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Abstract

Using the S-O-R framework, this study investigates the psychological mechanisms un-
derlying consumer behavior in live commerce. Social presence, consumer trust, and
service satisfaction were selected as key variables, and their influence on service
adoption intention was empirically examined. A survey was conducted with consum-
ers in their 20s, and data were analyzed using regression analysis and PROCESS
Macro Model 6. Findings show that platform interactivity significantly enhances so-
cial presence. Source characteristics positively impact both consumer trust and service
satisfaction, while content informativeness exerts a statistically significant positive in-
fluence on all three variables. Mediation analysis revealed that social presence affects
adoption intention indirectly via service satisfaction and also through sequential dual
mediation involving trust and satisfaction. The direct path from social presence to
adoption intention was not significant, underscoring the critical role of service sat-
isfaction in the adoption process. These results suggest that while interactivity
strengthens perceived social presence, it is ultimately trust and satisfaction shaped by
source credibility and content informativeness that drive adoption intention. The study
contributes to understanding of consumer psychological responses in digital retail en-
vironments and offers practical implications. Enhancing content quality and strength-
ening source appeal are essential strategies for boosting consumer adoption of live

commerce services.

Keywords: live commerce service(2FoJH FHmA AJH]A) social presence(Af8]2] &
Hzh, consumer trust(LXHJRF {IE), service satisfaction(AJH]A B,
S-O-R framework(S-O-R ©]Z)

I. Introduction

bxd ExdA o] H(digital transformation)] 71430 wet fzE 7dk &
=

gl , THI= YEO] gFHo] HAF S HIL lrt. o7t W} £
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A gto] 2. #m A(live commerce)= AA|ZF AEE]
(live streaming)¥} A XA} 7 2l (e-commerce)2] AT
Sl alAete] HHARl F2AEe 7Nt A
F2 Bifiches Az AAEAY LdE A2 g
th(Liu & Zhang, 2024). 2fo|H AHAE 7]Z£9]
BAAAN G FoA7 s, au)xe] A
BRAUGE AAATIE FaT AU wdE s
S5 9lch. AHAES ol Ania EREo|A
W AgAl AE R ohfel e 4¥AET
WYY AAES B ANZOR AES B
TP AR Y 4 RS SR AuE ws
TH(Wongkitrungrueng & Assarut, 2020).

Toln Avxe] Wy B4 F shiel AEve
o N7 £ VAL 2uIATL AE JRE 27
oz @AHL AL T 715S AgFoEA
o) 24 TolA A=A &S oERE A5}

A T slol22 ALE B 4114 e el
WA, ol W, A BE Aed s
89 204 FEaIs, dolsl, e, e,
£ 5 vkt BRES B9 P4siEn Qe 2ol
7ul20] el A& Bl et B2
HE 83 247020048 ofet ) 22 %
EAYEE sole Avia Ago] 430z Fofs)
2 5ick. 53, ol AAnlak 5 B
FMZAIE S0 Aol AMET
SHEEA AR 2R AE A o

lO =)

r

My H o

49 3ol o) 422 A7) ol e,
ot 7% AAARSE AEstE Y 84T X

%
)
L
>
>~
~ r_}l_l
°—-
Jki
0
fllo
ft
o

Ap5A ARz 1—%
Aof| FE3s}a S{lﬂ'(Wongkitrungrueng & Assarut,
2000). AFH A Aulaf Al EL B 94
o ol ol% W Anld SRS RS G we
2 8o, SRE ST 2A29 o] 47

42 1853 %tk Moorman, Deshpandé, and
Zaltman(1993)2 z}o]H AWA ZE Fl7o] AA]
o2 AV 7 £ET} HTHEE FIRFORA &

of

19

HZ} A1) P4l Fa3t 9T it shqlth E3,
Kim and Forsythe(2008)+= g}o]H AMAQ] A5 2E
Ho| 2v|Ae] BRI ol 7 FHEE ZSIE o
7]ofshtal B4 51T} Wongkitrungrueng and Assarut
(02002 AAZ AP B A0A 2 AR 7
ol 7} A A YL g, 2ol
B AuATt 4E A, AR 28, 7 248 5
Hoz 2T + Y= 4% VL AZVLT 3%
t}. Liu and Zhang(2024)2 gfo]E AHAZ} @ TE}kQ]
&30l HF A HAA] B3] £1350] o
He A} wElow Ykt ABA B2 4 U=

