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[요    약] 

본 연구는 최근 실시간 라이브 스트리밍 기술의 산업적 활용이 증가함에 따라, 기업의 디지털 마케팅 플랫폼으로서 라이브커

머스의 효과과정에 의사상호작용(PSI)과 이용자의 FoMO(포모) 및 관여가 조절역할을 하는지를 알아보는 것이다. 선행연구를 

토대로 연구모형 설정과 라이브커머스 동영상을 이용한 설문조사를 실시하고 ANOVA 분석을 실시하였다. 분석결과는 첫째, 

라이브 커머스에 대한 태도는 낮은 PSI에서는 FoMO가 높은 집단이 높았으나 높은 PSI에서는 FoMO가 낮은 집단이 상대적으

로 높았다. 둘째, PSI가 높은 집단이 PSI가 낮은 집단보다 구매의도가 높게 나타났다. 셋째, FoMO가 낮은 집단에서 고관여 제품

의 경우가 저관여 제품에 비해 라이브커머스 태도가 상대적으로 높게 나타났다. 전체적으로, 커머스 태도를 높이기 위해 개인의 

FoMO가 낮고 인플루언서의 PSI가 높아야 하며, 구매의도를 높이기 위해서는 PSI 수준을 높이는 것이 유리함을 알 수 있다.

[Abstract]

This study aimed to investigate the role of influencers' para-social interaction (PSI) and users' FoMO and involvement in the 
process of live commerce effect as digital marketing platform of companies, according to the increase of their industrial uses. An 
experiment was conducted to 127 college students. The results of ANOVA were as follows. First, PSI in live commerce was 
found to modulate attitudes toward live commerce(Alc) according to FoMO of consumers. Specifically, Alc was higher in the 
group with high FoMO at low PSI, but the group with low FoMO at high PSI was relatively high. Second, high PSI showed 
higher purchase intention than low PSI. Third, the group with low FoMO showed relatively higher Alc with high involvement 
products than with low-involvement. Overall, commerce with high PSI to low FoMO individual can increase the commerce 
attitude, and high PSI can increase the purchase intention.
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Ⅰ. Introduction

Recently, live streaming technology attracts much attention by 
playing marketing role on commerce platform such as Naver and 
YouTube. Live commerce video can effectively deliver advertising 
messages due to the properties of digital broadcasting .[1]

In 2019, Amazon launched its own live commerce, and 
real-time live streaming offers a wealth of opportunities in 
advertising, consumer relationships and revenue. [2]. Such live 
commerce has explosive potential as an advertising medium by 
providing a realistic experience through interaction with 
consumers in reality.

For example, in the case of Naver, sellers can easily utilize live 
commerce through ‘live commerce tools’ such as real-time 
chatting with buyers, product tagging, URL sharing function, 
setting to receive news from the store, and push notifications 
before broadcasting. Through a relationship of trust with live 
commerce followers and subscribers, influencers can act as 
powerful persuasive or information sources providing product 
messages.[2]

Interacting with influencers on digital platforms is related to 
consumers' social motivation, that is, social connectedness. 
SNS(Social Network Service) helps people form online 
relationships, but on the other hand, it can increase psychological 
dependence on Internet, causing anxiety when ‘online’ is cut off, 
that is Fear of Missing Out (FoMO). FoMO is the fear of isolation 
experienced when the sense of connection through online is 
lost.[3][4] In this context, this study intends to examine the role of 
the fear of isolation factor, which is an important psychological 
factor of the individual and the interaction with the user, in the 
process of the influencer's persuasion effect.

Although the use of marketing using influencers is expanding, 
there is still a lack of academic approaches to demonstrate the 
effectiveness process in this regard. For example, by applying the 
concept of interaction between celebrities and ordinary people in 
traditional media to influencer marketing using social media, it is 
necessary to examine the influence on the attitudes and purchase 
intention of influencers toward products recommended by them. 
In this study, influencers were defined as ordinary people who are 
active online, excluding existing entertainers. This study is 
expected to provide theoretical and practical implications for 
influence marketing based on digital platforms such as review 
content and live commerce on social media.

