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Abstract

Purpose: This study used the SOR model to analyze the impact of live commerce's modified livecommercescape factors (interactivity, presence,
playfulness, convenience, and broadcaster characteristics) on repurchase intention through usefulness and flow. Research design, data, and
methodology: 1,149 respondents with live commerce purchase experience were collected through an online survey, and the collected data was analyzed
with SPSS 25.0 and SmartPLS 4.0 statistical package programs. Results: Presence and playfulness were found to have the highest influence on flow
and usefulness. In particular, Presence and broadcaster characteristics were found to be the factors that had the greatest influence on flow. Playfulness
was found to have the greatest impact on usefulness, and two-way communication was found to have the lowest influence among the five servicescape
factors. Broadcaster characteristics also affect flow but not usefulness, and convenience only affects usefulness and does not affect flow. Flow shows
results that affect usefulness and repurchase intention. Conclusion: Our findings provide a richer understanding of causal relationships within the SOR
framework, demonstrating that broadcaster characteristics, two-way communication, presence, and playfulness can influence flow, perceived

usefulness, and, consequently, consumer purchasing behavior.
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1. Introduction
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OB|X QAZ TSSI= AR H|=L|A Doz A
2 FMHEZ EoF1 QUCE A|EAHE 2folE
HAHAE AESHH Fost §EE 20, LETIAXLQ}
74O ARl TAE UHA7|H, BES AESHHA
HOtStm EAR AlZtE EZ 3 UCH (Sjeblom &
Hamari, 2017). 20| HMA= &E TIHX7L HA|ZH
FYOE HES HOF0 AR A8 HEHS
o EEY == A0IM 10| Axlnt HAEES
SoiMEt FEE g2 £+ Us MEH 22t
2%0 3A CH2CE (Sun et al, 2019). EE$F EXY
AHXHOIA HMEof gt AiMist "HEE S50

AERLe| -OH Ol 0f
(Wongkitrungrueng & Assarut, 2018).

£3|, 2l0|2 HHAE O|8StH LdUFASS Sl
HE A DAS9| HIEE FUXHo=E HQIGHH
AESHA TS = AN L Hado| 7|&E 2t
A4E CfH =2 Tof 4382 EQCh 7|EQ
=29l &% CiH| 2fojE HOH{AQ| =2 J0j
Hetgl2 2 4TES0| 2HolE HMAZR AY
g9e =fsts O|ROI7|= 3iC} E-AHMA B
TOf FeHE2 1% LHRIO|X|ZH 2to|2 A SLoj
HetE2 5-8%0 2T (mk, 2021).

2to|lE  AHMAQ o7z HX  S=0|MREH
AZHICE S22 2212 4SS EeHIR, IH0|4L

R

3
S ZMo=z 2016 WEE 2i0|E FHHA 20|
grstA RME|QICE FF 2fo|lE oA AF

=L 2I0[E HMA AFAE2E 2022'F 62 ACHO|O,
2023 Hojl= 10 = AUCHE 7|5g A2z FHELC
O|ZA 2ol HHATE E-FAMA A THEE
HHESIAM ZEHAL fFSAL IT €4 80| dd8He=z
2t0|E AHMA AFO| FOlE11 U2, Yoy £4F
2lo|E. 771 AT zjo|E, 2Tt zlo|E, 13 SSG
2t0|2 SO| 2t0|E HOHA AIYES WEH =fCiste
ALCH (mk, 2021).

e/l 2ol
2E2YS MESH=E M2 FFe 448 AN
YA EZ N, got 174 OpE miEar 0jC|of
HES AMEStL U= O 2HES| LK §2
M2 H|=L|A ZHO|CEH (Sun et al, 2019). 2Lt
20|lE HOAE Mg = U= 22 o8
EHZ0| BOMX|HAM ZHE o=0| Mtk 2fol=
ML azZiol Meh H|E0| R7| W=0f, 2fojE
AU YWSAIE AHRE &iste |X|5H= A0
HE O ORI Act m2tM 22 2242
HI=LA ZHEOo| Cfeh AH[XRe| OE RIS
2] X JXASH| feh =2apHel MERE = 5|
e aH[Ate|l MFOf 2lE= O[0fX|= z2jo|2
FHMAO|  XpdEH3l  MH[A 2E 22lo ot

HAXOIH, HHQ Aol EREo| H7|ECt
2to|2 AEZ|Y H7Afof Chet OfF oM =
2io|e  EhESTIXIRL  AFAZE 2j0|2 HHAO
g FOeI=E ROt 0| FALUX| F2
ZHO D (Chen & Lin, 2018; Zhao et al., 2018), 2H|Xt
Jfel™el  gERgol o8 F7|et VMo FEES
oLt 2jo|2 FHHA EAO|ES] AMH[A 2

XE H7s Ao BURUC
A 220l MH|A2E FE OF
AAF0|Zo| FHO| Xl J[CHECE =Cin
St IHFO0f St A0l ULEZ (L
hang, 2020), =22l A{H[AAFH O[O L n240|
A Qlasta 7t= Eo[EAHHA E30
OJXICt  Harris and Goode (2010)= e-
Ao|zZe| JHERE 22t MHA 2HE
g2 OX= 22 24 Qfle=z
O, 22t MH|AAFAHO|Z= ANS|H ZEXHY,
O/ oj=, 200t 71522 FAEICH (Huang et al.,
2017; Tankovic & Benazic, 2018).
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AehS SO (Andrés et al., 2016) O|2{TH Ats|H Q9212
2tole2 AMAOME  YHE A8 &Y,
HEEXIHXLO| EMOoR JEE £ QICf 2249
HAO|ES| OF ozt CiXtel2 2241 MH|A

stA0M 7MY £2%H QAL (Haris & Goode, 2010).
OF o2 A[ZA ofd, Cjxtel 584 2 2%
ZEXI9] M| ZEX] St KMo ofsi HolEICt 2tolE
HAHAE AHEZ U= FAW o], |ILES
Fste OiC|o HEXE 0/ ojgnt C|xpel
UCL OX[Zez, 220l WHER9
|52 MH|A~ SEE X|/{5H= 0|0,
4 4

