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Abstract

This study empirically verified the effect of the characteristics of live commerce on
consumer trust and purchase intention. An online survey was conducted targeting
adult women in their 20s and 30s who watched videos relating to fashion products
on the NAVER shopping live channel; 281 questionnaires were analyzed using the
IBM SPSS statistics 23 and AMOS 21 software packages. Consequently, the four
factors of interactivity, attractiveness, price discount, and playfulness were identified
from the data as characteristics of live commerce. Whereas interactivity and playfulness
positively affected trust in both the seller and the product, attractiveness did nor
significantly affect trust in the seller and the product. Furthermore, price discount had
a significant positive effect only on trust in the seller and had no significant effect
on trust in the product. In addition, trust in both the seller and the product had a
significant positive effect on consumers’ purchase intention; in particular, trust in the
seller had a greater influence on consumers’ purchase intention than trust in the
product did. Research on the characteristics of live commerce can contribute to extend
the theorical framework of live commerce research. Finally, fashion companies using
live commerce channels will be able to develop live commerce channels that can elicit
positive consumer perceptions based on the results of this study.

Keywords: live commerce(BFo]H HHA), characteristics(E-§), trust in seller( &
2IZ)), trust in product(FE <IZ)), purchase intention(-*7</%)

I. Introduction

2T AHE(untact) AB]ESFe] AT FTZUH9 AR Q5] Blo]lH AWA
(live commerce) Ajdo] FAAstIL Ut 7]£9] oju|z]e} BJAER o]Foj7] o]

Am2et Ge) sholn AvAl fujdo] AT SfolH W o) 2uAHSo|
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>0 WA eolH AmAo] 4T} Au|F} Alg

A AES A7st Fofjst= Adolth |5 dA
tAg3sta Qs AHAb= wojdyt AAZe R 9
AtAEo] 7h oA oA AY S Bt gA & 5
Uom, 53] go|B AAE AXTE BES F5l
T lo] Am|Ake] A7
I, OE AHAERY] &
sl ZelxAyg &4 &
(Baek, 2021). wrgbA 2+ @ mjA 7] 3
3k gho] B AMA EAEZ 8ot i AES &
5 2 5

Mot wefeli o, Sl

oy

|

79 7%, 20165 E 2to]H AHHA Aol 4
Zsto] A o]B AMATE 7 Q17 Q= 22l
43 Ad= A=H A SFATH Wen, 2020). = HlollA=
53] 21971 7|8 whet ABjREo] exet
Ql Wi thAlste] 2ho]lB AMAE A= o] 85tH
A gholB AMA A1) S @A 719 149 A
A 3 ASkE D Qlt}. o= HlolH, 77, F
B 22 U9 FeAdRH ), 2, @9 59 &
43 AdEgt ofygl AMFFRIS7HA] 2ho] B AmMA
Aol A AE-Z wolistar ik 3 AAA QIEY
AYL 2020 12Y09] ‘of Aofo]gto] B(S.ILIVE) &}
= ZolB AmMA EAEZ sk, RH2
20209 790 ‘2 golB’ ERFEZ ST v T}
(Lee, 2021). 20209 Zpo]B A A AL 3% Y T
2 F%t9on, 2023d0& 102 Yoz ST
AoR2 Aistal QUthLee, 2021). 53] YolH=
20209 39HEH gho|B AWA EAEFZ EAI6t,
2 8 749 golB AMA YIS FA0RE QES)
e, B4 AES SATA 4719 ol =4 A%
7} 4,50058E0 &2 VR ARRE AEstgl o, B
& AARHA] 1AIZE ghof] W& oF 49 Y& 97

W4 719 9 BRES0] 2uKjolA] el o]
B AL JUE GRoR LE] 9 nd
olui, olo] wet 4z BHOIH Tholn Arjsel
=452 Ann, og Addon PP oA
ol 9.

Zfolu Arjal Wulaiel 267 he] Aot
g 2751 BB el Y AT 45H

BAEGAT

& =9 4 tH(Hu & Chaudhry, 2020). gfo]H
HA QoA i Rh= AlFol B ohFet FH
AH[RReL HAAIZFO R F{Sh=t, ol AHARY
Aol et AZE B0l s 52
27131, o Rpo] gt A= E B/d3trh(Hajli, Sims,
Zadeh, & Richard, 2017). 3t 22401 &4 AH]
A W d o) AR oy, AlEe] I8 5
Alof efst=t], ol IERIY} T2 A HufjYo]
U AlES AAZ AP 4 7] HiZelth(Chen &
Dhillon, 2003). w2pA] gho]B A AofA] o}
AEol Hiet 2SS BF 1T "art glom,
oo whet & Aol LH|AF AFE ©Y L
B HA oy wjYd A=} AlF A F AFdo=
TEoto] AW E7| 2 gt

