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Abstract This study attempted to identify the influencing factors of Taobao Online Live Commerce influencer's
attributes on Taobao Live Platform users' post-purchase satisfaction, repurchase intention and flow, and addiction.
Through previous studies, researchers set the live commerce influencer attributes into four categories: expertise,
attractiveness, interactivity, and aesthetics, and examined the effects of these attributes on consumers' repurchase
intentions, flow and addiction. As a result of the study, it was confirmed that among the attributes of Live
Commerce influencer, professionalism, interactivity, and aesthetics had a significant effect on the utilitarian
shopping value in consumer satisfaction, and four attributes, including attractiveness, had a positive effect on the
hedonic shopping value. In consumer satisfaction, hedonic shopping value had a positive effect on utilitarian
shopping value satisfaction. In addition, it was found that consumers' satisfaction after purchase affects repurchase
intention and immersion. The effect of flow on repurchase intention and addiction was also confirmed. It is hoped
that this study will help revitalize influencer marketing in the growing live commerce market and provide basic
data to contribute to establishing marketing strategies.
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EX1 0.923 * 39.681
1. Expertise (EX) EX2 0.918 * -a) 0.966 0.904 0.933
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U3 0.907 * 37.774
H1 0.900 * 35.607
6. Hedonic Shopping Values (HV) H2 0.906 * - 0.950 0.864 0.924
H3 0.879 * 33.985
R1 0.917 * 42.670
7. Repurchase Intention (RI) R2 0.940 * - 0.957 0.882 0.939
R3 0.889 * 39.140
F1 0.695 * 19.360
F2 0.703 * 19.631
F3 0.709 * 19.827
8. Flow (FL) ra 0762 21653 0.875 0.540 0.879
F5 0.79 * 22.847
F6 0.783 * -
AD1 0.854 * 30.459
AD2 0.838 * 29.414
AD3 0.523 * 14.921
AD4 0.758 * 24.811
9. Addiction (AD) AD5 0.825 * 28.618 0.911 0.535 0.938
AD6 0.866 * -
AD7 0.816 * 28.053
AD8 0.823 * 28.453
AD9 0.790 * 26.500

Summary of model fit indices: X?=1019.57 df=524, p=0.000, X?/df=1.946, RMR=0.027, GFI=0.922, AGFI=0.907, PGFI=0.767, NFI=0.954,
RFI1=0.947, IFI=0.977, TLI=0.974, CFI=0.977, PNFI=0.840, PCFI=0.860, RMSEA=0.037

*) p€0.001, a) fixed to 1
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RMRL 0.027, RMSEAE 0.0372 72+ 0.10]5}+9]
FuAo] Agst¥ L, GFIE= 0.922, RFIE= 0.947%
0.901%49] HxAo] AgFshd, NFI7F 0.954, IFl=
0.977, TLI= 0.974, CFI7} 0.9772 t9] A7}
0.9 o]49 gk Holx Qlof FZala, 71 A
A|4=9] PGFI= 0.767, PNFI7} 0.84, PCFI7} 0.86 &
OF 0.6 o1FY F2gt 4= Ko ARHAel 2yl A
FEL AFE Pk F7t §lth BE 849
HE3 ARASE RS e HojFal Slgler,
M AFE CRE BE &0l 0.8 o1, ZE 8319
AVE 2 0.535~0.9042 Qut 7]&9] 0.58 z¥s}

Fo ZRIF] ASHel AFolM ARG Tt 2P
o] NFzE sHgt Aog B 4 9Qirh B o 2
ﬂi g B 2% AVES} SMCE v wsto] b gt
£ I 1l 52 At Ze FE9
SMCHte] AVE B9z #7180 Z3Hde 2elst
ek wEbA & AT dole st ARt v e
SHoA Faet TS Helow, Al ny9
AGreo= ZA7F & Ao ddEo
ARBAHLS APs}Act,
2 47 47 29 2949 348 9 42
S AFystgon, AFE Table 33 2t Aukol &
o A A5

o 2
v
Y
o

1[48], F7HH o0& gRIgt AEHIE 2 0.8 °] = U A
Table 2. AVE and SMC(Squared Multiple Correlations)

Variable 1 2 8 4 5 6 7 8 9
1. Expertise (EX) 0.904*
2. Attractiveness (AT) 0.161 0.906*
3. Interactivity(IN) 0.191 0.1565 0.892%
4. Aesthetic(AE) 0.282 0.158 0.191 0.880*
5. Utilitarian Shopping Values (UV) 0.304 0.311 0.198 0.232 0.881*
6. Hedonic Shopping Values (HV) 0.229 0.240 0.203 0.223 0.245 0.864*
7. Repurchase Intention (RI) 0.242 0.346 0.294 0.298 0.197 0.285 0.882*
8. Flow (FL) 0.308 0.239 0.220 0.3565 0.256 0.436 0.480 0.540*
9. Addiction (AD) 0.175 0.191 0.114 0.262 0.176 0.316 0.311 0.753 0.5635*
Table 3. Results of Model Estimated by AMOS

