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Abstract Voice commerce has emerged as a key channel for consumer searches and purchases. This
study examines the continuance use intention of voice commerce, applying value—based adoption
model. An online survey was conducted with 470 consumers who has experienced with voice
commerce. As participants were who buys and purchases goods; or a user who uses food delivery
service in voice commerce context. This study used SPSS 23.0 and Amos 23.0 for descriptive analysis,
correlation analysis, confirmatory factor analysis, and structul equation modeling analysis. These reaults
are as follows. First, usefuleness and response accuracy were significantly influenced the perceived
value of voice commerce. Second, functional risk was significantly influenced the the perceived value
of voice commerce. Third, perceived value was significantly influenced the continuance use intention
of voice commerce. These results enhance understanding of voice commerce users and provide insight

into the service provider of voice commerce.

Key Words : Voice commerce, Value—based acceptance model, Continuance use intention, Response

accuracy, Perceived value

*This work was supported by the Ministry of Education of the Republic of Korea and the National Research Foundation of
Korea(NRF—2021S1A5A8064298)

*Corresponding Author : Hyo—Jung Kim(khj@hoseo.edu)

Received February 3, 2022 Revised March 16, 2022

Accepted April 20, 2022 Published April 28, 2022



e

E

il

)
gl

o
5

OE ~
Hom@wmgﬁk@mﬂdr.i
%ﬁx@V%ZJV%E%Ja1
~ 1xuﬁﬁsﬂ_ﬂo P AT T
P [ R I T T KRR
o g 1o1mﬂ4ox_no#olﬁ B woAr B
< P LT X N N ) Kox o4 X
1mﬂouwro%1ro& 1%@15%7,1 X~ ,1
T 0 w0 & 4 Loﬁlﬂu ﬂ]]%xdru_.o ] R
oW} 1rJﬁ§a__1oﬂ 4quxﬂ] T H D = TR
ThripTad mhwa@xﬁ%ﬂu@%ﬂg CTZETRERES S
ﬁWﬁwoﬂoﬁqmrﬂwﬂﬁru‘%%zo@ﬂm%Jamquor m%mﬁlﬂawﬁwﬂ%@omo%ﬂo]fi
T W oo oF ¢ ]]11_;] ],_os_ﬁ7mc _o.Llu]oL.1__1oﬂ o)
zo 4 oI]LnHﬂioo}quxumlMo o ~ 3° 2 AnnoHLoL ﬂ_ﬂﬁx_l
oo 2T " ﬂo,uL,eeroo»]J] op W o & momoJL_a]ﬂﬂ ] A
I q 1 Bl B S TERLTE thf}z =
ﬂ%ﬁ%hﬂ%%@ﬂ%%ﬁ@%ﬁﬂmMmmwmﬁ = w@ﬂumwo%ﬁmww%ﬂw7
Mo o ok o o o N ime;ﬂgeg 9 © SE P R
N oo ﬂaﬂ iy ) 0 10 NN X = B %o o o —r o Mo Ly = . = X —_
o — ol o ]]ox 0 T ol o T == or Y ﬂ]]77 =)
