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[Abstract]

Live commerce is a distribution channel that sells products through live broadcasting, and its market size is growing rapidly.
Live commerce is a model that allows consumers to obtain detailed information through interactions with sellers and other
consumers, thereby enhancing interactivity. The purpose of this study was to present the objects that consumers interact with in
live commerce and explain the mechanism by which interaction activities lead to purchase intention. We utilized AMOS 22.0 and
the Process 3.1 package of SPSS to verify the relationship between the factors of a research model derived from previous studies.
Based on the analysis results, we proved that consumers' interactions with sellers, other consumers, and products are linked to
purchase intention through authenticity. We also proved that susceptibility to informational influence strengthens the relationship
between interactions and purchase intention. Our results suggest the need for a customized service strategy to increase the level
of interaction activity of live commerce consumers.
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Table 1. Demographic characteristics of samples

Demographic Categories Frequency %
Male 139 39.2
Giender Female 216 | 60.8
21 -30 119 33.5
Age 31 -40 123 34.6
41 - 50 71 20.0
> 50 42 11.8
1-2 139 39.2
Montf;lxll_'Usage 34 91 256
of Live
Commerce 56 69 19.4
>7 56 15.8
Fashion/Accessories 105 29.6
Food 111 31.3
Purchased Cosmetics/Beauty 60 16.9
Product Digital/Home 35 9.9
Appliances
Others 44 12.4
Naver 149 42.0
Recently Used Kakao 8 22.8
Live Corrywmerce Coupang 76 21.4
11st 35 9.9
Others 14 3.9
Price of < 30,000 110 31.0
Recently 30,000-50,000 104 29.3
Purchased 50,000-100,000 89 25.1
Product > 100,000 52 14.6
University Student 66 18.6
Job House Wife 16 4.5
Office Worker 253 71.83
Others 20 5.6
Total 355 100.0
o1, £ Aol Fold SHAFNA AT A3} 57
2 &g S Adgsiglon, Ao Hofslvta gggh
A SeksiEs pralln, =9, ARl g $ue 7h
 HA gpol v AW AE B3l g AE sE AEs @
veE ZE-S A7) SeEhEs Sl
A7 355709) RS FuHR 0P|, FEL F 13} 2L
542 7Rt ode) o 60% SHeton, 40t vl

o] B2 zlow velyitt. Ed, o] g3t
B &go] 429= YeRgth ik AlE2 55 ¢ wigtoe]

60% ATk Al B 442 ¢

V. 712 83
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Table 2. Result for construct validity and reliability
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Table 3. Result for discriminant validity

Constructs 1 2 8 4 5 6
Csl 0.868"
CCl 0.579"| 0.810%
CPI 0.62777|0.590"" | 0.798%
Auth 0.64777|0.561""|0.621""| 0.741°
Pl 0.670""|0.580""|0.660""|0.605""| 0.850?
Sl 0.47177|0.4627710.57777|0.503"|0.612"" | 0.745%

SRW? Cronbach’ b o

Constructs Estimate 5 Al CR AVE
CSI3 0.936

Csl csi2 0885 0.906 0.859 0.753
CCI3 0.873

CCl | CCl2 0.842 0.901 0.851 0.656
CCI 0.889
CPI3 0.893

CPI | CPI2 0.833 0.889 0.840 0.637
CPI1 0.836
Aut Auth4 0.834

h Auth2 0.783 0.840 0.785 0.549
Auth1 0.777
PI3 0.886

Pl P12 0.913 0.919 0.887 0.723
PI1 0.870
Sli4 0.856

Si | Sl3 0.843 0.845 0.788 0.555
SIi 0.718

CSl(Consumer-seller Interaction), CCI(Consumer—consumer
Interaction), CPI(Consumer—product Interaction),
Auth(Authenticity), PI(Purchase Intention), Sli(Susceptibility
Informational Influence)

a: SRW(Standardized Regression Weights)

b: CR(Construct Reliability), c: AVE(Average Variance
Extracted)