EfhCE o|2ft

7|52 dlojorrat 7|52 Ml ZHX
JHOo| BEY, AL )z FYEICH (Teng etal,
2018). 2i0|2 FHHA0M= YHETARIE AYY

Ue gL 2822 ol2fet 7|52 XRS5t UL

JdeLp 2tojE HMATLE XHTOj
Kot MHA 28 EEHE XD UAS
=7t 7|EATFOME 202 AHOH{AL
MH|AAZAO|Z7 THFO0f o|=0f OjX|l= J&S
O[sliste Gl 7o BME 7|20|X| UUCE HtA
2 AF0ME 2ol HHA  MH[AAFHO|ZTE
Tojel =0l FEE O|X|l= Kelg CHAZIX| =HE
MH|AAAO|ZE 2D, 0|23 RQIS0| EER
O|21t F8YS Sl AHIXIt of 2to|E HHAE
Mof St=x[of st HALZSES HMAZL SOrR
(Stimulus-organism-response) M= &AlS  HE}0]
2to|E AHOA AH[XLO| XHOf ATFE HA7|=
AE FTHE SO

=) [IJ
0R
0%
mjo
a
>t
rir

£3], McLean and Wilson (2019)2 X|ZtEl {840t
22 7l 8 £40| 20|82 HMA I{Foie| =0
wolot Fekeg O)AICE A2 EOFUch oA

ATOME 2fo|=FT{A0| X|ZtEl 8MO| AH|X}
ENEQL AF /=2 SAA|ZICET ZEUCH (Chush et

al., 2016; Yim et al., 2017). EESH Korzaan (2003)2 222

Lt
otel A (A8,

A0l AH|Xe| FOf Ejzo IFE IES
OJXICta SIQUCE Kim et al. (2017)2 222 0|
=255 AHR| YEE oz A MFOezk
=ORZICtn  ShQict 2ty 2 dAfts  XAE
7841t EE29 ZEol oz AHRE Sl
ZOtE0| EZHOl Of7f =2 JRIIE HQHUCH.

=0l

SOR ZH2 AHF st FORO|M £H|X} HSE
ZASEE O g2l AFHBE|IH (Van Zeeland & Henseler,
2018), AF=0| F7IMQ| #EE FESH= KQl0|2tn
74 (Matos & Krielow, 2019). SOR 2 &2 AH|XIO|
7t (78Y, 22 dH)Hol SHE OiXl= X=
(MH|AAAO|Z)0] QUm, Ol A2 AH|XtO| &S
"o dZ)22 0[0jX|7| WZ0j| O] Z2fUHI=
2t0|E HOAO| MA|ZH W& 20| AH[XF AS0

0

S
OfEH &= OIX[=AX| EAshs ol =F0| &L
ZEHSR, 2to|= HHA 23t
Me[a2A 0|2 g019] FREES AL ol
Me[22A 0|2 2050] REY, E2RE S
2HO|EHMA  AgAtSl dSO OEAH SES

IjI7tli7<I01I EHQ O|2Y =& =Estd 2H|XHofA

2. Literature review

2.1. Characteristics of live commerce

2iol2  AHHAOME

oz HOlM  UX|BH  EOfXLO| At
AELC| 42 EE0| HAZICE nAoA MPYE =
UCE A2 MEE 2HE S FES & =+
A, TOfAH= HAIZH 2lo|2 AER[YUS 0|83510
nZo| AHFZOof| EHstn oA JHlBtE AH| ALt
HHE M3 = U2, Ol 1o FOf AF0
So|0jst FekS O|& 4= QUCH (Chen et al., 2017; Zhou et
al., 2018).
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ol2fgt 2i0|8 HHAE MEHQ 2212 HHAE
o BN HHpAIZICE 7[E 22tel ATOAM
NMS2 QEX| O|0[X| ARRlat HAEDRS &
o CHell & = UARUCE HiCHE, 2to|E HMHAE
A7 A2 8@4eE HES EOE £
M aHIXOA © XMgt HE HE HMSO
SICH (Wongkitrungrueng & Assarut, 2018). 7|&2
1 AHAOME HE &8 2971 /e 242
I|O|X|Of| M THOWXFOI A HEFSHOF AT 2F0[E
10| xEES S HES g = An
Text= dAgtez2 gHg = o

(Wongkitrungrueng & Assarut, 2018).
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2.2. S-O-R model

Mehrabian and Russell (1974)0| H|Qtst SOR ZE O
mf2{Crele SHH o 22 E{9| X150 7Helof QX% A
HMH HE0| F»Eg 0X|d, ol Z= o™
HEOZ O|OfZICtD 7HHSICE (Mehrabian & Russell,
1974). O] mf2{Ctde AH[Xt HF Ao

o
HEgEAen, 22t 432 &% ZuE =ARIE

Ol AFEE|RACE Mehrabian and Russell (1974)0f (=,

4% 242 RN (AHZHO| FES O/X|11 0fEo
Oig M2 E= o) BHE R) Wat 0HE AM F1of
oot Z2 WEFS ZEdts A= (5)0| EEE[Of
UCE IHHQl soR ZEO|A X=2 JHQle] &
AEfO] FEkS OiXl= Qa2 HolzH JHelE
=5t Qe JHEstE 5= QUCE (Eroglu et al.,

2001).
Z20|= Cr

ZHHE, TR} 7

3
2

rot
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Eroglu et al., 2003; Wu & Li, 2018)E
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ULt (Kim & Lennon, 2013; Moorehouse, 2019; Wu & Li,
2018). & AFOME  20|EAHMA  AHO|Z
RASE A= (2= Ol2e =0 s K=
7718 O R0t REY, 0I5 S8 M+
OlE2 Hhg (R)vh= A2 FolULt

2.3. Livecommerce Scapes

MH[AAF O] RE2 XAMO|ALE  At2|F 2l
stAI= HjEls JHEo 2N QIEoZ BHEO0(T
=C|HQ 2tF F0| 53] A2t HHE SEo=MN
MH|AZF FEEE 7[00 ARO[ &2 280
LMst=s 22|18 72 2|0|$HC} (Bitner, 1992). Ol=

o
HEQI LA e-AMH[A2H
O 2HEE|ACE Harris and Goode (2010)& 22+21449| e-
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2lojoke U 7ls, 7|5, elEgol N JHK| Aoz
TAEICH BS AAR0IN eMHlAAHO|ZO| Chst

LS —

= UK E MAIRMCH (Mari & Poggesi, 2013; Tankovic &
Benazic, 2018; Teng et al., 2018).