g:o%Eﬂ@&%%vy@@%M@M%%5%5 = %%&aﬂwynﬂ%zm%ﬁ
E%E%oﬁr?k]7ﬁmﬁ?&o}é?a].1,% " ?ﬁh?%éd&ﬂ.ﬂﬁrmhﬂﬂ
MﬂﬂL]ELﬂ ,xﬂi,ﬂhm]ﬂﬂomlr ﬂIVMILI = ~ dl[]L,IL,Z_X_ln_A.oLI
gowu‘l_w.uﬂmxigem&ﬂoﬂuzoooo 7@@@1&1&%? ) _ ﬂ%e@eﬁmﬂﬂrﬂdrpomﬂliﬁk/
ﬂﬂ%ywﬁ%ﬂwwbtuﬂf%wmwﬁ;yq__oh% T o dm%%mﬁmmwﬂw%@i&
= ,,,H|1LELE,|Z,H|0 = R S . = P oﬂod.ﬂAT‘l
o 7,I.A,| X = o %o E .,I,._‘UEL oﬁ7,ﬂl &LﬂJ‘theﬁo M]]Aﬂ. ol
Mﬁh.}ﬂw?%hmﬁ%MMM%%M?WEWMM%%M o MW%%E%ﬁoa_/ﬂmo”ﬁﬂﬂ
rE _/\ ul_/‘l — T ‘,IO%J\‘ 11E_vJ|J7| T OA‘O|‘JII or LLﬂN
ﬂ@%@n%ﬂoﬁomﬁmﬂ%wAOMLM.AT%}MMéQA% @%wewﬂ%ﬂﬁawﬂﬂ@@ﬂ%
™ T o) K &lAaoEnﬁﬁwl Emmowm,ﬁ B e 7m_v.|1oHLdﬂﬂo,moﬁuﬂﬂH
RN B T RN ﬂao?ﬂt}ﬂﬂfgaJ%ﬂ
" R .,ozﬂaff@@ﬂﬂmo + Pﬂg%ﬂ%wﬂgzloﬂi
FRIFEX AR LT 7Wﬂoﬂﬂ%ﬁ%ﬂa.rmwfgg
g%ﬁaqg%wwmagno, o m7@QM%W%Qngﬂﬂ
gﬂ%ﬂm;%zomiﬂfar%Lmﬂ%ﬂ% Lfﬂu_z_ﬁﬁmfum1@@
FN o ECNC I i~ mﬂwroaﬂo%%i@,ﬂé am%%fay%@
moﬂiiﬂ@ﬂ%@%%%Mﬂr%wﬁﬂm &Eé%%ﬂﬂuﬂ%ﬂ B B eF TR
— & T ol = =" o T = T N
roEOZOEoE ]Lorﬁl ﬂLEEHﬂa G e I S = B ]O#OLJI
o F P r A s o X N ° = ™ Hom ~ M-
ﬁ%%Mﬁquwmg%z@%m@%ﬁg%wmwaﬁméw%ﬁ%é@@MMﬂq@ﬂ
oIﬁ,l,V]ﬂFo»V,l,mC oﬁotuLonoo7.AW_|,o|m,AAL.rU| Hoﬂ/lﬂo&o ,0|H.fH.tA o5 B o5 o oX
i&maﬁwhw?wumaélﬁ%fﬂ%drﬂaﬂ%;_A»tmrarw%@ouzodrdrweﬁﬂﬂou1ﬁﬂeeﬁ
m%%o@AQL%%m4ﬂ1wm%ﬂ@Awwaiﬂgzgiim;ggmﬁWﬂ@L
T . fll%LLHO@EP:MHEO#UM%_EHW Tm_}g\oﬂmui%e?oaﬂ.o
— m B = O ™ e o»bl e 2 = o ® 2 oy = o 2! : sl u oo m
zqiﬁnf;a%m;eﬂ il o O 1agarﬂaﬁaimzm@ B W X o
- RS ﬂﬂgM@?ﬁﬁﬂﬁ\oﬂwmmﬂmiamﬁgwéﬂ%eﬁ%%%gﬁ@p
N EATlmmv RRCIN R & R ﬁﬂw@ﬁuo
XY ET o#u N El_ j o D = ol o = T ﬂoﬂ —_ EE &o OE _ .cl o) ~ o o# &W B OL
ouMﬂﬂarmmwomoz@iwrw@ooﬂex]o%@wE_uﬂ;mﬂoL%QEH7%}N8AAEJWQEQ
m.ﬂAnmuﬂmMﬁﬁmZA,oTouW_,unDuﬂ_,uszAaﬂ“WouwmgoEEﬂ“mnﬂo%ﬂﬂﬂmﬁoWrWﬂee_HﬂlmmmMﬁ
MM%Lﬁmwﬂm%Wﬁigmqymmw@o@miggieﬁﬁmwg%w%m¢%
70%05‘1!‘“_”;0 ..CuAlly \;lo_m70f£e.Ao ,d;_w, oo,ﬁ‘mﬂﬂlﬂecl_g V]r,o|ﬂ.‘_,m41r O,ﬁll;\.mahb
™ o w A S Ty Do T TR 2 o w5 feld
ruuﬂmoﬂgomuchoerm?Hﬁ%%roulL%dr% Ho%ﬂ%%%ﬂﬁﬂé@ﬁr&ﬂ«ﬁ%%MW
o %W ﬂe#eﬂ,_.dn = <0 Y X o5 Nﬁo#uﬂﬂolﬁu N Ot,A 3 ]ha:,eaﬂom
[ 2 — : g Ll.wtut N — o#uﬂ_tuo MAJIL.
%ﬂiee%ﬂuuf.}nﬁﬁxuxoo#LWﬂo_o.EATﬁo»ﬂioztoljﬂio ,H]ﬂﬂo wm T I
%Mﬁ%@@%@fmgmw%@M;w%wﬁy@mw@ngm%w@M@
x @ﬂ%]..zzgqgwru.ﬂ}&urhb lo,ﬁ7@4dduwvﬁo
4ioﬁwu%€m”ﬂ % 7 v Mo 2 < X RGN g
oviT@A4ro@|aﬂ@Eoﬁzﬂﬂo,._oo#uﬂh_ﬁﬂ T
4R U % do X Bﬁ,uwmmwﬂﬂ
AﬂLﬂa,ﬂhMﬁﬂo#u,ﬂlﬂm‘loLA.ﬂuﬂo
mﬂiﬂgeﬁ%ﬁﬁh@%
o X H 9



