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Abstract We examine the studies on the effect of four live commerce characteristics on repurchase intention
through brand image and trust. We conducted a path analysis of 215 people who have used live commerce. As
the results, first, live commerce’s entertainment and interactivity had a positive effect on the brand image.
Second, economics and entertainment, brand image had a positive effect on trust. Third, trust had a positive
effect on repurchase intention. Fourth, trust and brand image mediate the relationship between entertainment,
functionality and repurchase. We explains which live commerce characteristics that companies and local
governments that provide live commerce services should strive to enhance in their strategies and service
offerings, and how they should enhance their brand image and trust to elicit consumers' repurchase intentions.
Also, this study is significant in that it provides a theoretical foundation for future research.
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TEASE B4 2t JEL 4 1077(49.8%),
3 108(50.2%) 22 UERLL, A7 200 537
(24.7%), 30t 5498(25.1%), 40 5478(25.1%), 50 54
B(25.1%) 2= UEsH 2F8te2 155t £ 39
H(18.1%), & A} 279(12.6%), SHAL 12678(58.6%),
AL 2078(9.3%), BHAF 37 (1.4%) 02 LRI, A e
A 1875(8.4%), MY 5 36%(16.7%), AH+-2] 1047
(48.4%), AHA 119(5.1%), 71&4 187(8.4%), AT
WA 498(1.9%), 718 248(11.2%) 22 YEth ¢
Pt A5L 2008t 9 HgE 27(12.6%), 2005F~300%F
A o9t 6475(29.8%), 3008k~400%F @ w9k 437
(20.0%), 4009+~500%t A =9t 3874(17.7%), 5009t &
O]A} 4378(20.0%) 2.2 LFEFTE.

3.3 tHA0| XAHM X0| I X

3.2.1 2}0|E AHHA E4

gho|B A A0l AL Songl4], Koo} Hanl17],
Jin¥} Leel48]18 EU| & “AH|&}E0] AFAlo] o]&3l= g
o|H AMA A A 7Fx|of thsf A2t A= A s}

Table 1. Factor analysis (live commerce characteristic)

At} BAK £ Songl4], JinT Leel48]15
47) EFo2 ZA51r. 470
0.809% Uhgitt.

gZlolB AHAL AL Wend} Leel2], Songl4],
Jind} Leel48]E HIE O 2 ‘o] ANAE Fo Al5H
= FEY T, 784, Aol digt anlRke) Azt
A2 Aoty AHA EFS Wendt Leel2],
Songl4], Jin¥} Lee[48]8 FZold 47] £JOo=2 &5}
Ak A QRIEAE B3l BFg s Adlioh= 171 &
E(3. The live commerce I use provides me with
useful information that I didn't know before.)& 44|
oFtt. 370 &9 Cronbach’s e+ 0.7862 Uttt

glo]l8 AMAL] QL Wen} Leel2], Jeongdt
Wang[6], Oh®} Kim[23]& B}gO2 “Blo]H AHAZ
ARGSH AR = Au|u EAFS AHAF AAR A7
St Az 2 Aokt 22 S Wendt Leel2],
Jeong@ Wangl6], Oh®} Kim[23]& #=3to] 47 £
02 A5t} 478 349 Cronbach’s a+= 0.8162
= Uit

Zrxs}o
£39) Cronbach’'s a=

Factor [tem 1 2 3 4
1. Th.e live commerce | use allows me to purchase products at a discounted 765 349 061 095
price compared to offline.
2. The live commerce | use offers a variety of discounts and events to help me 809 085 061 159
1. Economics save money on products.
3. The live commerce | use saves me money on my shopping expenses. .671 .185 216 .003
4. The live commerce | use offers cheaper products compared to other online 821 092 117 153
stores.
1. The live commerce | use is easy to understand because it communicates 220 831 156 054
information about products clearly.
2. Informativeness | 2. The live commerce | use allows me to get detailed product and purchase 192 788 142 183
information.
4. The live commerce | use provides enough information to meet my needs. 227 .622 359 116
1. The live commerce | use is interesting in the content it displays. .052 459 .586 163
2. | have fun while using live commerce. .013 .159 .843 128
3. Entertainment 3. | am entertained by the variety of events in my live commerce experience. .252 .022 .769 219
4.1 en]oy the process of gathermg information about products in my 067 266 742 203
experience about the live commerce | use.
2.The I|ye commerce | use allows me to communicate Wlth the live commerce 193 M7 140 637
host in real time through chat, comments, and reactions.
4. Interactivity 3. The live commerce host is responsive to my needs. 119 -.033 262 .847
4. the live commerce host actively responds to questions and comments from 109 183 198 865
other consumers.
Eigen value 2.635 2.565 2.386 2111
% variance 18.822 | 18.320 | 17.043 | 15.076
% accum 18.822 | 37.142 | 54.185 | 69.261
KMO=.861, Bartlett x?=1289.276 ({.001)
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Table 2. Factor loading (brand image, trust, Repurchase Intention)