gho|B AmAe}t HAHE APATE F2 7|&FH
QI 8au AAH SHo A 23o] HEolA QA
L (Seering, Wang, Yoon, & Kaufman, 2019), 2}o]E
AEFY Au|A0] Fgfo|u o]§ F7|o | A+
ol¥thH(Lee, Go, & Ha, 2018). S} 2fo|H AEZ|Y
AH] A 9] 7}R](Wongkitrungrueng & Assarut, 2018)2}
AE]A FA(Kim & Lim, 2020)3) WA APAF
= AU SR oln AvAg AztE BHE
= YotR i, 48RO AlF 9 P50k gt &
s J5T A5 A+ 1S Aotk
ojo] & A= AHA WA golH AW AL

:
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o BAE JFHS AFHOE YolruA G
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Il. Theoretical Background

1. Live commerce
gho]B. AW A(live commercey= AAI7F FGA A
EYY B} olAMA E2F0] 23H FHY A=
& e-FAHA B0 2, go]lH AEF|H(live streaming)
3} o]A M A(e-commerce)2] §H/gojo|th(Wen, 2020).
71E9] 27l £33 A2 L8R woj A HA]
o & QARG Sh= 20| of# R oY, golH AmA
Aol AATE ST 221 AP Sl AH|
A7F g oAl ATt 2 Awg shar, 1o tigk
HHE SA] 2 = QI E 51 tH(Hu & Chaudhry,
2020). T 2ol B ATAL A¥A} TFE AVIAE
o g7} ARE W FRTOTA Hr} ok A
BE w2 AFHE 5 ook weh ABAEL 3
olxL Asa Aol BojRl @ The 4w|AET} A
A7 NLEES oM EUEM AES
SPASHEL Aldsto] ulsbA) o ol QAAHT
AEE FEI JEE Alge=rH(Wongkitrungrueng
& Assarut, 2018).

2, Characteristics of live commerce

go]B AmAL 7|29 2ekel 43 Aol Hl
A e 4eA8AT 348 7T, E3]
olm G4 Hol A AEL 2ApsHE Fudo] Urk:
ol 71E eetel 4% AdHY FRHOE B 5
QJth(Lui, Park, & Lee, 2021; Wongkitrungrueng &
Assarut, 2018). Zfo]H AHHAOA HH AL AJulE
ERE W AAAR]D 79 FRtolA E-HZE 719
2 AFsta JgstHA] uASTO] RS o
Fotedl, WA R mggdS 149 B
FEo|o] 2 S 1]F 5 Itk(Liao & Cheung,
2001). E3JF So|B AW A= AAZE S Fof 114
SolA AAAQ g AlFstr] e ohdet FE
g AgSAY 7HAg Aok AP HIHow
2853 glom, ok Wujde] Hat AHE £
%> Qlth(Park & Shin, 2021). WebA E JFoA=
ZolB AmAQ EAoz Ao HHY tjy
X, 744 gA, R340 de) ohs A gk

[o

1) Interactivity
gho]B AmAE AHAZE ®HEkd 7]7]E o]-89]

>
I
e
4

AlZF 9 A4

r X O

Tl ok AL T 5

s, 58] SRE YolA WAL ohet, :}—E—

=
ANIAET 29T 5 AES ot Ao8e] E4L
7FAt}(Lee, Jang, & Kim, 2013). o]&{3t gfo]H A

2 Y AeAgAdL wotolY] 7t g EFoR
vrebube, kel AR} 2ke] wE 9 A4
Azt AXZE AFUA A0 AHt. 2ol #
20| 9] AAZE AT A2 AHA7L Al=eEet A
F AEE AFT 5 loH, o= &H|AF gAEH
Ao & FFS vE 4 Ath(Wongkitrungrueng &
Assarut, 2018). E3F AH8AW A0 EXQl Aoz
AL AHA AFEE Y £ JloH, A¥AES
28l A528-S o wujedat A9Uhe PA4st
I, waj ol gt A7} wobA TS A H
TE AT 4 Utk skith(Rha, 2010).