Alell #ek A+ 227

3“9‘_

2‘7(}:

o mx]=

N

"

71717

=

v} 20].

12]. o]& 21

2 71 9] #
o] {th6, 13].

st o
o)

Ex
=

371

15 =4 %

24 239 7%

o] 2nH|A}7}

gl 7]l

e

o) AEE 7H

[e}

A

ojn

KeX
=

SN REE

the, 9, 21].

W oh

o}
Lt

o
=]

o}

o

& VA=

1=
R

Ao 2 Ve 18], WA

FE A=

3

o)

2.1.1 A% o]& o=

Aoz el om[15],

=
A% EQ AFE B3}, w5

]3]

p
L

3
Aol A

3

g
|

o]

i

= o)
o]
.

P
F

o

o)
o =

i o]
]

9]
L
=

o
~ M

o0

o}

gl A48

o 5 5
SA &3 A

Aol A

Koy
-
EaN

W

sgoll ti3k 2|k =7} x4

sets}

1719 el

7}

A

=

o]t 10].

gl 7]

L
L

B
s

el
]

o

ol-g-2] %=l

4

74217} 7]

)

p
L

Zol gl

o] A
¥ 77 2rtE Qe A

Eat

Hjj<& ]

e
g

<

[18], 2~PlEQ B9}

~
o

27 4

= A7}

o}

~
o

LRI IS

p
L

4]

[19, 14].

ohz ol

aHA g

1=
[¢)

7}

2.1.2 S1X¥ 7}4]

o}, 221.

‘m/uo

Ao

7ele) A

p
L

]

o}, webd 719]

73

-c:;l,

fo1 XN
2=

S8 Wgolx Y5 o1t o



3} A4 u7)7] 3
of) ol 3ol s 4

2}

p=1

i=
-

171 o

5 O

L

L

ATHQ ) B4 R A AL

etz &5 7k 7t

gil

=

e

e

< 7 AUTH8l &

NeE A

T A2048 A4

&
=
=

ol A Ao}

the A

228 OADEH

Z

‘m/uo

O x
&4

A 5S

p
L

155}

ol Zx7]7]%} o]

A

-

=]
P 2E AAREE Algst]

at7] o

S

floF

o

=

=

el

i vl

Fe et Skl ©rH2, 4, 8], whebA]

O

°©

g

°©

Hol| o9&

g}

A

5}

3
=
&)
=4

_CH

L

gZholH A £
tH10]. 715

Ry

3]
, —
a3l

‘?4

)

Rno =z Yelgti[22].
o=he]

w27} A

L
Ak
=

p

L

=y
Ak

Al 7]

]

X
Al
A

8

2.1.4 A 7]
Y

e

oA Afu] 2ol

ojn
o}
!

Lt

AF
=

RES

o X

Ao ehdte.

o ]
Y ole gl

A=)

4]

EEEEGERES
e 2 £3 08 793
;;;11_0

o2 YeptH7].

3]}

SRR
F7HA17]
b o

°©

°©

ol

3T

do] =Tis,

L

[¢)

EA7} olgithe Aol A

}

ks]
o

Aol M Aulant 714 e77F e 7

w5, AA E 5 o

3=

3]

ojn
o))

A Q1

o
=

Aoz eptow, ol84je] 1
0] 2] A

Aow yehsit) e

L

L

L
L

]3]
4]

o2 VERGTH1]. &

=

=

W] A2

p
L

]_

S

Ao YERtoH[5, 6],
Rno =z YelT6, 22].

p

L

p

=
bof

"] %]
FaA] 7]
a5

e
d

A

il

4

=
5
al

~

7|Hko 2 )7} o] Fof X, A

=
=



0

ol e}t

o Alol7l 2 = Auls

J 27

A
(o)

o7 Yo &

A

<71 5>

ol

o

w
w0
el

To°
0

b= Aoz yehgTh6].