2L} 7|Z=9| CHAst MH|AAAHO|Z AHAF Al =
Ofx| zlol2 HO{AOAME D|EsiCt £3|, atol=

AHAS| AMH|A =2HEFEO| MFOie|=0f O/X|=
gg= Ot Hl= A9 #HHES  7IS0A
Eten @R gfoMe MHAAFH0|ZE
ZHYHIANA  X[ZHE ME[AAFHO[ZO| Dt
olAls EMshE OTF MMl Zds 7IESRACh
AHERL 2EM HALOIEZL H&dt=

MH[AAF 0| £=30] 22 ALBXI7L HAOIEE
CHAl 2Ee 7ts4d0| =O01T
Ol2fet, MH|AHQl otd &
MHIAZ QI8 ZHK|0f F&E OlX|= ol =
(Gronroos, 2006) 12O AH| ZHo| ZEgh
O/X|A =2 (Reimer & Kuehn, 2005) 1ZHO]
SEAMF 7|1€e O|OXIE ¥d, CoE 7|
Krgete = A= F=Ho| 2 5= Ut

= 9F0Me 20|E HHA AFHO|ZE EZi0[E
FHMAO| XjEsiEl MH|A A EX AMH|AQ]
ZEX[0f CHeh AH[XES| elAo= FHo[Bt J|E

=22t ag=a Kotk 2f0|2 FHMA9 MH|A

C} (Harris & Goode, 2010).
g2 10| HE

=11
2 Jo oR 1A

mn —-H

L

oot
E oo ono 2 %o

28 SF2= J|EAT Ao m2r FEE 2§,
BAIZE AEY, MElA HolY, Rold, STt
EM 5 I B Qoloz MFSIRCE 0|23t 2to|8
HHA AA0|Zo| 5 7 Bl+RQS0] X|HE /&4,
EE?E Sl AMFOHel=0  OXe  FYS
AZHOR EMe| BIR} BiC
2.3.1. Real-time interactivity

d2HEGES JALSoMe $=XES =
ofgfgt  ARe| IJtsd=  AMSch=  OILoE
Asagsolatn Fostoic,, 4B a9
delH 4gS A=0t0] Efiet O o0 s

O = UACE 22421 dHZHoM H= ZHE2
AH[XRe| QIX| B AH MEHE K=ot ZitEo=
s B30l S 0Kl 297 A=0M 2%t
oghS SICH (Bonner, 2010; Florenthal, 2019). 2t0|E£
HHAOA LWSTIMAIRE A-AL 20| o= ZHEE
CHOl 2tAl /75 A7\, d2lH HE|E Z0|0,
OIX|E @S Fo|n, AIEAel |&Fo| Cig
ol BESTIAIQIO| Xp7| AAS FHAIF|L
(Corréaetal,, 2020), A% Al™SID Xoiste{= 2X|E

=G 4= QUCHYuetal, 2018; Zhou J. et al., 2019; Xue etal.,
2020; Ma, 2021). SEoh RS = ZHEZ Sl
AHRHE 2lojle2 AER|Y HILIE|O| O U™SHA
AZEIC

oj2fet H2AEH0| X[ZE {REH FIH2
OXle A2 Pai and Yeh (2014)°] 448
HEAZAOIE (SNS) oM E H=EEd0|
XZtE /840l 38X Fwe OXes A=
LIEFGCE  OREZRX|Z,  @ANOIES|  O|O|R|
d2X8d2 XZ4E /890 3FHY JES

O] EICH (Leeetal., 2006).

Eob J|E AF0 MEH 43P EER
Ato|e] ZHAE ZYSICL Huang and Liu (2014)=
HAOIE, Z2 O|Cjojte] HZEE0| EERE
C}. Van Noort et al. (2012)2 EAO|E
=5 ZE? 4Y¥0| =2 £FLe=
Ch &= 2842 AH[AS| EER
o 74X = gl OIX| HLSO|A
XF=H|OICH (Javomik, 2016). Ol ZutEo=Z
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2.3.2. Real-time presence
71 22t -0t Hlwstof, 2toj2 HHATE

Zt= E StLte| FEHME EFES O] O SE0A
FOfst= Aot 22 dFEAs =2 = QC
2i0|E HAE =20l £
UA QIHU G DHEY MA|ZE HEO R AT|SIHA
mof7t O|RXI=E Sh= 0| EFO|Ch O|NH
2t0|E HMAOA ZAHSI= YMsH AJZ
HHAE St FOiel= 70 38% JE2 O0H
2= QUCH (Yeetal., 2020).

olz{st w2 AN =e2/¥ Fo| ofd
gicjofof olsi Oi7H=l THEoN HAAES 7=
ZJo 2 A, O|C|of0f <ol Oj7i=l d= S OFX| ME=E
Heste & LA =le sdE2 o=H o=
2lo|lE HMA &AH2jol M Of YLEHEO|CtH (Zahari et
al, 2021). HA|ZH AE2(Y &

TIGXL 7ho| AMAIZH 4= A82 A =
A¥Le TOL 2212 2" oM AP
IMS HOWSHA BtE = RU=0l (Gao et al, 2018),
Hoteh ZE2 10| Fof ZEE =2ob A WE
&= UEE K| Jotct