a_‘irl.l

2) Source attractiveness

= 59 AA4 ”H‘j'“é‘?_}g %6t= Zo] of
Yo A4 5ol A4 59 1l WEL E
Shslch(Erdogan, Baker, & Tagg, 2001). EFRIo|A
zolaty Wrigks Al AlZstulel Algom
B7HE wron, Mg dE ddEAE A5k Tl
Qo] 7127} == Q9lojtk(Batool & Malik, 2010).
gholH AWAJA AR L7)= FEY] gt
Aol 57 B Auee) e Ao
%935t 940|th & o|E(inference theory)o] W=
W, 2927} B2 AR B7sHe 290l A4lo]
olg 7t HAE B R FESto Hrlsh=d|
(Huber & McCann, 1982), X Q9] mjF AL AH|R};
9] Hxol ¥FZ A Holt}h whA AH|RTL 2
o|H AmA o] wuj ol et Wi g A BVt
S o wl e 52 AlEol it AE E=3F =4

F9E = e, ol 3HA BEArR olofd

3) Price reduction

7S Arla 9 AlFol it 7HA] g7 e,
AHA7E AF S 2EE o $25H st
[Rlog 714 I 7|}do] HuiES fIsiA
AFE D MHAY] 7HAS BEAY FE, 78 AE
5= ATsto] auAfA FHS ASFoEN A
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32 WA eolH AmAo] 4T} Au|F} Alg

uzpe] Fohg AT A SJulatthdeon, 2015).
webd 714 gele BAsolA ATEHoE ALgal
£ oY Spos 2uAv) AE HUEE AT
i $83% 200z A-gttt. SholH A Ao
A BEshke ARl ¥5E AlFske avlAkEel
A = S Avay gt 7HE 29 SEE A
&oto] auAke] o S5 A=S8kal St of 2%t
7t ERI2 &BRpoA| A ZR] 7HAE Algskal
s mel=o] g 34 AXE Faeto] 34
%9l YO olZold & 97| o] HE Fa
3k @ 4o]tk(Choi & Yang, 2016).

s}o
=
H

4) Playfulness

o2 &P SolH AMAE o]E5HHA
7= SuEFold A, EA4F S o A
Az dgHY, A2 A=E & 1 7He 5%
golut A4, 584 S8 T2 AYS YniRith
AHARSS 2ol AmAo|A Hujzto] BrEZ B
WA 7|EAG Algd #Hokel HA A st 59
AP ARl BAR otde, &AL AES &vlshs
oA FIfRoly EARS =S Sth(Zhang
& Park, 2018). §31482 uHARG T} =olE S ok
ole ©}A " (enter marketing) o], AH|Z =
& S5 3AARA XS THAA €k wEbA
gho| B AMA o] {31442 Au[A7) el 9 A
Fol gt A=t 32 Fuo=g L &
Qlth. Kim(2012)9] 7204 SNS EX(FEA, A%
g, dA4, A4, 784, 7)) 5 A4S A
9t B QRlo] ARgARS] RhE L ef ARG-2JEof A
A FFe vA= AL Ielstinh

5) Consumer trust

NEE e GAa NE g, $uY
17 JsizoldoR BB e ol Ue
S} (Gefen, Karahanna, & Straub, 2003). 22}
BE T 4 AHAE emeRRIoAEY & &
A 52 9 2945 7HA H=dl, ol
o dof A oJEst Al st AL onlshr|= gttt
(Moorman, Deshpande, & Zaltman, 1993). £3] 22}
AolM= @iyt e dujdolu; AlE B AfH]
2% 94 AUL & @71 i) Lekel A o)

we o o ©
B S “

o]

2 =93t Q4o]tk(Gefen, 2000).

Komiak and Benbasat(2004)°] wZH, AH]Z} Al
gl Z1doly wul e, AE, &2 Ado] I Al
£¢ RE 2ot 53] ol Avjat wolglol
WSS AAZICE XYPstaA AlFol iRt vt
ABE AZHAA AuAe JoAgHu Bojg
o A=)} e FReITh T 4 AUtk Ee Ll

£PofM= euRly} b2 AES A wHAE

o]

o

2 glom, olo] uhe A1E Eao] e AW A4 5
o 2L 9T 4= QJtkBa & Pavlou, 2002).
Sfolu AEeY W 2atel Al=le st} AT

A9 AGH(Wongkitrungrueng & Assarut, 2018)0]| A=
wof o] gt A=, AlFe] et A=E sk A
Fstelch o] o A 2t oS
AZshal, £ F29] AHIAE Algsh, A o9
TS oA et UaS Yu|gth(Lu, Zhao, &
Wang, 2010). T3t A|Fo thet A= AH|R7E A
Fo| el Ay &, A4l 7ot A
ZHolgte weog ArEck(Pappas, 2016).