Factor ltem 1 2 3
1. Brand Image 2. The live commerce brand | use is one I'm proud to use. 914 165 .168
(BI) 3. The quality and service of the live commerce brand | use is exceptional. 734 422 .226
1. I\At/irtuhst the variety of information my live commerce brand provides me 200 860 218
2. Trust 2. | have confidence in the products sold by my live commerce brand. 282 727 .396
3. | can consistently trust the live commerce | use to transact with. .261 713 434
1. I will use the live commerce | use to purchase the products | need. .185 223 .843
3. Repurghase 2. | will purchase a product again through the live commerce | used in the 146 979 816
Intention near future.
(RD) 3. Iwill prioritize the Live Commerce | used to purchase the product when
. 173 .320 .715
repurchasing the product.
Eigen value 2.358 2.205 1.647
% variance 29.477 27.563 20.587
% accum 29.477 57.040 77.627
KMO=.881, Bartlett x*=886.344 (X.001)
glolH A2 ATHEAHL Wendt Leel2], & 0.858F Uttt
Song[4], Rogers[49]1& HIF .2 “2lo]H AHAMAL] A5
Z-8/4Z 2ol B AW A HEAZARY B AFAE H 3.2.4 MFOjel=

o £ oE RO, ABHEH RS Wendh
Lee[2], Song[4], Rogers[491& #=3olo] &4 QQlE
MZ B3l BE=E Asisks 170 (1. The live
commerce host frequently communicates their
feelings and updates to their viewers.)2 4AI5t 4t
37 £3}9] Cronbach’s e= 0.8012 Uit}

3.2.2 23C 0j0x]

HI;E o]n|X]= Keller[15], Lien 5I50], Chol511&
HIF O & “glo|H AW A AH|RE0] £ 2lo]H A
2 BRieo] disf QIAJSHAL Y= AE"= Fostlth B
AT o|u]Z] B2 Keller[15], Chol5117} AAISH B
T olm|R|9] E4 37HA] F =54= AEsto] 3719 &
FOE A5t BAE QIR S Fofl B E A
gfok= 17 =(1. The live commerce brand I use is
reputable.)& AASFA ). 270 3] Cronbach’s e+
0.761% gttt

32322

AZ= Jeongd Wangl6l, GefenZ} Straubl31],
Leel46}E vl o2 “glo]H AHAMAT} Al5ol= FHL}:
Au| Ao et W Fr'FE Hootnt. AF a2
Jeong¥} Wang[6], Pavlou®} Gefen[52]& &=235}o 371
O] A& Ego 7 Akt 37 £&<9] Cronbach’s @

AT Q= Wendt Leel2], Jeong®t Wang(6], Kim
3} Ohl44]E vigto g “a1zo] mjzjo] AJFou} AJH|A
£ dol|B AHAE S5 §HESiA T, o8 7Hs/d
A2 Aottt i E32 Jeongdt Wang
61 37 &0 2 Aot 370 £3+2] Cronbach’s
o= 0.8122 Uttt