= AF0Mel ol2fgt HAIZE dFL2 A
50| LieE QI2Ql OiE HHES EHHA AR
Xpalo] ojEof HEst AME Lile AL
040 dESEISRtRLOl  OiRtE Sdf  21ASHE
ATHZoZ HO|=IC} Animesh et al. (2011)2 ZHAAMA
stgolMel CIX|E 7t o4& (virtual product) TOHOf|
Cig SIT0IlM AAIZH HE 0] S22 FOfe| =0
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A24E E40| ZEH™  E38at XZE T,
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& f
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2840 ol Y ojACE
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2.3.3. Convenience
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Chen and Yao (2018)2 £AH|At7F ZHEY MH|AS
[=;]
=]

AESHE IFEOIAM AMBEIE S S| 20| Ha[st

olgatd U HXZL Olsistr| #|2 M AMEXS

FE240| ZOIX|A ElCHs AES 2O0{FRUACL Youetal.
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=882 Fdg= OXle As =ASHACL ol
JEATE HERER CiEa #2 A7/HES0l
2EEACL

H3a: 2i0[2 F{HA  AMH|A  Holg2 X[ZE
7Ed0 Y+l dets oLt
H3b: 2t0|2 A MH[A HO|F2 SE220

Mol ¥ olact

2.3.4. Playfulness
#3d2 OlCol sE0M  d2=EEol Ay
WA k= HRle] ZdY MEE HEOILt
HIAE FESHAH 2 W =7l ojet #2
SHQl HENE 2|O|BHCt (Bamett, 1991)..
2t0|E AHAMA = AHAZL WESTIMAE 20 O
CiHsI=0| AMAZtez AEst= QZHHQ 47t
Cisid  AHXP7E a8 B8, RI82 o
St=2 & = QUCH (Liu et al, 2022). £H|X}Q|
AIZR7t 20| HAE AHESE
_|C_>|_

=
125 R3H FE AAHRE HEER
Si=Ct (Brundl et al, 2023). E3H {382 EXH
A2"E  AM8dtEl= 7iQlel =2EFY  I7|E
olnjgit CHERES| AH[Al= AHHQIME, EAHF
st 22 WHE HEES Ms 2E = A7 W20
M22 7|2 MzEe E2 9AS ZorEQItie
MHACE (Rouibah et al, 2016; Hassan et al., 2021). =L}
THAEOZ Cheema et al. (2013)2 X|Zt=l EHEO|
=220l 48 O|z0f O|X|= S ZARRUCE Chfet
T+= (Jarvenpaa & Todd 1996; Sharma & Crossler 2014)2
F340| 7|& 22t agar DHFY A" AH|X}
TOie|=0f FR°t S DX|l= Qflez, ZHHY
AZOM ALBEY F2% IS DXl A=

HMIAIBECE (Jarvenpaa & Todd, 1996). Sharma and Crossler

0

N
w

(o= RBIMO| AN oA XI2E 840
3 8HQl geks n[XIctn FEACHL 73]d0| X|ZHE
S8N0| OIXlE YO Cht ATOME R3N0]
24 0C|0] AREXIe| dWS0| Fe2 OX|= FR
22142 HO{FQULCt (Linetal., 2011). =3 Senecal et al
(20022 TAEAHEHE Oigdez ot a4 A=z
AF0AM RGO =S5 2?7 HOHIC
AEXo=E, AH|X} 2210 4T 2E T FdYEste

=
EAE2 229 dd Fo0jgh 230 ACEH (Kim
etal., 2013).
2io|8 HMAs HE TIMXIRL AH[XEA| M=%

r
il
o

Héa: 202 HMA [IEES XKL= FEH0
H+el g2 ojxict,

H4b: 2f0lE HHA [{3HEL2 FERH FHH<Q
gek=2 ojxict

o=

2.3.5. Broadcaster

2to|2 HOHAQ| & ZIMAH= AH|XLO| FOQF
TOHE HIots 42 X Mz2 FEfel =22+
oS $WSt0, AEZ|H  (steamer) F=
EZEINAH  (broadcasten)2tE  E2ICE  E3
ST0ME  &EJo|2te E£2l= 20jE AR
ST §F GE Sof 22 oo IS
z 2 o=@ x

= I
2021), gEtMo=z HERIMXIE= SNS (social network

sevice) SHBOIN HQlo| K5 S Sof 27|g
2

rr
ro
M
u
o e
X

(influencen2t . FO|EICH (Park & Lin, 2020). 22
LSEWAE0] Aol a
HHAOM AU a2

-5t ACH (Park & Lin, 2020).
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2ol oA WATWAt] Ee gt 2k

Rl 2l Z
2ol FHMASl  HAIZH EdEg #85lY
LESXAAE = EE, AHHQIHE U 2
TEE Solff 14 #ojof| &2 0|E 5= ATt (Guoet
al, 2021). AH|XLO| SHEE HMst7| Qs ZolSE

g S
MH|AE FNSTHCH (Hu & Chaudhry, 2020). MIEZ2
MBI st AH|Xtel FOf HF S FETHCH
(Zhang et al, 2020). 0|t Z2 HAFE ECOE

YSTYRE KZE R840 W

Of

O|XICH (Chesney, 2006). Van der Heijden (2004)2
HEAIAH (hedonic information system)2 CHASZ

AN HETERIE XAE &8I0 STH

g2 0Kz aolds HAo

ol HETHAIL EER0 F@E 0O/Xs
71EGFOM e ST AH|XIRE AHO]Q
HEIH AHElE &l aH[Xe| =0 wat o L2
JHelztEl MHIAE Mg = A7 Mo 2tol=
2E2|Y AHHA0|  oigt  AERe]  ERRE
SAIZIH, 2fojE AHMAS| BIKt= HEHt
40| EHB0| EER HEHE LUAMZ = Unt
(Yim et al, 2017). O|2} &2 7|EALE HIESE