gtolH AWA oA £HA7F wEFS 7HA
A Sl BA=S F1R A 752 % UL, ol
o tat =& AFE7 FAE 4= AckBerry, 1995).
B 2] 229 47L T dole 0 AED

2 TPt Aol ofyeh, WANL S0 AT
ZA%Fo] 9ItHChen & Dhillon, 2003). ZFo]B A A
olA= dutA Rl AFS 7HX Hrgt EG‘O] ANE=
21_9_0]._71_ 01/3-_9_ E—H 011— _‘11:H§_4 E EOﬁI‘F
7] 2o, AuAe] AlF it Y A7 ol
vor ol= AE AFEE EAttil 5Pt Wang,
Head, & Archer, 2000). T3t Hujl2 AH|Abof|A|
AEel digt gt JEE H3et distolzo] A9
S, AR Ao A FE% AHRES S4
Hog ZAEsY mTuwS urg o2 tha Hoksh
4L 718 4 JtH(Wongkitrungrueng & Assarut,
2018). 53] =olH F/JolA T—‘}UHO—].,] el ‘QE

qlo] 2 % 9

Zola A BREL ool AvlAEe] 4
53188 9] shes o, St w4
BET ohjeh B 4SS RO 715
27Hog Sold 5 ged), o2 <lg AvAE

- 668 —
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A E2} o] it ESHAES E0lal AFE 3
A 4 QK (Gwinner, Gremler, & Bitner, 1998). &
o|B AWA AdoX= AHATE HWulR}e] o]of7]
£ =3 TojONE AR el BojR) e
o FatH, 53] Wojxio) jRe aviztel AU
ojuf AFE FAste] A PFEAEE e
4= QJth(Huber & McCann, 1982). @to]H AHAHA X
oA 7]go] W& XPsHAA P AIZF Bt 7}
2 gelol} TE AT 5 ARSI ABSE
o, o] E3t 48R} AZE =5 4 UZ Aotk 3
Moz AMAES Ffoln
WA ool FURee L7 4 glom, ol
anlAte] FHHe BAE HES G4, 2R
7h Au|Aof whESte] 14 FAHEE 0|1, S A
ol AL 3= IHTHOh, Kim, & Kim, 2018).
2 ATl = ARA A E Hu Y Al=et AlE
A= E FEsHgoH, wl A== wjdo] ¥

H

nhsln] TER AEAS AEety Ui AL oul
stal, AE AFE A 7)o Bt AlEol

ol e] Agat AR R oJudk. o) uig
o 2 g7k lo|n Amad|Ae E4o] Wrjd
A} AF A, T2 £0% TohelEe] wH
IFIL FZshaA A,

6) Purchase intention
sl POIEE £uA7 S AEE Pkt

A Sk Q&g ofustH, vl fE Algo] 4ol
U HE2 §AA B3 73S SSth(Morrison,
1979). B AFAFONA 287 A7 AF 7o)
oo SAHA FF= 7= Aol FAHUH
(Bhattacherjee, 2002; Doney, Cannon, & Mullen,
1998; Gefen, 2000). AH|R7F 719 9 B Eof st
=2 AREE FA5HE 4HAE 22 oA 7t
AA He vFe E2Ag0ld A 8dES HAa
A = 9loH, ol PFYroe FAHA FFE
) Zch(Mayer, Davis, & Schoorman, 1995). wa}A]
gho| B AMAL] et S wEt FA4E AnAt
o Huj /A Fol Tt A== AHAY] FHioj =S

=9 & A& Aolth
. Research Method

1. Research model and hypothesis development

B A gola Avjao] E4o] 42| Al
oF Fufj o] o] W= JEFoll Tl Lot A} gt
o] Amao] 4L HEAEA, R v,
A4 fEHOR, ARl Buld A=t 7]
F AFE FET AFREL (Fig. Do Ee
uhoh Zom], AL ohewt 2k,

HI BR84S AziHla B, Hib A3
HA eFe uF Zoltk.