= Agste, AN AE BEAFT Aol g 4
SA-go] aulzte] A= A3 o) AYE FAFL

gzHo= FEsi

oY ol Anls BRES LAl G
3 AFS AA P 5 U B AT A2
dol, £ o] ALHAUE 245 AYFoR
W ES BRI EAe 28 FES FEHE Aol
E4olth, 28149 Q1AF - JHH BolE Gt
297 Yt HEHES A Sel, FFHow
Au| g3t o) B5o] FRHe JFS A

[Qlog #ggit,
2 A7 AP ATolHE ol Anae]
FEAgAgdol e AAd A F4& ol
Mste] 2uA B OJzo] RO FFE MALS 7
oo, g viiEn ofF WiEt v
s Uehde shlsto M Alsld ARzt £84
£ 73Z3}IHTH(Choi, 2021a). ©]o]Al Lo A Elo]B.
AW A HJHY EAY ZH=x EAJo| golH AH
& a8 xo] IFE vAE HAHoNA LA A
7h BAE A 75 B vl BSR4
ZX 07 AHZEJIATH(Choi, 2021b). o]HTE ALE
Floli AL} JUAT L 7ol S4B AT A
MARH S £3 484 UATE AR
gAY EUEE EolL, &H[AF A A W
Sotol ol SJ%, AYE o5, Avls 0|8 o5}
2o = WHio| JFL n|a= YL Aot
et £ A7) ARATE P V1E AT
F2 ZolE AMA Mu|A9 EA S digt
B4 FEate Aol o, avlat A 71AE
g9she ofe] W4 719 WAS SPHOR FHSRe

_>;

|

i

rlo
-

ll‘ !

S
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20 grolH AufAs Auls I olA dER=AEE Z1Aef et A

o &3t ZHo] Sl oo £ A= Mehrabian and
Russell(1974)9] S-O-R ZH Y-S Z-g5}o] glolB 7
2 FF0A AnjRte] Al AE(0)e] JIFE F
£ 44 AF(©)0] AR wrala, AlE 7147t
ZAstElo] £AZQ1 B5 vRER)CZ o]0z I}
oA thFolxl MEE9 A QTIAE Hot
AAH oz dgstaat gt Yozt 2 A7E B

ERE A ¢ Tz AFAT &
H|R kO] TA| 15 A AAska, AT v

=
g AgS $¥Yst o) ARZ QAo EE AE5}]
=
=

Il. Literature Review

1. S-O-R Framework

SOR oS BAH 9% A4 (stimulus)o] 79
9] W& Arelj(organism)ol] IF 511, 1 ATZ 3§
& WS (response)o] TAYsh= F25 Ash= 7lE
Z Eo|t}(Mehrabian & Russell, 1974). o] o|22 %}
7 A st A Edsto] Auzt Y5 Ao FH Y
SHA 8= glom, o= gAY 7] %
9 A AT, ATIE e, SFRYAR) @
THFAA(VR) 718E &7 3V 5 bRt MR HA
oA FasHA 8= Uk

S-O-R °|&% 7|Rto g tAE oA 4R
Qo4 west BES B o 27 22T 3
= 9+ % Cachero-Martinez and Vazquez-Casielles
2021y 222l FEH A SAoA AFEH= A2HE-
A NS84 A 5 ok 43 2slo] 74
A W32 wiAfste] 4HA 4 FEoE ofojAl=
AEE S5} Alanadoly and Salem(2022)% e-
AW FAA AF chSAFT AR Fo =7t
71A19) 78 go] ARG Fof 7o) BEL 21
Shtha 5+91.0H, Gao and Liang(2025)2 Al 7]8t 7}
i 39 Fo0] AFS)02 Hgetel Lulte] 29
A3 e AFE 2 S5 35S fEvt
o}l 3} T} You and Shin(2023)3} Tiutiu, Nemteanu,
Dabija, and Pelau(2025)2 tAd 7]& 7|¥t fj4 g
Bl oA AB|A Aol 4R AR EY, E7
=, U 5)2 A5k, AB|A FHo] AHRe| F