Chaat 22 7t230] 28E[RUC

Hea: 2fol2 FOIA WEXHA S42 X|UE
2840 ol FS njAck
Hb: 20lE FOA WK S8 E2P0|

Mo g2 0

o
o

2.4. Flow

ER2ts 0= AES0| oxf =30 O

HE HYSH= O AFBEICH
(Huang, 2016). 22 Z™0| Ofst g2 Fote
AMB[SERIQl  Csikszentmihalyi  (1975)01 2|8l H| k=
g2 Uttt J§QI0| EER HEHE BHSIH 55
Sa MAQt THEED B350 EERSH0 AHAAZHD

g2 dds A= AN =2 = U0 (Barhorstetal,

2021). Clarke and Haworth (1994)= S£9°| A& & 1g 9
7180 d=s Ho &AHD

Holo] Heoz mEMCL 2o Fols Ao

olzt

fl

0|
|
o
ru

4 T Sk, 2 Fele 7Helo] ApAo|
sHg = Us A0 BOYCEM ZEAIS
dgste dE2ld HEiCh A8 AHANAMNM EERE
24 0|00 ESMSoAM 2dst dHE, S8H o
S22 4&W O[MEO Fojsts  AH|XLO
Yoz MYHEICt (Gao & Bai. 2014). =2 HTOME
EZ 7t 7tat SA (shin, 2018) X AR 7|& (Barhorst et

al, 2021), QIEHY OAHE Z2ofoN ZHHY AT}
AHIZE| TORHSO| B HNK 0P FRoH

A 22I0|CH (Novak et al., 2000).
2t a4 0|C[ojQt 22 22t¢ 0j7f 2HE0XM
dge =0l A2 20|E HHAS EME
2 EERE 10| AHxY|
Ol= OFfF ZA: HQsHK| QUCtn
SEE A=5H

ES

ofl A

o
10
=
B
4

i
0z
I
o

o=
ERE

|
Q=x|of =Ef ATk LT (Gao & Bai

ox 2 ox o= 4o q

il
uy =2

ol OF Mo NN

ZZ220 oigt Z[EAFE ZEHEDH, Korzaan
| 2H[Xte| F0f Ef=0] 38X

a
Qus B22 ZHO| £34% AHKO WYL
o YU MRWOIZE HOfECIT oYLt AR

AgAS0l ERS ZHEZ o HY 3uHe
O
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FEoILt Lyl #FO0| FIIeCt HQHetCt
(Agarwal & Karahanna, 2000).

= o JIE AU4E HELR EE2RE
20|22 HHAE O|8dts =9 ZHE 7|7|et
d2HES SM 20| =YE JEIZ ZolstnAt
oIt &, E2%c 2i0|E FHHAS A M, FH
2Z0|A OftHet UO| HOX|E 2f0|=2 HHA0T
=goto] 3o &l= SEHE 2l0leiL). ojet 22
JIEETE  HERER SN #2  7HES0
2 E[RULE.

He: 222 XZel 7880 J+)2 &= OjELt
H7: 22F= MF0el=0 Y+l = Dt

XzE |84 AHXE Bt HHS
223 EN 2l 2290 FoE Aoi2tn =
HEZ  OIEICt (Parbotecah et al, 2009) Xt
d2iolM ol JtsTt ME FEO XAE
FE8d2 AH[Xfe] FOf Aol FRe Mx=E
HFEICt, (Zheng et al., 2019).

)

Moriuchi (2019y= X|ZtEl S840| AH|XI7} EX

o
7128 4 Ol AESt=E FEoty| Mo 7|=0
CHoE AH[X} OIS SAA|ZICHD FEACE X2z
FEHEZ 718 AMEXE0| EF 71£0| ALEX0|A
+8%t FHo it IS [k, "JE 7t
ghe[del Hlmel AlSst FEOEMZ IS
ot = FEetn FoIEICH (Vijayasarathy, 2004).

842 dE7lz 80 ot
Eje= BS2=0,
OXle A==z

%
ofn
10
H-]

Ir
nz
=
>
op
=2
0
0t
mjo

S XCH (Mun & Hwang, 2003). O|& ECHZ 2 d7e=
XZE F8d2 URE MEQ 208 AL 22
58 7|z FEE EIRIEE sk AH|Xe|
QIF &7|2 ZHFBICt (Wangetal., 2019).

o
8%, M2lY Sof 40|

£35|, 22121 & =HFoM =22t &8 J[=0f
=
[ = O
X

CHol AH|XE2F QIASEH g

HIXtel xfstofo] 38Xl deE DjXch= AS
ALt (Gefen & Karahanna, 2003). Wen et al. (2011)2]
ToM= X[ZE REE0] Mo o|=0 SHXe
OlXl= AS=2 LIERRCE Ol &2 7|&

o
o=
& HE2=Z 31 42 7H20] 28E[RUCt

H8: X

o (his

ZE 842 Mo 2= HHel S-S DT
2.6. Repurchase Intention

Hellier et al. (2003)0 MHEX, MFOjCl== 7HeIe
Xy At 2718 st st 3lALe|
HEOILE MH[AE XiFOisSHs Zdof CHst 7Hele
Hrt2 YolElCh MTFOf o= AHXIF AE,
MH|IAE  FOigt =of sttt 22+l {Loj
o= HAOIEE X{AIESI0] oE
Zi0|C}. Kotler and Keller (2009)= 2F
HE2 TOi5t7| @i Soten, CHE
TOiSH MEZS M, st 2lAe| Ot
TOig Z0[C} &, AHFOiel== 1Z40| CHA| 7|
MHIAE ATg
Z—Jg; SHE

2
¥olg Hgoz MR ot

MH[20] Cisf 3EXQ B=E 7t & =
Tof 2350|2t AEX|Z 5= UL} (Hellier etal., 2003).