Purchase
intention

\ Trust in
\ product

<Fig. 1> Research model
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>4 WA eolB A A0 B4} 4|} AlF BA =

H2. HEe g2 AlF|(H2a B¢, H2b A1)

H3. 7t A2 @(H3a ”*“H ‘Q_, H3b AF)°l
94

H4. %9]*0% /ﬂﬂ

HS. ol éﬂ
3] A

LI
o
&b

=
H6. A&

2 ATolA A8E WMpE0) 244 o The
3} e WA, Boln Ans EHS HTAEA, 4
B e, 4B, K349 ]z Pt

Bl 2
AT, AT ALAHL Flo]H AW Ao|A 4B} o

Wj2F d T E AH|ARE 7] RS SR AA
AFYA olA’E 9ulgith AR Y ujFHAL ‘FlolB
A Ao A W do] AH|AIY] nleS N1 F S =

S, AAGIAL LA AE S FE 6}71
SJalA B4 71k B AL sk &
Fohe 2, RIAE AuATE T oA zm
Sh Al 272, Fulo A2 Fostdn o
2oz Ll A Bl Alsle AE AR 7
B5A, Bl A eol Ana o] o)
lo 1 Wewste] 1B AHAE ATUTHE Be
2 Rojsti, AE ALt AEe] et Wojzpel
At 4R AFo] YAFL Anjzte] Aol B
Stk Wer o Fojslgie. migoR Auld 7
WO EE 4u|A7} Bfolu AuiAc] Wil AEL T
sstels o2 Holstaint.

_:

lor*

2. Data collection and analysis method

202048 12€ 34EE 129 304714 YolH &
ghol B AdoA siA AlES wuliste Fd2 AFERE
Agol = 20300 37 o HES o HelE
2 AHgstel 2ol HRRALE AAISIYC
o, % 28157} 2% B4o] ARREQIT) 2 20-307]
o 9F= eloln Avx &3 Fyo] F7kskn 9
o, Yol £33 Zo|Be IuloflA & JgAE B
ol= tHEAQI go]B AWA EZF O & (Jung, 2020)
2 d79 AT qoz Hgeittn wesisick

25F

-+

e

BEFS ol Avi20] B4, WoAAE A
N7 FHLE, 12 AFEAN S50
d 2ee meeln, 7120 HYATES vigko

B o7 o] gh A 35}o] A]—_Q_E]-Oir;]. nE
3o 74 YAE A (1-8=Ag 187 ¥}, 74
=] j_aqr,].)g AFg51o] 24351 As A
2 Agarwal and Venkatesh(2002), Kim, Choi, and
Han(2009) AFolA AMH 232 & A7 FHf
WES £l $ 4Eee Agielch Huel o)
212 Lim, Radzol, Cheah, and Wong(2017),
Ohanian(1990) 919 B2, 71ATAAL Jeon
(2015) A1 EFE=S £A510] 2 453H ALE
olF . #3142 Cao, Zhang, and Seydel(2005)29] A
oI AHSE TGS B AT Bao] BEE )
of % 4RGeS LA B3t oY A9} AE
A1E] B2 Wongkitrungrueng and Assarut(2018) &
79| & st 47 3EdH ARSI &
B2} LojQ] == Davis(1989)9] ATto] whel & 374
g =&

H = SPSS 23.01F AMOS 21.0 54 =g
= AMgSte] A+ A 245kAH SPSS 23.0
L2 INE AHEote] HIERAT AlgE B, A
A 24, 943 2RlEAS HAsHA, AMOS
21.0 ZTE2IHS Fof 914 QR84S AFsta,
TFZuH A EE(structural equation model; SEM) 7
3¢ Agsiart

P

r{n}mrﬂﬂ

)