W olmoh AR ome] FHHOR ABUS AF

wAgoleT

Aoz HAsglct.
o)f =2 23 W W g buAE T
AQl, eole AEZT, 3D A|Z3
T E84E ol AEH Bl £
B3t of2] HA HhE-S TSk o] vhgo] A43
JEFL vl & Ui AS AAHeR
Fet 9k # AT HE S-O-R 0|22 X85
o] B AWML EHF A A= (S)0] xvlAe] A2 7|4
(05 B3t FAHA BF HR)CE ojojx|&
A P& AHEIA Gk

l’,;a
vk
&
o,
[>
o r

2, Live commerce service

Solnt AAL 7|20 e-An A} At
AR AAZE GA(real-time video) 7]¥H9] AT A8
A&ttt FolA FET Y tk(Liu & Zhang,
2024; Sun, Shao, Li, Guo, & Nie, 2019). T3t o]u]
A} HAE AR ALS Yol A7 AETE A1)
3 avjAe} BojArl AATEo R Agete] Zzkael
HEug 2nue 4 gtk o] Eo]th(Wang,
Li, Yan, & Li, 2024). 0|23t EAL go|H AHAZ
Tt -7 u] A7) o adn|Toje AR AR
gelol JAEY A9 BRBOR FANAT Utk
AH|ARe] AP A} ol FofulRt dFE vlA

2 % 9l

1) Platform-based characteristics

gholB AMAL] A4l £ 5 stuel Ao
84 (interactivity) 2 TX|d SANA AR} A|A
g 2+ AAIZE njEulo] o] fojX= HEE ou|gitt
(Fortin & Dholakia, 2005). fo]B. HAHA0AL AA]
7F A9, Q&A, SZEQ1 Rl AlF 59 750l 24
Stejo] Qlof AH|Ape} WA} 7ko] AZRt ARFUA
o]Ho] 7hssitt. o]t AT 482 AB[F}
9] A1=E P45t B A (flow experience)S
otz AT otH, HFH o= Fuf AR AlIZE
S ©=A]7]= © 7]odgti(Liu & Zhang, 2024).

ERL o|B AW AL 4T AEA 0] w2 E &
HIZ7E W7l AR AT 738k ol 4|
A7F 2891 Ao e o ekl A I FARSE 7
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de @ 4 UES s, AR B4 Aol Bt
SIS £ol= 81E 7} tH(Short, Williams, &
Christie, 1976; Yim, Chu, & Sauer, 2017). < IBM
H 1A (McConnon, 2024)°f W2H o]H #AHA9]
71&2 Aol Al 7|Ht AR, 7Y AA(VR) 71&3
YA 24 259 &1 49 99 Ao

I Qlek olEE WS 1Y wf TR A
A9 AAH HEr @
Agsp] wes 94 adlolet & & gt

2) Information source-based characteristics

ZholH Aol HHA AT AR AlF
NS kol Pl 2HS FANE Fo% aiw
Zrgsit), 71E oA = FJE A AFA(expertise),
A2 A(trustworthiness), 124 (attractiveness)©| AH]
Ao} Tl B} o] FFS mFIcka B 9f
th(Chavee & Vongurai, 2023; He & Jin, 2024; Lou &
Kim, 2019; Rungruangjit, 2022, Sun et al., 2019).

Ol < Sun et al.(2019)9] AFNA= AEZHY

AT ujg o] 7utst AA|7F AreEgo] AHE

ﬂa 2 A8lA 4oaest 357 W50l H%
S c}:'é‘ 2415121, Rungruangjit(2022)9] A9
He o] AEs} 2e5s 2ur) AEDH
9} 735t &#A15]A A (parasocial interaction)S FA
S, ol= AlF i AR ol SAHAL IF
2 vtk shgie A, AEeue) A4S A
S HHEL ORI S oA Lo
of weh g2 & Uk 53], WAAEFY] B, 2E
ejulo] A e AF 47 Pao] Aula
A Ao 583 8o 7 AL HKim & Heo,
2021). wEbA 2 AFofA= AEY 7N E4S &
Eduio] tjegn AEdoR ARstact

3tH, He and Jin(2024)2 ©|& A|AH] o]Z(du-
al-systems theory)< HIE O & glo|H AMHA FH
A WA o M) B4 B ARHS ol4d Az
Q1 amjzpe] A1z G4l Flolste, mege 2u%
_,] 71—24;(—] H}Q(q] :g_ ]’ %7-1%, 2?:]71—)_‘% 7\].;'1-
Sto FFAoE FHf ro] FFZ FohL si
- SHAIRE Al AEVE F83% fAAIES AL
SHe eholn Anrolq AEeuo] AEHL &
gHog ZAgopr|Et AE Al &&

ol

Hﬂ-ﬂ

21

Fob7] o] 2Eejvle) e a I 240
J5Age gaele] anlag AXH X Al
0T # ohet A4 ARAZY BYEE &
ar

1 71 R2Y 5 9

o H:1

J

F570

O

3) Content-based characteristics

gho]B AMAoA AFHE EH2E 7|E 28
QA £33 A= F23 242 Z-EJHK(Sun,
et al,, 2019). 7]& e-AHAAE HZQl o]u]x|9}
HAE F49 A AR AFHE W, goln A
Ao AL AAZE AAkah /\Hlx} wEy ARt 7
ZET AEEHE AEO] YL AASAY
A= AREYE Bl A6 BAE B, 5