Bhattacherjee  (2001)2| 0f [EEH, AFEO|L}
MH|~9| 482 AH[XSCQ EZE AREO| OfLfzt
XEHQ AEOM HIREIDE AEA &SS9 X|&
0|8 ol== AMH[AE O|83l= AIEAL MHIAE
HM3ste 7Iatel BAE 1 2| sHAel AHz{ol gt
dXl= A0l otHzZh FIIHez RX[5H| flst
OlEEtl & = AW Ol MHE 2l U FH 9

So| JEZ LIEMHCE O E 230 A0M L

s AN 7|7t HtExMo=z  43stnm K|
x
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o] S HCH 7|1E 29| w27t S FQSICH
(Hsu et al, 2015). X0 Q== ZHFY Q4 &
TEI 22 et HEfo| FHE7|E AH|A0] CHY
ATE|O] Rt AH|XIF EORXLC| X|EH QI HAE
FAIAZ|= 2I0|E =St QACEH

S), 22t X4E 74 (0), 221 M7 oHel=
(R2| EtAOl| CHet ATRHS Figurel 2 HA|BHCY.

Stimulus (S)

Organism (0)

<Servicescape>

Perceived
Usefulness

Response (R)

Repurchase
Intention

Figure 1: Proposed model

3. Methodology

3.1. Sampling and analytic method

2 gTol =XZ 2H0l2E  HHAQ| HAZt
HBAEY,  HAE SHEA,  RIdE, HoY,
HETAX  FHol  FFE  MH[AAF 0=
20150l XZEH ®FEd EEP, PO
Okl dg TAES Lot=2nxt 3IRACE O|2{st
AT=HS 2dst7| st x|2 3 7HE O[Ljoi| 2fol=
HHA FOf =0l A= CHYXL| sl EZARL
MAIE|QICH MEZAE 2024 H 3 € 8 LEE 3 &
11 7R 22t 2Atel EEeE  HA|L[RAC
HEX|= 5 16000 Hoj|A O|mH 0| LEE|n, SA
CH&RE 2,051 &, 244 BH 30 E, #EH2H 1426 F

HMelst £ 1149 87t $HEUSH A= A
=40 O|8 /ULt

7t
Aol 7t HES flsH =8 E HIoIHE spPss

50 1 SmartPLS4.0 2 O|&3t0] 2AME[QUCt SEXLQ|

N
o

n> 40 rE ofm oY rE ro

> o 4> OF oy

Aed EM2 spss 250 2 0|83l0]
7

Moz FMEUCL FYES

e
io

AZE|QICH 2|0 ARk s

7to| wgkdo| HIAEQon|, 7tM

martPLS40 S 0|28}0] TREIHAI DS
EIACE

1=
o
_Ifl_
2 Smart PLS 40 2 0|83}
of
g
S

mo

o
Hr oY o HI m o
X o o 1x o

o o 2

3.2. Measures
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o LS —4 —
(0 Selg = o TSl 7 H HEE
ZYE[AC THE 2O[EHHAH 0| Z=
gt s (5 7 =), d¥E 6 &), Hold
G =), F2d 64 &5, LSTAX S46 7N
stE)9| 571 k9| AHAC 2 A EICH (See Appendixes1).

ag|n
SHECL BHE

=T =
14F ZCt

4. Results

4.1. Respondents’ profiles

(e]]

2 9o U QuER
o1

Y EMe Table 1 1 ZChL
a

(50.79%)0| = (49.3%)=Ch k7t BECE

Table 1: Demographic profiles (n = 1,149)

7|zt 571 &5,

=2 ARESHO]

2
o
@
FA
it
18
o
I
rir
>
=]
=]
@D
=
o
=l
8

(n=1,149)0 CHst
E20= oY

Category Information Frequency %
Male 567 49.3
Gender Female 582 50.7
20-<29 290 25.2
30-<39 286 24.9
Age 40-<49 283 24.6
>50 290 25.2
Student 85 74
Job Housewife 140 12.2
Office workers 696 71.0
Others 110 9.6
Less than high sc 124 10.8
hool
Education | Two-year college 129 11.2
Four-year college| 791 68.8
Graduate school 105 9.1
1 =aweek 226 19.7
Frequency of 2-3 > a week 515 44.8
shopping 1 =amonth 151 131
(Visit) 2-3 =amonth 136 11.8
3 >amonth 121 10.5
<50,000 398 34.6
50,000-<100,000 447 38.9
Average 100,000—
monthly <300,000 219 191
spending 300,000
(KRW) <500,000 59 51
500,000
1,000,000 26 23
HHS 20~29M| (25.2%), 30~39M| (24.9%), 40~49A|

(24.6%), 50M| 0|4 (252%)2| H|E0| H|=SICE Y2
CHCt=ol SERE AEQl (71.0%)2 2 LIEHSLCE &t
A2 SEA| CHFE20| tieh SH9|E FSUCHB9.1%).
o g7 MY Hles UF0| 2-32] @4.8%)7t 7+

by 2ol 13| (19.7%), otE 12| (132%)2 &=
o|ct, Ox|ez, & Ha X[&E3%2 108+ | O[St
(389%)7F 74 =1, CHZ2E 50t A 0|5} (34.6%),
10-302+ 21(19.1%)2| ==0|LC}.

4.2. Measurement Model Assessment

SmartPLS 40 Z2 M2 5 5H 2= AFESIY
Me[EQt EfHE HAES HUCH (Lee et al, 2023).
Appendixes 2 Of| A{QF 20|, Cronbach's a 2t BHd AME|E
20| &= BFE UAZO 7 & Xty 5F 2

Lol Zoh LY 2etdS LIEIUH =3 EfEd

=

o

— o=
goiisS HOojECE 20l Mz Ha 24 ==
(AVE) 0| 5 ZQRIZ IZOQIEEZ =AuIslo] %=
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Etehd2 SHIZICE Appendix 3 2 &2t Al=7F AVE 9
HN&2 ¢4EDH B2 A= LIEfL; TE EfFdo
SHE M-St

HAIE HARLRHZS SmartPls 40 2 0|80
HIZ|ACE PLS & LMo A Ozt =
AT KTt Ee PR Z[AIE T
Ao HMgtet 24 2 (Vinzi et al, 2010)2 2 CHSO|
HHo = HIL[RUCH (Ringle & Sarstedt, 2013).