3. Demographic characteristics of sample

2 AFolA HE] QIFEASH E4E oY
Zch WA AFL 20t 103(36.65%), 30T 178
(63.35%)0]H, A& o 7]& 967(34.16%), U]&
1857 (65.84%) 0.2 UERlth 2F o2 gty &
9] 1479(52.31%), HerY ATt o]AF 917(32.38%),
st AHE; 3278(11.39%), 1580 £ 8H(2.85%),
71€} 35(1.10%) <02 Yelgon, 2L duk A
2] 125 (44.48%), T8 60'H(28.47%), AEZ 48
H(17.08%), Ta|;MA] 207, =5 1578(5.34%), 7]E}
137(4.63%) <02 It dHd 252 200
ok 9 o]Ak-3005F Y TTt 103%H(36.65%), 3009 ¥
o] At~400%t Y 1Tk 697H(24.56%), 1005+ Y ©o]3} 31
H(11.03%), 1009t ¥ o]A-2009t ¥ ulqk 287
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(9.96%), 4008t 9 o]4F-5004t ¢ wlgk 23W(8.19%),  SA] Hhd AgH FRE Lopmort B A,
6005+ €1 ol3~800% @ B]Tk 15W(534%), 5009 @ B Age] spAm Po] AvAes, HRe WA,
OlA-600% BT THQA%), S00T © o~ JlAT, $54e] 4] 2908 TREC
1,0009F & O]9t 57H(1.78%) £2.& e Cronbach’s @2} Q 9153} gho] .70 o|A}, I1-5-X|7}
1 olAo 2 Yeh} 24 W49 AFe 9 eig e}
IV. Results AZE 9T} (Table 1) E3F 24 B30 LA el
= (construct validity)S 755}7] 9ol &Q0d QUL
1. Measurement model results AL AXGE A3}, x%=400.699(df=231), x*/df=1.735,
B 7 WEwa 3dg ojast FHEEAS p=000, GFI=.863, TLI=941, CFI=951, RMSEA=
BT BAE Q01BN AASt] elold Azl 0602 WESAL
<Table 1> Result of measurement model
Construct Items Fact~0r t-value AVE CR Cronbach’s
loading a
NAVER shopping live provides ample 70 9.00
opportunities for real-time communication. ’ ’
I can communicate with sellers in real time
through chatting, comments, and empathy in .82 8.49
Interactivity | NVAVER shopping live. 51 96 .80
I can exchange the information I want 64 9.19
through NAVER shopping live. ’ '
The seller of NAVER shopping live actively 74
responds to my request. ’
The sc.:llers in NAVER shopping live are 70 10.99
attractive.
The sellers in NAVER shopping live are
lively and positive 85 11.09
Source : 58 95 84
attractiveness | Tpe sellers in NAVER shopping live have a 64 9.86
great sense of humor. ’ ’
The sellers in NAVER shopping live are 0
expressive. ’
NAVER shoppmg live often offers discounts 20 14.79
on product prices.
I think that if T use NAVER shopping live,
I can purchase at a lower price than 29 1921
) shopping through other channels (offline, ’ ’
Price general online shopping, etc.). 75 95 90
reduction ’ ' '
NAVER shopping live provides many
opportunities to purchase at a low price, .88 18.68
mainly through discount sales.
The prices of products recommended by 38
NAVER shopping live are cheaper. '

- 671 —



56

4 eoln Arjxe] S L Alz)

<Table 1> Continued

Fact h’
Construct Items ac .or t-value AVE CR Cronbach’s
loading a
I. feel pleasure while using NAVER shopping 77 14.79
live.
I feel pleasure.thrm.lgh various events in 77 1921
NAVER shopping live.
Playfulness I enjoy the process of collecting information 71 93 91
about products through NAVER shopping .86 18.68
live.
I enjoy the process of interaction between
sellers and other consumers using NAVER .80 -
shopping live.
I believe in information provided by sellers %5
on NAVER shopping live. ’
Trust in I. trust sellers who use NAVER shopping 29 16.62 79 98 9
seller live.
I think the sellers of NAVER shopping live
. .88 16.31
are worth trusting.
I think the product ordered from NAVER
shopping live will be similar to what I .82 12.95
imagined.
Trust in I think I will be able to use it as I saw it on
product NAVER shopping live. 85 1292 7 98 86
I think the product I ordered will be the
same as the one shown on NAVER shopping .89 -
live.
I want to purchase products on NAVER 93
shopping live. ’ )
Purchase 78 96 88
Intention I want to purchase products sold on NAVER
. . .90 14.93
shopping live.
" p<.05, " p<0l, T p<.001
ttgog &4 EFE9 AHA 9 ZAEFAS 2. Structural model results
sty Y8l FSEFFA(convergent validity)¥ o E o3 ord 9 78S A=sly| g8t 7
HElG A (discriminant validity)S YolE k=Y, 5 ZHA A BB AASFH TH(Fig. 2)(Table 3). T+
sl QQl¥slgFo] & 70 o]A}, AVE FL .50 ©o]Af, 229 AL 4%(df)=439.703(236), Normed x>
CR o] .90 ojAto g 8 9J5}A LEFGTHTable 1). 1.863, GFI=.854, TLI=.931, CFI=0.941, RMSEA
TS N E Y] AHAlS AlF ghol AVE gEo 2 =0652 TZEHUY. F22Y B4 2AE AuE
5 9o o Uk} mEegdel gt W, WA soln AvAc B4 ATAEHL W)
(Table 2). 4 AF(B=.213, p<.05), AIE AlF (=213, p<.01)9]

= 672

5% A4 L v Aoz Felsgih ol
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<Table 2> The squared correlations and AVE of variables
Mean Interactivity | Attractiveness Price Playfulness Trust in Trust in Purchase
(SD) Y reduction Y seller product intention
Interactivity (5 ;é) 518
Source 5.62 b
attractiveness | ( .93) 26 8
Price 4.85
reduction (1.24) 19 13 73
5.22
Playfulness (1.12) 31 .36 21 71
Trust in 5.24
2 2 2 4 .
seller (1.15) 7 3 8 0 7
Trust in 5.39
24 21 A 2 A 71
product (1.07) 0 ? ? 7
Purchase >34 26 24 24 36 44 ky) 78
intention (1.10)

% Average variance extracted for constructs are displayed on the diagonal.
°: Numbers below the diagonal are squared correlation estimates of two variables.

