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[Abstract]

The market is witnessing rapid growth in live commerce, with real-time streaming channels offering diverse product
information. We explore the impact and methods for improving the sense of community in live commerce, proposing conditions
to enhance this sense from the perspectives of streamers and suppliers. We studied consumers aged 20 and above who recently
made purchases on live commerce platforms, using AMOS 22.0 and Process 3.1 to examine hypotheses established in prior
research. Our analyses found that streamer authenticity enhances consumer's sense of community and purchase intention.
Furthermore, supplier promotional activities interact with the sense of community and streamer authenticity to further amplify
purchase intention. Our research suggests a pathway for the continued expansion of live commerce platforms and elucidates the

roles of key players in influencing consumer purchasing behaviors.
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Table 2. Result of construct validity and reliability

Demographic Categories Frequency % SRW @ Cronbach’s
Male 138 39.9 Constructs | ecrimate | Alpha AVE® s
Gender Female 208]  60.1
- StA3 |0.867
21 -30 116] 335 StA  |StA2 |0.831 0.895 0.658 0.852
31 - 40 119 34.4 StA1 |0.885
Age
41 - 50 70 20.2
> 50 A 118 Mem3 | 0.817
Mem |[Mem2 |0.895 0.894 0.676 0.862
= o o1 verr 0,671
Monthly Usage 56 67 o4 Inf3 0.877
>7 55 15.9 Inf :n]f 0.872 0.895 0.674 0.861
Naver 149 43.1 N 0.837
Recently Used Kakao 74 21.4 Imm3 |0.852
Live Commerce | Coupang 75 21.7 Imm Imm?2 | 0.899 0.899 0.702 0.876
Platform 11st 34 98 Imm1 |0.851
Others 14 4.0 pulz  |0.875
Fashion/Accessories 102 29.5 Pul Pul2 |0.884 0.912 0.717 0.884
Recently Food 109 31.5 Pull  |0.885
ElrJOrz:i?ed gggm etics/Beautyv 57 16.5 SuP3 | 0.768
igital/Home Appliances 85| 101 SuP |SuP2 |0.766  [0.816 0.513 0.760
Others 43 12.4 SuP1 |0.785
Price of Recentl < 39,000 109 915 Mem |0.848
i .
Purchased ”180,000-50,000 9 28.6 SoC |Inf 0.855 0.827 0.685 0.867
Product 50,000-100,000 86| 24.9 mm 10758
eri\?:z)r)s(i)gfosmdent 2421 122 StA(Streamer Authenticity), Mem(Membership), Inf(Influence),
d : Imm(Immersion), Pul(Purchase Intention), SoC(Sense of
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Others 19 5.5 b: AVE(Average Variance Extracted), c: CR(Construct Reliability)
Total 346| 100.0 d: Second Order Construct(Mem, Inf, Imm)
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StA 0.811°
SoC 531" 0.827¢8
Pul 4217 .508" 0.8472
SuP 511 577 413" 0.7162

Note: a = square root of the AVE, ™™ p < 0.01
StA(Streamer Authenticity), SoC(Sense of Community),
Pul(Purchase Intention), SuP(Supplier Promotion)

B4 Ay A reE x2/df = 1.628, RMR(Root Mean
Square Residual) = 0.044, RMSEA(Root Mean Square
of Error Approximation) = 0.043, GFI(Goodness of Fit
Index) = 0.937, AGFI(Adjusted Goodness of Fit Index)
= (0.915, NFI(Normed Fit Index) = 0.955, 18]
CFI(Comparative Fit Index) = 0.982=& velstc) A3 o
T RMR¥}F RMSEA 32 0.058TF W =45 243514,
GFI, AGFI, NFI, Z22]aL CFI 2 0.9 Hu} 52 =315 .
TEITH31]. BE A7 SRS 2531907] w8l
T 2] 7k 83l el dAdS 1Atk JAF A
2 M AFE 3 RS S B e
Ty, MaE 0,750 2 g Al
TS Be a9eH32]. 4 ATk i1 29 2o

2
)
£
1o,
©
ol
s
Au)
Hi
flo
ot

i
B
ol
ﬂ?
N
i -
| _I\ﬁ:
O,
Ol
‘F

RN G
Moo T

Method Bias) o147 %% Selstelet. e ol 54 &
AN Thstel SuAe] Q4L 54 A
ot FEUF B2 W 2T o)

=
ol HARF AT 5= gl= A

o
il
¥
o?‘-:‘,
ol
Ir
o,
ol
oft
)
9 e
i) 2
£ N
—n (R E%
g fon 41 1 e
B
i
5
5
S

=N
Mool
2

rr

m

R

5

4-2714 83

B ATelA 7 A2 274 RS A8tk 3A,
2EYH AN, oA o4, o gl o mm AAlEE

R
H

FEOERA Z22M0

r
1
_0||_
0K
ofn
i
1o
>
lo
fo:
K]
kl
T2

AAH vhAUZe] Bl AAAS A 9T BAS
Folshe FEPYY FAPL NIHHI 1-3).

Sense of
Community*

Purchase Intention
(R =0363)

*:p<0.05,%*:p<0.01
a: Second-order construct
b - Regression weight was fixed at 1.000

a8 2. 7K Ad Z3 (74 1-3)
Fig. 2. Results of hypothesis test (H 1-3)
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Table 4. Results of hypothesis test (H 1-3)

Path Coefficient t—value Result
H1 SoC — Pul 0.483 6.358" Supported
H2 StA — Pul 0.168 2.400" Supported
H3 StA — SoC 0.621 10.353™ Supported

StA(Streamer Authenticity), SoC(Sense of Community),
Pul(Purchase Intention)
p <0.05, " p<0.01
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Table 5. Results of moderating effect (H4)

Coefficient t—value Result
Constant 5.058 93.442™
SoC 0.403 5.581"
H4a SuP 0.175 2.947" Supported
Interaction -0.105 —-2.495"
F=47.0693, A =0.2922
Constant 5.065 93.087"
StA 0.252 4.723™
H4ab SuP 0.234 3.899™ Supported
Interaction -0.110 -3.162"
F=38.4112, F =0.2520

StA(Streamer Authenticity),
SuP(Supplier Promotion)
*p<0.05, "1 p<0.01

SoC(Sense of Community),
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Fig. 3. Results of moderation effect (H4a)
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