MX, YL oFHLE=It BIHEACH  HA,
CHEadde TESH| 50 E4PEE R Q1 (variance

inflation factor: VIF)O| 5 DO|ZIO|O{OF dl=0|, &
A0 ME 1525 - 2698 2 LIEIL} CHEESaMAM 257}
ole A= LIEMRCE

SH, Lhaeisol SBS LEts ZEASel
ROl Sl ASHEs} BRI, & @F0E

F0{7t .396(39.6%), X|ZE 80| 629 (62.9%),
IH?DHEIEH 599 (59.9%) 2 Falk and Miller (1992)7}
KIAISH 10(10%) 2 CF = LIEFCY.

A, Wd#z=o| F54Z LEtHs AFEHE
WALELEH 24 (construct cross-validated redundancy; Q3
40| OFEXTE X2 AFE|=0, O] 240] 0 LTt
M oFHY=7t Ue AR TEHEICH Q2 U2
EER7 386 (386%), X|Z4E 80| 594 (59.4%),
THFOHel=7t 464 (464%) 2 LIELLE O 7|&S
SEAZ|E A2 LIEFECE J2/1 SRMR (the root

mean square residual)0| .061 2 7|&X|Ql 1 £& 08 ECt
A2 A= LIEL} R™o| OEE0| F2 A=

L}E}SHCHSee Appendix 3).
4.3. Hypotheses Testing
JM4AS A= Table 3 IF ZCE BA, Zfo|E

=
HHA i71|0|E7f E220| OXl= o%% *fﬂ =

01), H*ﬁaéﬁ r (estlmate = 282, p < .001)0]

o o
oot el s OIX A0 H2a, H4a, 12|10

= AX|Z|ct DLt 225840t Holde
oot FekZ O|X|X| 240t Hia 2F H3a = XIX|Z|X|
rorrt
[j2oz, 2j0jE FHHA AHO|ZI} X ZE

840 Oxls dgE 4 2 Zu
=3

H5a

52 :IO

_

o

0z o

|
8N (estimate = .086, p < .01), HHEZL
(estimate = .115, p < .01), H2|’d (estimate = .225, p
<.001), A2]2 3| (estimate = 271, p < .001)=
220 7ot el &= 0lX[2 A0 Hib

— Hab= A[X|E|[CH J2iLt HES TR (estimate

= .056, ns)= Tt SFS O|X|X| 240t HSb&=
KIX| K] QRUALCE.
Jd2|n E20{= X|ZE 384 (estimate = 220, p

< .001)1} A FOHO| = (estimate = .306, p < .001)0f 2|t

Hwel gge 0jX|1 Ao He 2t H7 2 X|X| ULt

ofxjatez, X2t f842  IHTOHClE (estimate
= 554, p < .001)01 Folot F(+)2l F&2 OjX|1
H8 2 X|X|Z| % CHSee Appendix 4).

5. Conclusions

5.1. Summary and Implications

A7t 2= 2fo|E HMA AFHO|Z Q0250
OfEAH 2B|Atel WSO F&S OX|=X 20FECt
AYY, wade2 EE2%9, RE84M Y =2
S Ol A2 LIERE=H 53], 88
PSR Ed2 =Mtz 2220 7K 3
Yebs OXl= A= UEHRLE 53], 830 71
= Sg= OXls A2 RIGELez LR,
FeLtLFT2  FE8IMs IS OXIAE,
EER0= STE XA H= A2 LEHRCH
5 7HK| 2i0|E2 HMA AFHO|Z Q01T JHY {2
S 0K e A= LIEpGCE S-SR}
Edz EERR0= Sge DX F8&8Yo=
k= OXIX| e, Hold2 REG0 o &=
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R, 2ole HMAL J|E HXF Ao bl
2o gure 450 ATEZolgls WES KD
ot Ol2igt MAIZH ABHES S waNHKIe}
AERE o] 22|, Mald ez BY 4
20|t mabh WATMAHE AR HI3E ol

712 MEsD AlERIete] AE oX|E Cg
0[O} BITh 2l0j2 HHA Sdoito] AL AE
mj, Hw Moo =80 Fe e 9l
molth mOj 7z, ZS oAAE Jlag zE
SLSTIRIE MESIM AR 9K SISt Zsisjo}
st

=M, 2 dAF0Mes |FIE EHL2 4 et
EZ2Q MTFOfo IA F¥ES 0Kl A=
LIEFGCE Z|2 2folE AHMAZL 2F, Ols EA
£ S22 JHHQHEZXNC QAE Z3t Sin
Aen [N ZAF0| 2H0|E HHA AlF Fet2
O/XICH=  (Sjoblom & Hamari 2017) ¢+ Z1tet
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Appendixes
Appendixes 1: Operation definition
Variable operational definition Research
Real-time The degree to which it is possible to solve questions about the product in real time
q A between the broadcasting host and the consumer, and between the consumer and the | Zhang et al. (2022)
interactivity
consumer
Real-time The degree to which you experience the product indirectly while watching the
. \ L . Lee (2021)
Independent presence broadcast and feel like you've actually visited an oftline store
Convenience The degree of user convenience in purchasing products from live commerce Lee & Chen (2021)
Playfulness The degree to which you feel that the action itself is fun and fun while using live Lee & Kwon (2022)
commerce
Broadcaster Influence and Characteristics of Live Commerce Broadcasters La & Oh (2021)
Perceived The extent to which using live commerce will save time and effort and improve .
. . . . . Liu et al. (2021)
e Usefukness shopping efficiency compared to traditional online shopping
ediator : - ; - - - -
Flow The. d_egree to Whlgh one is deeply immersed in a live commerce experience without Liao et al. (2023)
realizing that time is passing.
Perceived - R .
Dependent Usefulness Willingness to repurchase products using live commerce Liao et al. (2023)