Ⅱ. Theoretical Background

2-1 Live Streaming Formats as Marketing

Many studies have suggested that the reliability and 
favorability of influencers of influencers in live commerce are 
important factors.[5] The definition of an influencer is an 
independent third-party product guarantor who influences the 
attitude of a target audience through social media such as ‘blogs’ 
and tweets.[5] An influencer is a kind of guarantor who tells the 
public about a product or brand. However, instead of appearing in 
general commercial advertisements, influencers provide positive 
messages about products through social media such as Instagram 
or blogs.[6] In this regard, they can be said to provide 
advertisements in which a paid medium and an earned medium 
are combined. In addition, these influencers play a role in 
inducing word of mouth through YouTube, etc. Members or 
followers share with each other by adding their opinions to the 
opinions provided by influencers.

The growing influence of influencers has to do with how 
influencers interact with viewers through their broadcast content. 
It is said that watching the broadcast of influencers, viewers 
consume stories about the product, gain vicarious satisfaction and 
form positive emotions about the product.[7] Influencer 
interaction plays an important role in this process. This process 
can be realized through various formats of live streaming 
commerce such as online marketplaces, live auctions, live events, 
cryptocurrency and NFT being progressed now and in the future 
as shown in [Figure 1]. [20]

그림 1. 라이브 스트리밍 커머스 기술 형태의 발전

Fig. 1. Development of Live Streaming Commerce 
Formats

The interaction such as a timely response to consumer's 
reaction is a characteristic that is only possible in a digital media 
environment. For example, in the case of live commerce, by 
exchanging personalized messages using a digital environment 
such as mobile, users' content immersion may increase and may 
affect purchase intentions.
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At the same time, one of the factors influencing the interaction 
process with users is FoMO as a user's individual social motive. 
People often click and watch live commerce out of fear that they 
will not be able to buy new products and fear that they will be 
alienated if they do not engage in social media activities.[8] This 
study focuses on the advertising effect of influencers' broadcasts 
in social media as a way for products to meet customers, and 
examines the relationship among influencer, user interaction, 
formo and involvement.

2-2 Para-social Interaction(PSI)

Para-social Interaction (PSI) refers to immersion or 
intervention that occurs when users have the illusion that they are 
talking with actors while consuming media.[9] In the existing 
online shopping, consumers mostly shopped passively, but in 
influencer marketing based on social media, consumers visit the 
store and communicate with the seller in real time, such as 
actively shopping through chatting or consulting on actual 
purchase. purchase experience. Also, while traditional celebrities 
endorse their products to the general public, influencers tend to 
focus on specific audiences. The process of identification is also 
different. While envy identification occurs with celebrities, it 
tends to occur with influencers largely based on similarity.[10]

In live commerce, viewing on the go or relatively using 
content using a mobile device is highly likely to be used 
temporarily or accidentally. In addition, live commerce is not 
only a commerce activity, but also real-time interaction and 
entertainment or social functions can be performed. In particular, 
live commerce is a medium for active social interaction. The 
real-time broadcast of the show host based on the user's reaction 
evokes conversation and bonding among users, increasing PSI 
(para-social interaction).[11] In fact, the show host reads 
real-time comments and appears to be talking to viewers 
frequently during the broadcast. In addition, show hosts often 
show how they treat viewers like close friends, and how they treat 
viewers. These interactions are expected to have a significant 
impact on repurchase of live commerce broadcasting products.

2-3 FoMO

FoMO (Fear of Missing Out) was originally a marketing term, 
proposed by author Patrick McGinnis [12], and became popular 
in 2004 as an article suggested by Harvard Business School 
magazine, Havers.

FoMO is used as a major variable in social media to explain 
growing addictions, such as fear of missing out or being excluded, 
or 'someone else is actually doing something worthwhile that they 

haven't had, or a situation in which, although not accurately 
identified, it appears to be. vague anxiety about '.[13] For 
example, FoMO can lead to obsessive concerns that appropriate 
opportunities to participate in social interactions or new 
experiences, profitable investments, or satisfying consumption 
events may be missed. In other words, in the context of product 
purchase or consumption, FoMO can induce people to imagine 
how their choices could have been different, thereby creating fear 
of making the wrong consumption or making a wrong purchase 
decision.[14] This fear further increases or exaggerates the 
preference for fashionable products recommended by the media. 
Show hosts in live commerce can be more trustworthy or 
sympathetic when they promote awareness or introduce products 
through various social proofs. Therefore, FoMO felt by an 
individual can increase attitude toward and purchase intention 
toward live commerce advertisement products. Furthermore, if 
the advertisement product is a luxury product with the property of 
being publicly disclosed, FoMO will act more and increase the 
attitude toward the luxury product and purchase intention.

