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[Abstract]

The purpose of this study was to identify the experience factors (4Es) of live commerce that provide
differentiated value for consumers based on Pine & Gilmore's experience economy and analyze the
relationships between experience factors, flow, attitude, and purchase intention. This study conducted an online
survey to collect live commerce user responses and employed a path analysis to test the research hypotheses,
using Smart PLS 4.0. The results of the study were as follows: 1) all experience factors had significant effects
on flow, 2) both entertainment experience and educational experience had significant effects on attitude, while
esthetic experience and escapist experience did not have significant effects on attitude, 3) flow had a significant
effect on attitude and purchase intention respectively, and 4) attitude had a significant effect on purchase
intention. The findings of the study are expected to provide the implications for further research and marketing

strategies grounded on the understanding of the experience factors in live commerce.
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I. Introduction
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II. Theoretical Background

1. Experience Economy
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3) Educational Experience

w24 A &(educational experience)2 A2 XAl
FL 82 wje A} o 872 FHrHT]. B84 A
ol Avjaks AlAlo] Yok FuE U] el X3
Aol &to] dl =0 =Zolv = wolof, Al-7FAQ A 1t

1T o Hu

A2 Sl AT 12T 8t B5Y A 2ulAl
= wsug @ BT ok 2 2800 o 492
BIstcH21].

o

o] F8j0.2 ojel] 7O Ufeiol o) Okﬂg
o] 7R5t tol . Avj 2o ABlxlo] 325
2189l thgo] 7Rs stk AvlAR: 2ols ﬂﬂii

Hﬂ

L o%
5 L b
_J|>4 0

q ‘:,_1/\]7 ‘HEJ 7]& Eaﬁ 7(]8147(} i& 61—7}1] /\]ﬂ Ko]
Ch2 AB|Rbo)A] Y5k= A2 AIxoz QASH A 9]
C}f. 22 T Rofo] o]y Huj AN Wojat: Au]x}
ofo] 71UFH AES E8] BIAEL} APFlOR B} of
29 AIE UEYS THFA L A]S A Yot

Adejdtol]l =W Sun et al[22]= 2to]B AHHAL]
oHelol| A A|ZHA B2 =35t §AE Alaat sk A
% 7 BEY A2 52 Jujate IT o ZHAL 29
3} 7o) Aol QIrka FAFIOD, KR Songl23)
o AojlA 2loj8 AEY FujA 24 F YuAL 2
ol ot PFS OlxE Ao Uepdrh 3t

Elsholiha et al.[24]7} 2to]¥ A Eg]n]ojA Ziiof Tjst
QlAjo] 17| gYSo] njxl: ol oiel A Ak,
MY As A2 90 LEjEof §9o)st 93ke n]RITt

T 9HEC) E3HY. Gu et al[25) Au|A7} 2folu 7o)
29] Fy F943 Jox84e AAELS ) ot
A% A LA Yus Aot 2oly rjujao] selg
0] H7letw, ol YA 2jolu Fnja HYog of
ofd 71o0] Y HEe AlFAD FAHCL

metd 2 Ade TS HiPeR f3t &
< 7Hde EESIIH:



58 Journal of The Korea Society of Computer and Information

4) Escapist Experience
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III. Empirical Analysis

1. Development of the Measurement Items
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2. Data Collection and Sample Characteristics
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Table 1. Sample Characteristics
Number of Frequency
i Respondents (%)
Gender Male 76 57.1
Female 57 429
< 30 43 323
Age 30 ~ 39 54 40.6
> 40 36 271
Student 6 45
Job Seeker 5 3.8
Job Office Worker 90 67.7
Public Officer 18 135
Etc 14 10.5
Less than
high school 10 7.5
graduate
Attendin
. cc;alledgeg 8 6.0
Education College
. 104 78.2
graduation
Graduate
school or 11 8.3
higher
Traditional
Platform
-based Live 101 39.0
commerce
Shopping
Live Platform. 80 309
Commerce -extended Live
Platform Commerce
. ; Home
‘Multiple Shopping
Responses —based Live 60 23.2
Commerce
Live
Comr.ne.rce 18 6.9
-specialized
Platform
Computers & 2 59
Peripherals
Home
Appliances & 28 75
Electronics
Puirtf;f::ied Fashion 68 18.2
‘Multiple Sf‘:irstjrf 15 40
Responses Cosmetics 51 13.7
Food & 78 209
Beverages
Household
Goods 62 16.6