S

=
8
ol golx

7HA7F A el8-2

Ao & LEhtom[18], ArtE 91 o

A 7F

Aoz YRt 19].

17} 20k @rjo] %]

p
L

A

A=

1

3.1.3 X" 7|9} A
¥

=
=

AT 2

=i
=

A5 744

3.
3.1 A+ 714

A9 e T4

I

ol

Lt

oo

U ek ArkE 91 AE|s o

]

Jo

Z
~

T vt

=0
==

<713 6> AA|H 7|7} K| Ero]g-o kol A (+)

ERTH 14]. AT

9 Al =]

=

Elh=,

)

3.om[23]

= w4, Al

w
w0
el

To°
0

Continuance use
intention

B
&

value

Bt
Entertain
-ment
Response
accuracy
Sacrifice

Fig. 1. Research model

B v

= O
==

baet.

°©

<7pd 1>

Aoz YepgrH19]. A

o2 Yehteon[15], 2vtEQH %
AT 7HdE A

)

3.1.2 3A

]

WolH(IRB - No:

3 20224 1Y 3—-1047}

5

=5 BEU=

Aow e

p
L

A7

b

e

Aoz et 24]. AP

AoR e 15].

p
L

p
L

1A

e} 2} 2nbE odel 54
4 Aulze) 54

QAAH 7]
A7)



230 dAEFEEAT 42048 Ads

1041231—-211019—HR—134—01). £ 22 A5}
o] Hell A} FARIENAl 4 ool digh o|A] o]n|
Aok &AM =

7 Amos 23.0% &85} BAE9 71%
1A QA AAIARA, FREIHEA

o3 1;]_

¥

-~

lo
e X ©
g N
o
H
-

sx b
=
Lo

ol
==

up

D )
o
[l
tl
e
ol
i

Q
P
e
Y
ol
H
ol
N
ffe)
2
==

I oo Jo W

o I ox W M
o |

o 2 o B

ol o ox o
' B~
A
i)
ol
2
>

1 M1 o
Ju U
oo o

o Rl
ol

off
o,
s
st
o
?L'
=7
o dlo

w2 2 o)EY]
& Carillo[5]9]
A AlEg A1

r& 41
[

mlm oy
)
Z g
>
o
e}
rlo
ov!
o8]
=
8
el
=
o8]
3
o
o8]

H, 54 28 Aol

o
Kl
ol
rox2
(o

An o8 @ Agel 9l

3
:

o,

ol

ol
o o
ol

b
Rood
ol

ol

4%
|

=

2
N

3l Q1R &)=

o
o
oo
k]

)
N I
oko,_‘_‘
2 9
;wé".:ﬁ
ifﬂrﬁoﬁ
oEFZ‘[_,“IJl'HO_u
R
o
oX o
E g
= N
=~
o
o,
g
ol
mlmr_‘@
LE N
e
o g
R
o %
2 1

ofl ox
o
odk
£
2,
k1
o
oo
_0|L
=
2
of
rir
X
oty
o
N
)
)
ol

fode

5. AT A3}

51 &4 &3 o]lexS9 E4

A GRS ] 5402 Table 13} 2t} 44
2359 (50%), @143 235%(50%) C.= L}EFT). Oﬂ
20t 15778(33.4%), 30tH 157 (33.4%), 40t)
(33.2) 0.7 Yepuith wEFES Ao 153
&} 699 (14.7%), ekl =] 344%(73.2%), the-

rlo
S
N N oF rlF ox
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¢ 579H(12.1%) 0% Lyebwt

A9 Avinm A4

67 (14.3%), AH+4 2389 (50.6%), 48] 2=2] 374
(7.9%), FQ/=ul 2 239 (4.9%), S 558 (11.7%), A
A FH5 24%(5.1%), 71E} 269 (5.5%) 0.2 LEFTEH

