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Abstract

Purpose: This study focuses how motivations influence interactivity in the live streaming commerce context. Live streaming commerce
involves the provision of e-commerce activities and transactions via a live streaming platform that offers real-time interaction,
entertainment, social activities, and commerce. The purpose of study is to examine effects of motivations on perceived interactivity and
the effects of perceived interactivity on attitude and intention to use the live streaming commerce. Research design, data and
methodology: The study investigates key questions about consumers’ motivation to use live streaming commerce and perceived
interactivity by surveying 300 users of live commerce. Participants were asked whether they were live streaming commerce users who
had experienced live streaming commerce before participating in the survey. The full survey required live streaming commerce users
to respond to all the questions. Results: The study uncovered motivations for using live streaming commerce by finding information,
entertainment, pass time, fashion/status and real time and perceived interactivity in the live streaming commerce. The results indicated
motivation to use live streaming commerce positively influenced perceived interactivity. Perceived interactivity had positive effects on
attitude toward brand. Attitude toward brand had positive effects on intention to use. Conclusions: Live streaming commerce is getting
increasing attention from marketers because live streaming commerce has seamlessly integrated commerce, social activities, and
hedonic factors. This study clarifies motivations and perceived interactivity in the live streaming commerce context. The study uncovers
the relationships between motivations, perceived interactivity, attitude, and intention to use that contributes to the theoretical foundation
and practical implications for marketing and management in the live streaming commerce context. Specifically, the study develops the
theoretical contributions to perceived interactivity in the in the live streaming commerce context. The results also contribute to the
practical implications for new marketing strategies that provides dynamic real-time interaction, exact information, and social and
hedonic factors to attract consumers to indulge in the consumption processes. Marketing practitioners will obtain insights that can help
them develop and manage brand strategies by understanding the influence of motivation and perceived interactivity in the live commerce
context, which offers opportunities for contactless marketing and management.
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Table 2: Factor Correlation Coefficients

Constructs 1 2 3 4 5 6 7 8
1. Information 0.628
2. Entertainment 0.452 0.734
3. Pass Time 0.599 0.570 0.606
4. Fashion/ Status 0.274 0.638 0.365 0.677
5. Real Time 0.676 0.516 0.583 0.302 0.636
6. Interactivity 0.617 0.518 0.513 0.351 0.645 0.579
7. Attitude 0.422 0.484 0.384 0.347 0.543 0.476 0.723
8. Intention to Use 0.500 0.439 0.396 0.257 0.554 0.512 0.670 0.614

Note: The square root of AVE (shown as bold at diagonal)

A E|‘(F0rnell & Lacker, 1981; Kim, 2019).
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Table 3: Model Estimates

Standardized
Path Regression T P
Weight
Information — Perceived Interactivity 0.343 3.338 |
Entertamment—_»_Percelved 0. 222 2548 | 0.011
Interactivity

Pass Time — Perceived Interactivity 0.051 0.097 |0.543

Fashion/Status — Perceived 0.03 0.476 |0.634

Interactivity
Real Time — Perceived Interactivity 0.415 4.031 | ***
Perceived Interactivity — Attitude 0.616 8.656 | ***
Attitude — Intention to Use 0.754 12.818| ***

Note: *** p<.001, Chi-square= 1048.909 (df=478, p<0.01), GFI =
0.825, CF1 =0.912, TLI =0.902, RMSEA =0.063

0.616*** 0.754**
,,,,,,,,,,,, Perceived Intention
0.051 Interactivity to Use
Fashion/ )0
Status

Real Time

Note: *** p<.001, ** p<0.01, * p<0.05

Figure 2: Motivations, interactivity, attitude, and intention to
use in the live streaming commerce
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Appendixes
Appendix 1: Measurements
Factors Measurement items IFact_or Cronbach'sa| CR | AVE
oading
L7t AR EX| MEEEE 22 + A7| HEo|Ct 0.769
JAE S8 AREX 2HHHE HIES £ U7 W2o|ch 0.871
Information | 7HdH| A= HMZFS 278 7| WZ0|Ch. 0.674 0.844 0.894 | 0.628
7tA0| Mg MEEEE 22 = U7| HZ0|Ch 0.734
7tZoid] 20| E2 MES 4T + A7| Yoot 0.749
70| LHE E4A & Z0|7| m&o|Ct 0.804
JdAE M A2 7|2 &2 Yo|7| |Zo|ct 0.861
Entertainment 0.903 0.917 | 0.734
aAe LHE MOIUA siF7| W= 0|Ct. 0.818
ade 7|8 £7| j&2o|ct 0.872
WW7F & 07FE AlZtof]l 2X] @fote E|7| W{ZO|C, 0.554
Pass time FA7E 7|Ch{ofR & mf, 7ICk2|HAM & 5= UA7| WEo|Ct 0.776 0818 0.858 | 0.606
Bl AIZtE BOtH o R £ 4 U7| IE0lC 0.821
L7F ot & o] glg M AlZte 2 == UAJ| WEO0|CH 0.780
240 F0|7| m-ZO|LCt 0.640
i 0] Wf XI®IE =0 7| WZo|ct. 0.905
Sms [ SAE AEwol HEOP Rl o0 WEOE 0.923 0901 ) 0891 0677
WA S82% AFZE0[ L7F AXE AMEsioF stotl M2435t7| WfZ0o|Ct, 0.888
HE2 ddd A 27H8] F7| WEo|Ck 0.665
HEol Chsi & 22 de2 s & = U7 WEo|Ck 0.710
Realtime |O20| E= HES HZ F0ig = A7 WFO|Ct. 0.702 0.853 0.897 | 0.636
HelstA age = A7 0|t 0.790
ZA| FO04E2 o|ofF £ A7| WZo|ct 0.816
aaer 27U A0|ME TtsSHA Bhot. 0.687
MH[A £ E7} w2ct 0.689
Interactivity | 2t0|E FHI{A HEIXI} CHASICE 0.698 0.827 0.873 | 0.579
SAl ARLAOIMO| JHs5tCL. 0.766
Lto| Fo|E X|&Xo = L} 0.674
Ltz 0.846
Attitude | H| S 2| X Q)= 0| H 0.904 0.918 0.886 | 0.723
2EHlZ ™AL 0.920
At AX| YUCHAESID ALt 0.862
inentionto [ Atgetxl @g A ZTHAIBE M 2Tk 0.869 0.869 | 0.826 | 0.614
AH80| =7tS3SICHALEO| Ftsotct. 0.774

Note: Chi-square=977.567 (df=467, p<0.01), GFI = 0.837, CFI =0.921, TLI =0.911, RMSEA =0.06