2-4 Involvement

Involvement refers to a consumer's perceived personal 
relevance or interest in an object in a specific situation.[15] In 
some studies that dealt with whether involvement affects the 
intrinsic properties of a product or the importance of an 
advertising model when purchasing a product, it is reported that 
the influence of peripheral cues in advertising decreases as the 
level of involvement increases.

The influence of influencers in consumers' purchasing 
decision-making process can also be found in the Elaboration 
Likelihood Model (ELM). According to the elaboration 
possibility model, when both the motivation for information 
processing and the ability to process information are high, the 
change in attitude toward the product is affected by the product's 
own attributes. The attitude toward the product is formed by 
simple information such as peripheral cues.[16] Involvement 
factors can also be applied to PSI with show hosts by digital 
media. In the case of complex decision-making with high 
involvement, consumers value the intrinsic properties of live 
commerce products, such as quality, price, and convenience, but 
in simple decision-making with low involvement, live 
commerce's relationship with the show host, that is, the influence 
of PSI could be more important.

2-5 Independent Variables

This study intends to investigate whether the linear influence 



디지털콘텐츠학회논문지(J. DCS) Vol. 23, No. 3, pp. 559-567, Mar. 2022

http://dx.doi.org/10.9728/dcs.2022.23.3.559 562

relationship of traditional advertising effect variables will appear 
in the live commerce commercial effect process. In other words, 
attitude toward live commerce has a positive effect on attitude 
toward live commerce products, which is expected to have a 
positive effect on product purchase intention.

2-6 Hypothesis and Research Model

The effect of the PSI relationship between the live commerce 
show host (influencer) and the user (consumer) on attitude and 
purchase intention was investigated. To this end, referring to 
previous studies on the effects of show host and SNS 
advertisements, the relationship between PSI, FoMO, and 
involvement on the attitude toward live commerce and purchase 
intention was established as a hypothesis, and this was structured 
as shown in [Figure 2].

Hypothesis 1. The effectiveness of live commerce advertising 
will differ according to the PSI of the show host and user and the 
FoMO of the user.

Hypothesis 1-1. There will be a significant difference between 
the PSI (high/low) group and the FoMO (high/low) group with 
respect to live commerce attitudes.

Hypothesis 1-2. There will be a significant difference between 
the PSI (high/low) group and the FoMO (high/low) group for 
purchase intention.

Hypothesis 2. The effectiveness of live commerce 
advertisements according to FoMO will vary according to user 
involvement.

Hypothesis 2-1. There will be a significant difference between 
the FoMO (high/low) group and the engagement (high/low) group 
with respect to live commerce attitudes.

Hypothesis 2-2. There will be a significant difference between 
the PSI (high/low) group and the FoMO (high/low) group for 
purchase intention.

그림 2. 연구 모델

Fig. 2. Research Model

Ⅲ. Methods

3-1 Subjects

For the purpose of this study, a structured questionnaire was 
used to target male and female college students in their 20s 
representing Generation Z. Generation Z is the generation born 
between 1996 and 2011, and includes respondents aged 20 to 24 
as of 2021, the 20s of Generation Z [17],[18]. Millennials and 
Generation Z account for a high percentage of live commerce use, 
so they were included as the main users.

3-2 Sampling and Research Process

After classifying live commerce into two types, an online 
survey was conducted. The final survey subjects used in this 
study were 127, and random sampling was performed. As for the 
survey method, a structured questionnaire was used after the 
subjects watched a live commerce video, and the questionnaire 
was directly filled in by self-filling method.

3-3 Production of Experimental Video

Assuming that the para-social interaction effect of live 
streaming commerce is affected by the degree of involvement, we 
tried to select products with a certain degree of involvement in the 
survey subjects. To this end, through a preliminary survey, a list 
of products with high involvement was first made for 32 college 
students, and then the laptop product with the highest frequency 
was selected. The experimental video was composed of about 2 
minutes in total, 1 minute in the beginning, 1 minute in the 
second half, and 1 minute in the middle by editing the previously 
executed notebook live commerce material (Samsung notebook, 
10 minutes and 21 seconds video) (refer to Appendix). 
Considering the length of the video, a question asking about 
commerce content was placed in the question item to check the 
prior understanding of the response content. The degree of 
involvement and awareness of the experimental image was 
checked (manipulation check).

3-4 Items

1) Para-social Interaction

This study referred to previous studies [11] to understand the 
quasi-social interaction of live commerce. Specifically, 'show host 
makes friends friendly', 'show host looks natural and honest', 
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'show host is friendly like someone you've known for a long time', 
'have you ever imagined having an intimate conversation with a 
show host?' Four items were measured on a 7-point scale (very 
much - not at all) (α = .735).