Appendix 2: Measurement model

Constructs and items Standardl?ed a C.R AVE
factor loadings
Interactivity (Source: Zhang et al., 2022) .837 .885 .606
Live commerce enables two-way communication. .786
The broadcaseter was effective in gathering viewers’ feedback 782
The broadcaster facilitated two-way communication between herself/himself and viewers .806
The broadcaster made me feel she/he wanted to listen to her/ his viewers 748
The broadcaster gave viewers the opportunity to talk to her/ him. 769
Presence (Source: Lee, A. R. 2021) .806 .866 .566
In live commerce, | feels like the product actually exists in front of me. .784
| feel like I am actually visiting an offline store and shopping in live commerce. .798
Watching broadcasters experience products in live commerce makes me feel like | am using 789
them myself. :
I can see actual product attributes through live commerce 735
Live commerce makes information about how to use products visible to me .643
Convenience (Source: Lee & Chen, 2021) 819 874 581
The contents live commerce’s website were clear and easy to understand. .766
Learning how to use Live Commerce Shopping is easy. .763
It is easy for consumers to use live commerce skillfully 779
Live commerce shopping is easily equipped with the necessary technical environment .783
The organization and structure of live commerce’s website were well-organized and easy to
follow. All the terms and conditions (e.g. payment, warranty, and return policies) were easy 717
to read/understand.
Playfulness (Source: Lee & Kwon, 2022) .854 901 .695
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Live commerce broadcast content is interesting. .841
Live commerce broadcasting content adds to the fun of shopping. .849
I have fun while using live commerce shopping. .847
Purchasing at live commerce is more fun than purchasing at other online shopping sites. .798
| feel joy through various events during live commerce broadcasts. -
I enjoy the process of communicating with broadcasters and other consumers while using )
live commerce.
Broadcaster (Source: La & Oh, 2021) .78 .85 531
Broadcasters have a great influence on purchases in live commerce. .698
It is important who the live commerce broadcaster is. 727
The product information recommended by live commerce broadcasters is genuine and 784
reliable. .
There are cases where you buy a product after watching a live commerce broadcaster’s
. 722
broadcast even though it was not a must-buy product.
The live commerce broadcaster is a famous person 707
Perceived Usefulness (Source: Liu et al., 2021) .846 .89 .619
Shopping information obtained through live commerce is useful. 778
Live commerce improves my shopping way compared to existing online shopping. .801
Live commerce helps reduce purchase decision-making time in shopping compared to 776
traditional online shopping and others. )
Using live commerce is an efficient way to make purchases. 799
Live commerce helps make shopping easy and convenient. 779
Flow (Source: Liao et al., 2023) .859 .904 703
During live commerce broadcasts, | tend to focus only on the contents of the broadcast .819
While watching live commerce broadcasts, | don't think about anything other than shopping. .853
I don't feel the passing of time during live commerce broadcasts .809
While watching live commerce broadcasts, I ‘m immersed in shopping 871
Repurchase Intention (Source: Liao et al., 2023)
I am willing to continuously repurchase products using live commerce.
When purchasing a product, | will consider the product recommended by live commerce first. 1
Using Live Commerce is the best Way to Make a Purchase.
I will recommend to others to purchase products from Livecommerce. 1
If 1 go shopping among many mobile shopping malls, | will choose Live Commerce.
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Appendix 3: Heterotrait-Monotrait Ratio (HTMT) & Fornell-Larcker criterion
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Constructs 1 2 3 4 5 6 7 ]
1 Interactivity 778
2 Presence .626 /.766 752
3 Convenience .632/.760 .646 /.796 762
4 Playfulness .614 /.725 .670/.809 .686 /.819 .834
5 Broadcaster .523/.641 .634/.794 .561/.688 .666 /.812 729
6 Flow 411 /.483 .568 /.678 422 1.497 .518 /.602 .558 /.671 .838
7  Usefulness .586 /.694 .656 /.798 .664 /.795 .706 /.830 .603/.732 .587 /.686 187
8 Repurchase Intention .495 /.578 .625/.744 .562 /.661 .611/.706 .550/.651 .631/.726 .733/.851 .815
Mean 4.75 4,76 4.85 4,99 4.77 4.58 4,98 4,59
SE 1.02 97 .98 1.01 1.01 1.22 .98 112

* All coefficients are significant at the level of p<.01

Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures (AVE). Off- diagonal elements
are the correlations among constructs. For discriminant validity, diagonal elements should be larger than off-diagonal elements.The left side
of the / is the HTMT, and the right side is the Fornell-Larcker criterion.

Appendix 4: Structural estimates (PLS)

Paths Estimate SE t P r
Hla Interactivity — Flow .002 .038 .066 .948 .000
H1b Interactivity — PU .086 .030 2.901 .004** .010
H2a Presence — Flow 319 .044 7.310 .000*** .070
H2b Presence — PU 115 .041 2.834 .005** .014
H3a Convenience — Flow -.044 .047 .924 .356 .001
H3b Convenience — PU .225 .034 6.562 .000*** .059
H4a Playfulness — Flow 145 .049 2.992 .003** .013
H4b Playfulness — PU 271 .039 7.006 .000*** 074
Hb5a Broadcaster — Flow .282 .038 7.380 .000*** .064
H5b Broadcaster — PU .056 .034 1.663 .096 .004
H6 Flow — PU .220 .033 6.616 .000*** .079
H7 Flow — RI .306 .030 10.176 .000*** .153
H8 PU — RI .554 .027 20.287 .000*** 501

Variable R? Q?

Flow .396 .386

PU .629 .594

RI .599 464

VIF SRMR
1.525 - 2.698 .061

***p <.001, **p <

.01, *p < .05, PU: Perceived Usefulness, RI: Repurchase Intention