£ ¥ SPSS 25.09F AMOS 25.0 Z2 1S AR
o] SAEA S AT HEe 53 A" A
O HIERAZ AR [IF-EAsHY B4 mefe
o, 718 248 S5 A7 HlY #E2 Tkl
o |A 2FE0l /e 2AER Fol=AE fstd 7
A QRIEAZ B3l SAH =T B S R4S
1 Ai= 7y e 9 R X8 Table 1, Table 291
A ZRISE 4= Qle}. Al A2 I 2Hket duASE
Sl AT EJE, 42 H4 Zhe] A w95
Pearson®] AFEEAE AP, o]ojA &4 2907
Ag AAlste] #5Hee B 452 Asiglen,
THEG o WEEYES ASIIAH "R £
Aol A APATE EXE AAIH 7HE 9] AFEAS
Al F2EHA BFwAS dAsied, dEHsE
283 REAER Z4 S o ey 9 7o A
< AN

N A

y
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Table 3. Correlation analysis

M SD 1 2 3 4 5 6 7
1. Economics 3.82 0.54 1
2. Informativeness 3.81 0.55 AT9F** 1
3. Entertainment 3.50 0.62 .304%** 52g*** 1
4. Interactivity 3.63 0.62 .352%** A22%%* .500*** 1
5. Brand Image 3.23 0.67 273%** 373%** 520¥** 526*** 1
6. Trust 3.58 0.60 .388*** 510¥** 5ogr** 5B9*** B14%** 1
7.RI 3.67 0.62 A10%** 543x** 5Ogxx* AT2%x* ABTF** B90*** 1
4. @z} A AESe 918 2} Wil
TSR B B FUAVDE A2
4.1 THESH U N 24 o4 27 BT Mae] CRo| 70 Ok AVERH 50 oA
Table 32 & A7olA S AN BAH 02 1}o} 28 ey} =0 Aoz worEd vhge
Tlﬁx} a8 tﬂ‘d “Jl%ﬂl% e B BEH gro) Ao 7 wiSo] AVES] AJEL Zho] ThE W2

42 =X¥04

Table 1, Table 2= B3EE A dfol= &
7} o] W2 H2A(Varimax) $14 7]81] S48 B4
AN AV, 2984 BFL sk wait,

F2EY BAL AGs] Ao HelE 8EHL 4
Yolo] =AY AT E AZ5Ict 2ARFP B
S 34 o A LT UL AgaG oD, BE WL
S gm0z BaUAS TR B4 A% A
=185)=294.940(p<.001), RMR=.028, GFI=.890, RMSEA=
05302 tiAl& Ao, [FI=954, TLI= .942, CFI=
9542 SRR 0w 2HuYo] AP Ao wAEY

F

=

0% A 242 99 42 e

== /\c]-—’ A7t 3101 of gt}

Table 4. Convergent validity and discriminant validity

39 *3474] SHT Lt Hoji] gHefdEE oF
3%t Aog weksk & Qltk 1 A= Table 40014 8+
4 ek

] r.?L

2 A+Y AR FA, AEA, o=, A
|4, BRE ojujx], AlF], g 4gH 782
Armgolct, Het: BA Aul x%(df=190)=317.180
(p<.001), RMR=0.31, GFI=.884, RMSEA=.0562.% )]
2 Ao, [F[=.947, TLI=.935, CFI=.946°0% 25

535k 2o g YeER} d7 o] A3t A o2 wot

At

e FREFA ZF HRlE 7k YAy, 7F

M 9 A BE o AA|5] A E7] Qo) HER
o] RIESIE AASHIT FEAERS ARG AR
I} R FRENE ARESH, F948S A
11 AIH= Table 59+ 2t

CR AVE 1 2 3 4 5 6 7
1. Economics .907 J11 .843
2. Informativeness .89%4 739 552 .860
3. Entertainment .885 660 .333 .651 812
4. Interactivity .891 735 392 476 566 .857
5. Brand Image .860 757 344 473 637 .680 870
6. Trust .929 815 469 .603 722 .666 .765 903
7.Rl .896 743 512 .646 .706 .563 616 820 .862
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Table b. Path analysis

Path Direct Indrect Total

8) (8) B)

Economics - Bl .041 .041
Informativeness - Bl -.066 -.066
Entertainment - Bl .396%*** .396%**
Interactivity - Bl A56%** ABE***
Economics — Trust .159*% 017 175*%

Informativeness — Trust 128 -.026 102
Entertainment — Trust .310%* .168** AB8***
Interactivity — Trust 110 182** 293**
Brand Image — Trust | .400%** A00***
Brand Image - Rl -.163 .390** .237*
Trust - Rl 975%** Q75***