2) FoMO

FoMO (Fear of Missing Out) is a concept derived from 
external stimulation or internal self-control, and was used by 
modifying the scale of Friggbilski et al. [19][13] with reference to 
previous studies. In detail, FoMO includes 'I get anxious when I 
miss an appointment', 'I get nervous when I can't suddenly go to 
an appointment with my friends', 'I'm anxious when I can't hear 
from my friends', 'I feel anxious when others around me Five 
items of 'it is important to know the brand you use' and 'it is 
important to buy a product that are popular with others' were 
measured using a 7-point scale (α = .882).

3) Involvement

Involvement refers to the perception of relevance or 
importance to a product. According to previous studies, 
consumers attempt to acquire product knowledge when they 
perceive a high level of involvement with the product. In this 
study, the items used by Chan-wook Park (2003) were used for 
involvement in this study, and the items 'products sold in live 
commerce are important to me' and 'I am interested in products 
advertised by live commerce' were measured on a 7-point scale. 
(α = .863).

4) Advertising Attitude, Purchase Intention

Advertising attitude is the consumer's favorable or unfavorable 
feeling toward live commerce advertisement. Using the items of 
Mackenzie & Lutz (1986), 'I like this live commerce 
advertisement', 'I am interested in this live commerce 
advertisement' A total of 3 items (α = .924) of 'I like this live 
commerce advertisement' and 'I like this live commerce 
advertisement' were measured on a 7-point scale (very much - not 
at all).

In order to measure the purchase intention of the product in the 
future, existing studies (Lee Jun-il and Kim Hyo-seok, 2007) 
were used to measure 'I want to purchase the product advertised 
in this live commerce' 'I want to recommend to others' and 'I want 
to purchase this live commerce advertisement product even later' 
were measured on a 7-point scale (α = .842).

3-5 Results

1) Reliabilities of Items

In order to confirm the appropriateness of the questionnaire, 

the reliability coefficient (Cronbach α) was checked by 
pre-investigating the video material for 32 college students. As a 
result of measuring the prior awareness (M = 2.34, SD = 1.09) of 
the experimental object on a 7-point scale, it was judged that 
contamination by awareness would be small with a recognition 
level below the average. Product involvement was measured on a 
7-point scale using two items: 'This product is important to me' 
and 'I've always wanted to know information about this product'. 
(M = 4.19, SD = 1.20) It was confirmed that it was appropriate 
for the experiment.

2) Interaction Effect between PSI and FoMO in 

Attitude toward Live Commerce

Hypothesis 1 predicted that the effect of the difference in PSI 
between show host and viewer on the advertising effect 
(advertising attitude and purchase intention) on live commerce 
would be different according to the user's internal characteristic 
factor, FoMO. The PSI group was divided into a low group (67 
people) and a high group (60 people) based on the average of 4 
items (M = 3.51, SD = 1.09). FoMO was divided into low FoMO 
(65) and high FoMO (62) based on the median value of 2.82.

표 1. 라이브 커머스 태도에 대한 PSI와 FoMO의 평균과 표준편차

Table 1. Means and SD of attitude toward live commerce 
between PSI and FoMO

Mean SD N

Low PSI

Low FoMO 2.81 1.20 43

High FoMO 3.56 1.09 24

Total 3.07 1.21 67

High PSI

Low FoMO 4.86 1.08 22

High FoMO 4.30 1.00 38

Total 4.51 1.05 60

Total

Low FoMO 3.50 1.51 65

High FoMO 4.01 1.09 62

Total 3.75 1.34 127

표 2. 라이브 커머스 태도에 대한 PSI와 FoMO의 변량분석

Table 2. Analysis of variance of attitude toward live 
commerce between PSI and FoMO

SS df MS F p
partial η 
square

PSI 57.360 1 57.360 47.362 .000 .278

FoMO .248 1 .248 .204 .652 .002

PSI*FoMO 12.646 1 12.646 10.441 .002 .078
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그림 3. 라이브 커머스 태도에 대한 PSI와 FoMO의 상호작용

Fig. 3. Interaction effect of attitude toward live commerce 
between PSI and FoMO

As a result of the analysis, as in [Table 1] and [Table 2], PSI and 
FoMO showed a significant interaction effect (F = 10.441, p < .01).