Source
attractiveness

Purchase
intention

Price

i 273
reduction

Trust in
product

T p<.05, 7 p<o1, ™ p<.001
The model fit index: x%(df)=439.703(236), Normed x’=1.863, p=.000, GFI=.854, TLI=.931, CFI=.941, RMSEA=.065.

<Fig. 2> Research model of results

7He 1a, 1o AHEAT HHA migd2 duid 00Dl F4 IF= VIAATE, AF A= (8=.024,
(o]

A= (8=.017, p>.05)2t AF 41=](8=.083, p>.05)]
oMt Y 7HAIA got 7HE 2a9t 71 2bE 7
ZEAT. 7HAERIgL dlid Al=(8=307, p<

- 673 —

p>.05)0= IS 7R A L= Aoz YERT ok
2 M 3ak AeE|glon], 714 3bk 7] 2kE ol
nputo 2 934 Tl Al=)(8=412, p<.001)%}
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<Table 3> Result of structural equation modeling and model fit

Hypothesis Szzz(:grgi;id SE t-value Results
Hla Interactivitiy — Trust in seller 213 .092 2.357 Accepted
H2a Source attractiveness — Trust in seller .017 .088 .206 Rejected
H3a Price reduction — Trust in seller .307 .053 4.757 Accepted
H4a Playfulness — Trust in seller 412 .079 4.539 Accepted
H1b Interactivitiy — Trust in product 341 .095 3.090 Accepted
H2b Source attractiveness — Trust in product .083 .088 .833 Rejected
H3b Price reduction — Trust in product .024 .052 .329 Rejected
H4b Playfulness — Trust in product 338 .079 3.175 Accepted
H5 Trust in seller — Purchase intention .602 .077 7.924 Accepted
H6 Trust in product — Purchase intention 273 .085 3.826 Accepted
T p<05, 7 p<.01, 77 p<.001
Al Al=(8=338, p<.001)°] HHR] FF& M= yAleldst= Aol 240l SHHA A7) miEe] 2ol
Aoz glFo] 7Hd 4a%t 71 4b= BT AL H G4 & dide] digde anx A=E 345t
o ol AlF(8=.602, p<.001)2} AFE AIF(B= & o 9ol gl ZoE wotErh webs oy

273, p<.001)= AH|A}F FLufoleo] A FFS v|H
=, AE AFE gy A7 ez
& TS 7= AR UEylth mEkA 7H 5
o} 71d 62 A=

gio| B 74“1/\01]/\1 ABAET wuY 7he] gt
o AT A2 o wujRtel Al Fof| et AH|RE Al
FE =ol& A= YEelt=t, o] Gwinner et al.
(1998)9] A+ Az}t dA|gict. whabA 2olB Aw
2 AE WollA ARAE wold 7he] =290 A
FUACIAL AHAFe] 412 P40 vle- S8t &
1oz FRIHQL ot wfo] w2 WHAHS
7ML stejete Tl &2 AlFof gt AMR
AR EE Fol= Hlo] FFE FIAA] P= ZoE Y
Eton, ol= FJEY wiggdo] 378A QL AHR} Al
= 9 P E FATUT= APAT ZI-S(Huber
& McCann, 1982; Till & Busler, 2000)3}= tf2 Z
o7 gRI=SItt 7|29 28l Ad2 ol
oJA}Aol muo] AES 83 B&S AZBHOoT
HolFs o 238 953 5, golE AxA
AdolA= o4 BHg 2
Ao g2 vt JEE Aoty AHAET AR

_r,
ﬂl

ndo] =L H8sty A

Az AL Bohe] TS TAS

L poels 2% o) BT 3B48-S o]l

L o g WHo T Aoz Hal oz
AulA7h eol Avizold AF 2ol ARshct
A RAIASHE Aol ool digh A== &orAl
Oif, AlEel Higt A e 23] Wopxls Aoz

S, mEhA SolH AMA ¥ES APk
Aol AF 7HEE 72U EEe AREne ot
2RJAEZ IHsiM 2Ashe Aol Bed 740]1:}- ot
Agfoz ZolH Fm oA 2] wOT@]
Aol it A= Fgof vl 2