Agst e S sk

A, AZ A (Reliability) S 2210 W 4%
A A T9F AHE dE T e "%ﬁ A,
SPSS 22.0 & &85}y, Q98 AEnks It ghs
gromM Al ds grlgith degdT= 285 2 0.
ol el AEntE Ut ks et 28]. F 210 54
gt F A EAZE J& 471 3HCSI, CSI4, Auth3,
SI2)& Aletsigion, 177] &3l gt A=d gl dvh=
3 29} 2} 2lFgAdo] 7Y w2 2912 1A A(0.840) 2=
0.7 o} & Ao Yeht AlgAdS SEsiith

A, BFE(Validity)> S48t = /Mds BEsA 574
SIRAEAE elehs A1 o=A], 2 A= AMOS 21.0 EollA]
A QRIEAE B, =&Y S E8ete] FF A
¥ ¥ ERdAs itk As ERdAd(Convergent
Validity)2 o’dell tiste] 54 =77} Wk zﬂ‘é‘k’ib
A5 sk Aoz 7id A2 =(CR)F BaiiE(AVE)
= Ttk W BRAdS AR HE el ‘I‘E%Pﬂ =
YER=AE gRleke A o2 dalaet Baaia=2] Al
LS vlwske] deolsh), £ BE g olS Hiesl ol
QOIEA mulo] Ael= stolslgr}. Avh= x¥/df = 1.234,
RMRRoot Mean-Squrare Residual) = 0.036, RMSEA
(Root Mean Square Error Approximation) = 0.026, GFI
(Goodness of Fit Index) = 0.959, AGFI(Adjusted GFI)=
0.940, NFI(Normed Fit Index) = 0.972, Z1g8]ar CFI
0.9952A, -2 Alo|A Q7
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Y r}m et

M

(Comparative Fit Index) =

Note: a = square root of the AVE, "": p < 0.01
CSl(Consumer-seller Interaction), CCI(Consumer—consumer
Interaction), CPI(Consumer—product Interaction),
Auth(Authenticity), PI(Purchase Intention), Sll(Susceptibility
Informational Influence)
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C-S Interaction™

Purchase Intention
(R = 0.616)

C-C Interaction™

H.

0.324™

+:p <0054 :p<0.01

* C-S: Consumer-Streamer(Seller)
** C-C: Consumer-Consumer
*** C-P: Consumer-Product

a8 2. &1 24 Ao} (71 1-3)
Fig. 2. Results of the main effect tests (H 1-3)

T 4. T3 24 23 (71 1-3)
Table 4. Results of main effect tests (H 1-3)

Path Coefficient t—value Result
H1 Auth — PI 0.159 2.050" Supported
H2a CSl — PI 0.197 2.923" Supported
H2b CCl— PI 0.166 2.723" Supported
H2c CPI — PI 0.374 5.241"" Supported
H3a | CSI — Auth 0.377 5.551"" Supported
H3b | CCl — Auth 0.199 3.070™ Supported
H3c | CPI — Auth 0.324 4,508 Supported

CSl(Consumer-seller Interaction), CCI(Consumer—consumer
Interaction), CPI(Consumer—product Interaction),
Auth(Authenticity), PI(Purchase Intention)

" p<0.01, " p<0.05
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Table 5. Results of moderating effect tests(H4)

Coefficient t-value Result
Constant 5.3898 129.6804""
CSlI 0.4655 11.2245™
H4a Sl 0.3611 8.4559™ Supported
Interaction -0.0979 -3.5683™"
F=160.0650, # =0.5777
Constant 5.4005 120.5372™
CCl 0.3350 8.1643""
H4b Sl 0.4163 9.1293™" Supported
Interaction -0.1125 -3.9748™"
F=121.3427, & = 0.5091
Constant 5.4168 115.4760™
CPI 0.3039 6.6729""
H4c Sli 0.3923 7.8916™ Supported
Interaction -0.1196 -4.2111™
F=109.8930, 7 = 0.4843

CSl(Consumer-seller Interaction), CClI(Consumer—consumer
Interaction), CPI(Consumer—product Interaction),
SlI(Susceptibility Informational Influence)

i p<0.01
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