Automobiles &
. 7 1.9
Car Accessories
Furnltu.re & 10 27
Interior
Pet Supplies 7 1.9
Travel &
Transportation 11 2.9
Services
.Cultural & 12 3.2
Leisure Services
Others 2 0.5
U 1~9 118 88.7
Fre;igicy 10 ~ 19 8 6.0
>20 7 5.3
Total 133 100

3. Reliability and Validity Assessment
2 AolMe AlRldat B B7EE sl SPSS
18.02} Smart PLS 4.0 o] &35}t

Table 2. Confirmatory Factor Analysis

Factor M:]es:tre Standardi.zc.ed T-value
Path Coefficient
Items
Entertainment ENTO1 0.936 66.978::
Experience ENTO2 0.913 45,368
ENTO3 0.878 27.617""
Ethetic ESTO1 0.804 20.172::
Experience ESTO2 0.888 43.778
ESTO3 0.803 17.992™
Educational EDUO1 0.803 21.987"
Experience EDU02 0.746 14,558
EDUO3 0.820 26.540™"
Escapist ESCO1 0.871 38.152::
Experience ESC02 0.899 49.697
ESC03 0.874 37.129™"
FLOO1 0.849 24337
Flow FLO02 0.910 47,6117
FLOO03 0.890 49.344™"
ATTO1 0.882 33.849™"
Attitude ATT02 0.920 60.875™"
ATTO03 0.806 19.608™"
Purchase PUIOT 0.885 27.324™
Intention PUIO2 0.924 49.184™"
PUIO3 0.893 28.248™"
**xx: p<0.01
HA, 58T A=d 455 8l Cronbach's ot
of elgt A A A4S AAISHAT. Nunnally[46]]]
T2 ofjB]AollA= agfo] 0.6 o)l B 4l=l/do] <l
g 5 glou, ojo] 71z A7} KIS ok ozl

pS|
0.7 olgolofo} Alzigo] QIEICAT] Rl 02t A
1 0.895, A0l A& 0.779, 18A AF 0.702, @A =
A A3 0.856, = 0.859, Ef= 0.840, 0ol = 0.883°2
2 05 SRS oglo] 0.7 OO LRt
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Table 3. Discriminant Validity

Construct
EDU | ESC | FLO

Construct|Mean| S.D ENT | EST

ENT |3.619/0.902/0.910
EST |3.677|0.921/0.661|0.833
EDU |3.674/0.885/0.703|0.629|0.791
ESC |3.058|1.140/0.665|0.567|0.544|0.881
FLO |3.479/0.989/0.730/0.718/0.681|0.746|0.884
ATT |3.702/0.841/0.802|0.690/0.707|0.637|0.794|0.871
PUI |3.794|0.794/0.679|0.644|0.609|0.547|0.713|0.824|0.900
Construct Reliability|0.935/0.871/0.833/0.912|0.914|0.904|0.928
Average Variance
Extracted
Diagonal bold numbers are square roof of the AVE. Numbers
below the diagonal numbers are correlation coefficients.

ATT | PUI
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4. Hypothesis Testing
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Fig. 1. Results of Path Analysis

Table 4. Results of Hypothesis Test

Hypothesis Coefficient T-value

H1 ENT—FLO 0.165 2725

H2 ENT—ATT 0.395 5375

H3 EST—FLO 0.279 3.435™

H4 EST—ATT 0.097 1.346

H5 EDU—FLO 0.183 2596

Hé6 EDU—ATT 0.135 2.041™

H7 ESC—FLO 0.379 5.05™""

H8 ESC—ATT -0.023 0.401

H9 FLO—ATT 0.361 3.828""

H10 FLO—PUI 0.161 2.008™
H11 ATT—PUI 0.696 8.644""
*xx1 p<0.01 **: p<0.05
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