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[Abstract]

Live commerce is a service model that supports communication between streamers, who are responsible for real-time product
promotion, and consumers, thereby reducing consumers’ uncertainty about product information. This study argues that live
commerce’s increasing market appeal is due to its authenticity related to information provision, and proposes conditions for
enhancing this authenticity. Following previous research on online platforms, a research model is designed, and data from 343
adult consumers using live commerce are collected through a survey. Path analysis confirms that platform authenticity is enhanced
by real-time communication and navigation, while streamer authenticity is enhanced by interaction and improvisation response—
both of which serve as conditions to increase purchase intention. These findings contribute to the development of growth strategies
for live commerce platforms by proposing conditions that ensure consumer authenticity through improved information provision.
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Table 2. Result of reliability & convergent validity

Convergent Validity Reliability
Constructs SRW?2 3 . Cronbach’s
Estimate Ch e Alpha
RC1 .805
RC2 777
RC RC3 888 .861 .609 .903
RC4 872
NS1 797
NS NS2 .826 779 .541 .843
NS3 .783
Int1 .852
Int Int2 .900 .875 .700 912
Int3 .891
Imp1 .879
Imp | Imp2 .845 .855 .662 .899
Imp3 .873
PA1 .814
PA PA2 .750 787 552 .833
PA3 814
SA1 .848
SA SA2 .843 .830 .619 .878
SA3 .831
PI1 .857
Pl PI2 .891 .881 711 .904
PI3 .869

a: SRW(Standardized Regression Weights)

®: CR(Construct Reliability), c: AVE(Average Variance Extracted)
RC(Real-time Communication), NS(Navigation and Search Ease)
Int(Interaction), Imp(Improvisation), PA(Platform Authenticity),
SA(Streamer Authenticity), PI(Purchase Intention)
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Table 3. Result of discriminant validity
1 2 3 4 5 6 7
RC 781"
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Int 539 | 514" | .837"
Imp | .479" | 528" | .390"* | .814"
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SA 543" | 578" | .488™ | 469" | .555" | .787"
Pl 627" | 581" | 625" | 511" | .568™ | .655™ | .843"

Y Square root of the AVE, **p < .01

RC(Real-time Communication), NS(Navigation and Search Ease)
Int(Interaction), Imp(Improvisation), PA(Platform Authenticity),
SA(Streamer Authenticity), PlI(Purchase Intention)
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