1.316
service Playfulness 0.180 0.094 0.162 1.923 0.057 0.527 1.898
Real-time Interaction -0.028 0.076 -0.026 -0.374 0.709 0.767 1.304

R?=.515, adj R*=.496, F=27.593, p<.001, Durbin-Watson(1.836)

=2 Rk 9= mAA 2 AR YERh A0 ARAT A= 275 vho = 5 20709 Al 7t &
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A A #AI7F fles AL 2 Adegitl<E 5>3%) % 0 A3 #YaA s agAS Eoled g oR
ZolH Az ME2E ol gs] £ el A o' M, ANHHOR o] A FATIe 9%= F AR
& AFES] A, AL A el gFe mA We AAske Aol S Sl Bl ol gold A
2 1A H LA (t=5.946, p<.001)’ 17] HoIvF H-2] 3t 22 o] &A7 A Folt AR 2o dis drby f-&sithal
BAOTF T2 MAE AR debda, 19 YA RIYSeAE grlshes vieh Aol 9lom, TAMS] }14]
AAES B fo8 93 mAA ok A2 vet " FEAPU) il SAshE A2 Jheksiich ek
ST ARG AL all G Aol ARl 2E ek 7k 9l
A =7EAE el B, A4 fr8A s b T 9

del S sl AshA RES freld et Atk
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