83 EAo= glEglon, A3 EJ}(Oh et
al, 20189} A%, THeA] o8, Aot
Fok W 719L LB} ol o4 g

2got AUIE 7 4 e TAE o] P27
HerH oz AAslor & Aoltt

T Ao} AF AFe BF Auz; o
of Hel YaFe Foed, wold A=t B4 o
o 9L AL 02 e ol T
A8 A+ (Bhattacherjee, 2002; Doney et al., 1998)°]
A A} A= 28 FoelEo] 3HHR A

- 674 —
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< A= AS Rlg vt itk &3] 2 A9 23
= golB AEHY QoA o] gt A7t
I Zojo] AFHAR FFE K= As HE
Wongkitrungrueng and Assarut(2018)2] 9+ Zil&
A| A gtet. wheba] 2to] B AmAc]A i) A=
£ 35k A2 AF FdEE AFH R &0l
= 2% ¥Hedo] ERlFoH, golE AmA A
R LEE ERCES
of Fas|Rck Buele] NHES £ 4 9= ot
o2 Amze] 45AgAT AL, 1T §
4 ol o] 28 Wirolof o Zoltt.

V. Conclusion

A2 avigsie wslel $EAYS) tAgne
Q1) eolz Am2 Ado] WA AolA B
1 glov), B8 FRuH Azl FriskEo] mat
FoRE 1 47 4ol /gL Ik olo] &
Be WA 750l ket Tolz Ana BAEL

Botol aulaelA A Lk deferet

A BN Ut WA AT Soln
A Adeld £ulA7} s S4S oo o
£ ads 95dow AFshuA sk

£ A7 A% 2oRtn v A AR A
s34} Gk WA eholn Arjzo] SHomE AT
184, Aug g4, 714 2, 191 S84
o] EZHgIT). Toln Ama oA AL
AL S0 ) 0 Jastgol Bus
o QAslgon, AES A4S Buide] ue
Hol 1 eolu W o] Tk 14 B A
ThEL AXSech Eak ANAEL eholu Avi
Fol FUlEL AWty LA Aoz Yehge

57, 2lolu Ana0) 4oL FIHL B
ol Azlel AE A=o] % A Qere vlx%|
T 71 gelde welg Asolet JEe nlAs
Ao ek}, ghelo], wojgle] e &4 <
Ak AL 4wR Azo] dekg v ek
oleldt AThe Foln Aia ALoIH AulAFt
ujde] wjeigo] B4 AxeTt A4 At &
XA ke AL Agakch A tiol A 7]

AEo] FolB AuA HEZ flof A<l

o
>,
N
re

59

o

AejslEy =gty Qloy, B dF Axjo] uf
=29 gujo] uf R gtolB AmAl] Aozt
/4 834, a8 714 QAL HL AgFHoR
7] H ];—{;_L Aol & A= golE ANA A

AR AEEE AT B8] 294

ﬂﬁ%agigiﬁ%aﬂiﬂﬂ—ﬂl°ﬂi
=g FHote A 1 lﬂ#*ﬁm}lﬂﬂ
PEow

wﬂ ol AN A e
Bolels] 5L Y & YA A
of Hat Aol FFL v THOZ AE 7t
Felo] WFoP|Hrke FE4o] Ak A A

2 il
i)
o (r &
H
ok

rL _V,'i m

Mo M o wot (B 4y o> koo Ho ot 1o rE oo

F @ Aol
AR, B A AF A BE Auxe)
A% THEES ol Ao Ueith B3] A1E
3 A7k Avlae] ooz b
2 9L VAL Aoz yeht, 2ol Avs 3
o Mg ol Ao g Fast
et sols AAE BEIE
o

e
i)
8
=}
o
2
4

T

WA 7GSS 2 ATolH Lnlzte] uf A1E
2 oHolEl goln AmA] HTAg
J4E ¥Y 4 YTE FHok

ox
N
)
b
st
1)
ox,
o
o
Lo

£ A7) A 9 ALE ched ek AR o
o1 Auls oA A AL T ol 9
L 2ol obd BA 92 4POE B A4
gols Arz AN WA AFH BAY GHL
ARHE Aol A 20300 o AAEL By
o= AT AT F4 ATeAE Tolx 7
v Aol A AFL ToRshE FFol Y &
NSOt By ANAES YOR UERAE
ARt B gulze 23t e Aoz 7l
Heh. Eg 2 97 Aol oln Ao 7
galgol 2uAe] Bl A Eol e AF Al
Hol 9L WAA P A0 FARYL, T4
AL 714 Bl 24 Ao BA o
FF ZAWHES FYsfe] ATV B Fo)
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