Path of proposed model Standardlged T-Value Results
item loading

Utilitarian Shopping Values (UV)« Expertise (EX) H1 0.303 *** 7.193 Support
Hedonic Shopping Values (HV) «— Expertise (EX) H2 0.187 *** 4.681 Support
Utilitarian Shopping Values (UV)« Attractiveness (AT) H3 0.058 1.365 Not Supported
Hedonic Shopping Values (HV)«— Attractiveness (AT) H4 0.364 *** 9.412 Support
Utilitarian Shopping Values (UV)« Interactivity (IN) H5 0.145 *** 3.629 Support
Hedonic Shopping Values (HV) < Interactivity (IN) H6 0.133 *** 3.435 Support
Utilitarian Shopping Values (UV)« Aesthetic (AE) H7 0.162 *** 3.909 Support
Hedonic Shopping Values (HV) — Aesthetic (AE) H8 0.192 ** 4.820 Support
Utilitarian Shopping Values (UV)« Hedonic Shopping Values (HV) H9 0.166 *** 3.628 Support
Repurchase Intention (Rl)« Utilitarian Shopping Values (UV) H10 0.120 ** 3.234 Support
Flow (FL)«< Utilitarian Shopping Values (UV) H11 0.234 *** 6.268 Support
Repurchase Intention (Rl)~-Hedonic Shopping Values (HV) H12 0.1471 ** 3.100 Support
Flow (FL)~— Hedonic Shopping Values (HV) H13 0.560 *** 13.670 Support
Repurchase Intention (Rl)~Flow (FL) H14 0.524 *** 10.667 Support
Addiction (AD)«Flow (FL) H15 0.861 *** 21.732 Support

Summary of model fit indices: X?=1252.777 df=539, p=0.000, X?/df=2.324, RMR=0.059, GFI=0.907, AGFI=0.891, PGFI=0.776, NFI=0.943, R
FI=0.937, IFI=0.967, TLI=0.963, CFI=0.967, PNFI=0.854, PCFI=0.876, RMSEA=0.043

*) p 0.1, **) p¢ 0.05, ***) p( 0.001
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X= 125777, ASE 539, p=0.000, X’/df=
23242 YERL FA] 194 340]9] F5st 3H Kol
I YAtk RMR2 0.059, RMSEAE 0.0432 uEeht
0.1 oJste] 2ol gFstA UelHal, GFlx= 0.907,
NFI& 0.943, RFI7} 0.9375°22 0.9 o449 1A
£ F=3M9t 28y, & 0.989, TLIE= 0.989, CFI
7} 0.988& UFER 0.90139] A of sl 7t
g g 2429 PGFI+= 0.776, PNFI+= 0.854, PCFI7}
0.876% UERL} 0.6 oVdY] ¥a3t 0= SRl
7HaS AAs] Y3t LA B0 BA Adte
Th2 Table 33} Zth EX7} UVOl A+ JF(ESE
3t A2A 471 0303, t#e] 7.193) AL EX7t HVell
(9] JFSEESE B2A7 0.187, tgho] 4.681)
X1 glerZ 744 Hi, 7Hd H2E A== ict 7Hd
H3S #33} A&AS7) 0.058, tho] 1.3658 VRt
AT7F UVOll f95HA] 9= 4 viXe A & ¢
Aoy 72 7|A4E9iL). 7Hd Héw B535F 424
%7} 0.364, t3ko] 9.4122 YeR} ATZF HVOl §-9J5t
BAHY FFE vAE AL & 5 A%eH LS A
HEQITh IN7F UVell B(+)Y FFHEEDL A=AS
7} 0.145, tgk°] 3.629) AL IN7} HVell B(+)9] 3
F(BE3}F AZAF7E 0.133, tghe] 3.435) mlA| AL 9]
oum= 7hd H5, 7Hd H62 A==t AEZE UV
()9 FFSE@ES HEAFTE 0.162, 181l 3.909)
931 AE7} HVOll B(+H)9] FF(H=3 A= AL7t
0.192, tgko] 4.820) A1 JoBg M Hy, 744
H8L Ag=ct 7Hd H9E E=ES BARAL7)
0.166, t#o] 3.628= YERY HVZF UVel 523t A(+)
o] JFE A AL € S AdeH 7ML A==
ot UVZ7F ROl B#H)Y FFH(EE3 HA=2AS7F
0.120, tgko] 3.234) 33 UV7} FLO B(+)9] J3ke
(B3 A2A57F 0.234, t3ho] 6.268) WAL Jlom
2 7F410, 7H4112 A=t HVZF R A+
JF2(BES}F H2A57F 0.141, t3hol 3.100) FAL
HV7} FLOll B(+)Y] FFH(HEZ3 B2AS7} 0.560, t
ZHol 13.570) mX|1 Qlomg 7Hd12, 7Hd13S A
=tk FL7F Rl B+ dFSFEE3F Z2AS7
0.524, tgk°] 10.667) FJ3 FL7F ADOl F(+)2] JF
S(HZ3 ARAS7} 0.861, tgke] 21.732) AL 9]
oug 7H14, 715 A=
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