4 Ay, golB AMA B4 FollA 2=
396, pC.00DI A2 AH-E4(8=.456, p(.001)> BHE
olw] o]l {3t A+ AL v|A= AR e
o}, AA(8=.159, p<.05), 2&4(8=.310, p¢.01), B
T oJu]A](8=.400, p<.001)= AlF]of F-2l3t F(+H)2] ¥
T U)X = A0 Yt Alg= A Qo] 59
o 9 JFS A= Aoz UEREATHA=.975,
p<.001), BEAE onjz= {3t ¥ ants UetA|
et wabA Hi-3, H1-4, H2-1, H2-3, H3, H5= A
A& QJAGE H1-1, H1-2, H2-2, H2-4, H4= 712 =9
=

W]e} Al Z47¢o] v | & aket B E ofu]

Al=9] £A44 w53 H5517] s We
30}04 HEAE]] £4& AXstglon, A3t
= Table 63} Zt}.

Table 6. Mediation analysis

95% Cl
Path effect P
LLCI | ULCI

-0.006 | -0.324 | 0.025 | .443

Economics—BI—RI

Economics—Trust—RI 0.135 | -0.036 | 0.310 | .102
Economics—Bl—Trust—RI 0.016 | -0.094 | 0.185 | .683
Informativeness—BI—RI 0.013 | -0.022 | 0.315 | .338
Informativeness—Trust—RI 0.167 | -0.042 | 0.425 | .111

-0.034 | -0.267 | 0.078 | .481
-0.072 | -0.874 | 0.050 | .191
0.312* | 0.052 | 0.603 | .024
0.184** | 0.050 | 0.894 | .005
-0.086 | -0.989 | 0.051 | .233
Interactivity—Trust—RI 0.126 | -0.151 | 0.371 | .295
0.219**| 0.054 | 1.133 | .007

Informativeness—BIl—Trust—RlI

Entertainment—BI—RI

Entertainment—Trust—RI

Entertainment—Bl—Trust—RI

Interactivity—=BI—RI

Interactivity—Bl—Trust—RI

1 A3}, o] AFE j7fste] Atuejzo] o]
A& 7 a3HB=0.312, p<.05)2} 240l B o]
A9} AZE AHH 02 wi7fisto] Atefo] ko] H|A|=
3 aTHB=0.184, p<.01)7} BAHCE |3t Z o=
ASEAL, J54-8-do] BAE olujR| e} A=E &4}
0 2 wj7fjsto] Atufo]zof| mx|= 7P E3HB=0.219,
p(OD7H BARCE {3t Ao R HIEITh wetA
oY SRS Azl YA JFS
0| 2] 2] ARt B E o]w| |9} A2 E F5to] A o
2 Ao ro] |95t F(+)9] FFe nFIT & £
At

5. 28

£ a0 BAe vge 44 754l wovl, 3%
QA @ Al GA] AT A4 Feo] B ol A
w29 S0 AN, FRA, 024, HEAEAHl 4
%, A7, 2e)3 BAS oju|Alo] HAE G
Qopiin] B4o) gt} TR R AHgs}o]
FHEE BERA

5.1 2ok} =9

| 20, OIS A S B ol B4
o2t 43 a-g40] BAE ofu|x]o] foI3t 3

9] B T A0 elsgel, ol AMAL
TR TV B4R A P8 55 9 AR &
5o] o|Zol |, Fol DAS 19| FRILE W AYL
B3 WA oME, T3 o[flE 5| o2 R4E 7t
A3 9Iek. Z, Sl B Auj2 HAE o]ul ] AL Sl
A 17 7 BR B QA DY, ARV B4t 2
AAIZE 7ol oMIE 59| B2 B3] 1Ao] i ol
B AuA BACE ol gate] L Fulot 24E 34
off GAok STk, 13 el B Av A W F A 2
WA T2 Gt 20 FEAE(AY D) B2 B
27o] A Mol Holsha Urke e Gl
Stk 3, PO FolH AulA 21 7Pl B
= o] G4 919 WA Aol wH<l olat

AE =88 A 4= L W8-S X&) o7 A sfof
3},

=7, loln Am20] AT FRYL HAL o]
ulAjo] folgt J(H)9] L vlAE P A0 et
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