Specifically, in the low PSI group, the high FoMO group (high 
FoMO M = 3.56, SD = 1.09) had a higher attitude toward live 
commerce than the low FoMO M = 2.81, SD = 1.20 group, but in 
the high PSI group, the FoMO The group with low (low FoMO M 
= 4.86, SD = 1.08) had a higher attitude toward live commerce 
than the group with high (high FoMO M = 4.30, SD = 1.00).

In other words, as shown in [Figure 3], when the PSI was low, 
the group with the high FoMO showed a relatively more positive 
advertising attitude than the group with the low FoMO. 
Conversely, when PSI was high, the group with low FoMO 
showed more positive advertising attitude than the group with 
high FoMO. This suggests that broadcasting a user's individual 
FoMO, that is, a broadcast that enhances PSI, that is, 
communication with a group with low fear of isolation, can 
increase the positive attitude toward live commerce the most.

Next, as a result of examining the effects of PSI and FoMO on 
purchase intention according to Hypothesis 1-2, the interaction 
effect of PSI and FoMO on purchase intention was not significant 
(F = 1.934, p = .167). Therefore, hypothesis 1-2 was rejected. As to 
the main effect, the group with high PSI (M = 4.08, SD = 1.19) had 
a higher purchase intention than the group with low PSI (M = 3.03, 
SD = 1.66), indicating that PSI had a significant effect on purchase 
intention. was found to have an effect (F = 14.477, p < .001).

3) Interaction Effect between FoMO and Involvement 

in Attitude toward Live Commerce

Hypothesis 2 hypothesized that the user's involvement in the 
product would have an effect on the effect of FoMO on the 
effectiveness of live streaming commerce. To this end, we 
divided the low-involvement group (N=69) and high-involvement 

group (N=58) based on the average level of involvement 3.02 (SD 
= 1.43), and examined whether there were differences in 
advertising attitudes and purchase intentions according to FoMO. 
First, as a result of examining the difference in advertising 
attitudes according to Hypothesis 2-1, it was found that as shown 
in [Table 3] and [Table 4], the involvement group had a 
significant effect on the advertising attitude according to the form 
(F=7.532, p < . 01).

That is, in the low FoMO group, the difference between the 
low involvement group and the high involvement group (low 
involvement M = 2.80, SD = . It was found that the difference 
between the high groups (low involvement M = 3.57, SD = 1.07 
vs. high involvement M = 4.37, SD = .98) was relatively small.

Therefore, in the case of a group with a low FoMO overall, it 
can be seen that the greater the involvement, the higher the 
advertising attitude, and the difference according to the 
involvement can appear larger in the larger FoMO.

표 3. 라이브 커머스 태도에 대한 FoMO와 관여의 평균과 

표준편차

Table 3. Means and SD of attitude toward live commerce 
between FoMO and Involvement

M SD N

Low FoMO

Low 
Involvement

2.80 1.26 41

High
Involvement

4.71 1.10 24

Total 3.50 1.51 65

High FoMO

Low 
Involvement

3.57 1.07 28

High
Involvement

4.37 0.98 34

Total 4.01 1.09 62

Total

Low 
Involvement

3.11 1.24 69

High
Involvement

4.51 1.04 58

Total 3.75 1.34 127

표 4. 라이브 스트리밍 커머스 태도에 대한 FoMO와 관여의 

변량분석

Table 4. Analysis of variance of attitude toward live 
streaming commerce between FoMO and 
involvement

SS df MS F p
partial η 
square

FoMO 1.468 1 1.468 1.177 .280 .009

Involvement 56.095 1 56.095 44.945 .000 .268

FoMO* 
Involvement 

9.400 1 9.400 7.532 .007 .058
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그림 4. 라이브 커머스 태도에 대한 FoMO와 관여의 상호작용 

효과

Fig. 4. Interaction effect of attitude toward live commerce 
between FoMO and Involvement

This means that advertising a high-involved product for a 
low-FoMO group may be more positive than for a low-involved 
product for a high-FoMO group( <Figure 4>).

Meanwhile, as a result of examining the interaction effect of 
FoMO and involvement on purchase intention, there was no 
significant interaction effect (F = .054, p = .816). Therefore, 
hypothesis 2-2 was rejected. Specifically, looking at the main 
effect, the difference in purchase intention according to the group 
involved was statistically significant (F = 26. 342, p < .001). 
Specifically, the average purchase intention of the 
high-involvement group (M = 4.25, SD = 1.27) was higher than 
the average purchase intention of the low-involvement group (M 
= 2.92, SD = 1.49).