Table 1. Characteristics of respondents

Category Frequency %
Gender Male 235 50
Female 235 50
20's 157 33.4
Age 30’s 157 33.4
40's 156 33.2
e | @ | s
Education Graduation from College 344 73.2
Graduation from graduate 57 12.1
school
Professional 67 14.3
Office worker 238 50.6
Service worker 37 7.9
Occupation Sales worker 23 4.9
Student 55 11.7
Homemaker 24 5.1
Other 26 5.5
—990,000 27 5.7
Monthly
average 1,000,000—1,990,000 33 7.0
m(cé’vn)le 2,000,000—2,990,000 100 21.3
3,000,000— 310 66.0
Total: 470(100%)
5.2 &7 £gol et o8 FH)
Table 2. Usage behavior of voice commerce
Category Frequency %
1-3 times a month 282 60.0
frgqueg;cy 4—6 times a month 174 37.0
7 or more a month 14 3.0
e | s T
Category Ranking
Daily necessities st
Purchase items Foodstuff 2nd
Delivery food 3rd
Total: 470(100%)
=73 gl thgk o] 859 o]& YHE AW EH
Table 2} Zth. € St &4 &3 o] & NEE AvR
1-33] 28278(60%), 4—63] 17478 (37%), 73] o]’de]
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Table 33} #t} AR dle] Ao A ‘1&‘3‘1 normed x*
= 2.160(CMIN/DF=362.798/168), CF1=.926, GFI=.969,
RMSEA=.050, RMR=.025, NFI=.943°% Jeh} &
AP 7)1 ES S5 HEEY A4 AR| ‘ﬂ%’%ﬂ
716~.859% e} B 0.6 o]AFo® vERsith W

o] JFEPEE FIs] sl ﬁé&%*%%%k(zxm

average variance extracted) ¥ A2 %= (CR: composite

Table 3. Results of confirmatory factor analysis

Variables Factor | e | AVE | CR
loading
1| 787 -
Usefulness 2 | 736 | 16.565 | .644 | .844
3| 730 | 16.419°
1| .808 -
Entertain 2 | 816 | 18.976™ | 700 | .875
—ment
3| 787 | 18.1797"
1| .844 -
Response 2 | 833 | 20.631°" | .701 | .876
accuracy
3| 761 | 18.326™
1| 776 -
Functional
X 2 | 716 | 14.839 663 | .855
risk
3| 827 | 16.664°"
1| .859 -
Privacy 2 | 842 | 21.235 | 739 | .895
risk
3| 819 | 20.546™
1| .809 -
Perceived 2 811 20,071 | 689 | .869
value
3| 807 | 19.926™
1| .867 -
Continuance 2 | 838 | 22429 | 764 | .903
use 1ntention
3| 731 | 217697

"p < 0.001

construct reliability) #k-& g<18}¢lT}. 33
(AVE) #h& 55 0.6 oo vehgton,
0.8 o] o= veh A% V1%
ERte). whebA]  AteA] S
b GRlEdvkaL & 4= Qv Wse] b
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Table 4. Measurement properties and correlations

QS
©

) @ & @ =
€] @ ® ® @

Variables @

@ Usefulness .802

@ Entertainment 745 | .836

@ Response
accuracy

760 | .746 | .837

@ Functional risk | -.274|-.218|-.122 | .814

® Privacy risk -.252|-.132]-.103 | .716 | .859

® Perceived value | .716 | .717 | .627 | .238 | .190 | .830

@ Continuance use

. . .731 | 740 | 725 |-.259 |-.172| .731 | .874
intention

5.4 & By &4

7HdE AAs] flel R
TZ 2yl A= Table 59 2tk normed x* =
2.159(x*/DF=373.466/173), CF1=.968, GF1=.924,
RMSEA=.050, NFI=.9422 Yeh} 8 A= 75
TEFH25]. 7 A AdE AR Table 6& Eﬁi
B, f-843 o) Aedol IAE ZhA|ell A (+)#<]
FEFS VA= Aem Yeht <7 1>, <7 3>0] )
B3t} 7153 3ol AAE ZRA]el] F-(—)Al
& AR Zlo® yeh <M 4>7) A E T 1A
TIA7F A& o] ool A(+)AQ] JEE A Ao

= e} <7h4 6>0] AuE e,

g $AE AT

(o it oo

Table 5. Results model fit

Tt X2 af | x¥df | GFI | CFI | NFI
indices

Model fit 373.466 | 173 2.159 1924 .968 1942
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Table 6. Results of structural analysis
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