IV. Conclusion

4-1 Summary of Results

The purpose of this study is to investigate the role of personal 
factors such as user's FoMO and product involvement in the 
process of influencer and content user's PSI on product attitude, 
purchase intention, and live commerce shopping addiction. The 
results of the experimental study targeting 127 college students 
are as follows.

First, it was found that influencers' PSI in live streaming 
commerce regulates their attitude toward live commerce 
according to FoMO, which is an internal characteristic factor of 
consumers. Specifically, in the low PSI group, the group with 
high FoMO had a higher attitude toward live commerce than the 
group with low FoMO, but in the high PSI group, the group with 
low FoMO had a higher attitude toward live commerce than the 

group with high FoMO.
Second, on the attitude of live streaming commerce, FoMO 

and user's product involvement showed a statistically significant 
interaction. In other words, in the high-FoMO group, the 
difference between groups according to the involvement was 
relatively small, but in the low-FoMO group, the advertisement 
attitude toward the high-involvement product was relatively 
higher than that of the low-involvement, indicating a large 
difference between the groups according to the involvement.

The implications of this study are as follows.
First, in order to increase the attitude toward live streaming 

commerce, it is necessary to produce broadcast content 
considering the PSI level between influencers and users and the 
individual's fear of isolation, that is, FoMO. For example, it has 
been shown to moderate attitudes toward live commerce 
according to Specifically, when targeting a group with a high 
FoMO, lowering the PSI can increase attitudes, but when 
targeting a group with a low FoMO, it may be appropriate to 
increase the PSI further as the fear of isolation or anxiety about 
social belonging is low.

Second, influencers who produce content to increase their 
purchase intention in live commerce need to increase their PSI 
with users (viewers).

Third, as a result of this study, it can be seen that in the case of 
a group with low FoMO, the greater the involvement, the higher 
the advertising attitude, and the difference according to the 
involvement may appear larger in the condition of low FoMO 
(low fear of isolation). Therefore, in the case of a low FoMO 
group, advertising a product with a high degree of involvement 
may be relatively more advantageous.

Recently, as influencer marketing activities increase, there are 
also voices that the content produced by influencers is excessively 
commercialized or broadcast unilaterally without considering the 
viewer's internal characteristics, which can negatively affect the 
product. Typically, in the shopping process through live 
commerce, the user's sense of social belonging or desire for 
participation has increased. Accordingly, there is an increasing 
argument that it is necessary to appropriately enhance social 
interaction even in online situations such as social media in 
consideration of these user characteristics.

In this context, this study focuses on the interaction between 
users of influencers who produce live commerce, and examines 
the influence of FoMO and product involvement as an 
individual's social desire on the live commerce purchase effect 
process.

As a result of this study, it was found that the influencer's PSI 
plays a positive role in the attitude toward live commerce 
according to the user's FoMO characteristics. In other words, it 
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was found that the lower the FoMO group, the more positively 
they were able to respond to the broadcast that raises the PSI. 
This means that individual FoMO plays an important moderating 
role in the persuasion effect process according to influencers' PSI. 
Also, in practice, these results suggest that PSI should be limited 
at an appropriate level when reviewers produce review content for 
commercial purposes or when companies support review content 
for marketing purposes.

Recently, FoMO of social media users has been shown to be an 
important social media activity motive, and it is desirable to 
strengthen PSI with users as a content planner or producer in this 
regard. This study has some practical implications for planning 
and producing live commerce contents by examining the 
advertising effects of recent live commerce in terms of interaction 
and user needs. Nevertheless, this study has several limitations 
including the general properties of experimental studies.

4-2 Limitations

As for the limitations of this study, first, the time of the 
experimental video was greatly reduced in the process of 
producing the stimulus, so it seems that the naturalness of the 
process was insufficient compared to the real live streaming 
commerce. Considering the experimental time, the broadcast is 
conducted within a short time, so there is a limit to sufficiently 
containing content that relieves tension or expresses intimacy for 
the purpose of PSI that an actual YouTube video can have. 
Second, the study did not control the influence of factors such as 
reliability, attractiveness, and liking as information source 
attributes of influencers. In addition, the individual linguistic 
characteristics variables were not sufficiently controlled. The 
language proficiency characteristics of live commerce may vary 
from person to person, and the reliability of broadcast content 
may vary as a result, so it is necessary to control this. In 
follow-up studies, it is necessary to examine the overall effect 
relationship through the structural equation model by controlling 
exogenous variables or adding various variables including 
information source attributes and product types.
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