AU = 5 sl 33T

:?L
i)
<
O
1o o R Y |z

_O|_li
=
)
fr &
=
)
[
o
ox
H

]2} At Qiao(2024)= HAZE AEZ| oA
AoE= 952 A H(dynamic 1nformat10n)7]- AH|RF
o) @YE oI, ol ) AAY SEE UE
A Lo

&2 ekl skt E, AAl=E, E'Jrolﬂ

AAnAE E8S o 7 AEE2 30%= 7S

22l 43 oiv] Ho 108 o} 2 AeE HilH

I =], ole AT & Sl AEAS A &
A3

E}(McKmsey & Company, 2021). 73.14'79_& E]'

O]E AMA AB]AA AT E= FH2E LLJ Al

WA do] AelAjete] 4H QA s

5 o 4B5Q Pue AZs] 7o 242

ST At BT 2ols A

2 A7ge] L B AESieh 2914 A A
q5ig 0T ts 258 A0 e 4 9

14

l—J L

|

)].

ZxsHe w0 2

N,

3. Psychological responses and adoption behavior

toward live commerce

Zoln. Ak 7)E AAGAY L E4HT 2
shel ZYE AN ARt HTAEE ToE &
QHo, o)F ) Ax Ao} S e wEd
&% AP ABUL. ol YA 253 24
Q HEde suate] BYEE Foln A% A
Feiste, FFAOR AH|A RHE ERE Aol g



2 Sole A Auls %

=g Aok aglow 8% 4 ok & Ao

AL dlo]lH AHAE AJH o}um ol AF3]A Al
AL A8]A9] QA H-AA A "S- £X5H= Ay
FR HIAE B4 —~ U ~ B5H 589 9

(e}
3 Aeg Bo AL S8IPE 2

1) Antecedent effects of social presence

A8 A A A7 (social presence)S TR E $-70f| A
Ao EAE ASHA sk AEA g9e=, &
o|H AmMAoA = AAZF FS LT AZHE Q4E
£ 4= ckShort et al., 1976). E3], AP}t A
F AT SZF Q1 uEe AnREe] IR A A
A YL 45, ol= AF S P4 F8
SF QQlog Z_]'—_g«‘cﬂ-q— A]—i]?ﬂ /éXH71-O] 7]-‘_5;}-9/\&
A= AR 9 EHET] A FolH, 4l
FE A AHlA £8 9T E o] HgkoZ
H-g-3tk(Short et al., 1976). E3F, Azgo] H&+5
A TF=(emotional satisfaction)°] S| & ™(Yim
et al, 2017), 0= AH|A THEEZ ojo] A&zl
1§ =& A3t
531, 44T QuASY 2 4B JIvE A
= 78 WAYZSE ZESHH(Kim,
2021; Wongkitrungrueng & Assarut, 2020), A}3]2& 4
A7ro] 7ohel BANAL AuiAiel gu4 7he] 3
A Eo) Friuct. B FAL A=), U, B
2 FA = (Hennig-Thurau, Gwinner, & Gremler,
2002), 0] & A AHA] WES wAlE P o
S5} 3HEZ oloL B4 WiE &gt Chen
and Liao(2022)= g}o]B AETH ZHAoA AAI7H
Semg, ARUE o4, 294 AY 5L ARAY
A8H AALE Folul, ol Aot B, AF W
ol elizoll §relat 4] JaE vIAR: AS
Stk 2, oln Avi2olA AHlE S A
P A4AA W2 mjE Av|RIe] FAZ
HRS-& feoke 8 AH84 9oz & 4 Qi

O

"/K 2213
= lo

2) Mediating effects of consumer trust and

service satisfaction

(1) Consumer trust and consumer responses
AH|Z} A F|(consumer trust)y= E% Z;Zo|y o

8ol Uehedeld FAe] B a7

wAgoleT

ll [ s B R R S i ) A

HEA dHE, AR E2AES FaAl]
Apo] A% W WEo] FA GAS uAL
9 9lo|t}(Mayer, Davis, & Schoorman, 1995). &3],
gtolE AMA Ao = FE HtYGT HAZE
BRG] B4 41F B0l HE F83% 84R
A28, o] AH|ZO Au|A £8& o T L1oj
g AHAE= A4 A3 HEE 7]5SHH(Doney
& Cannon, 1997). o]#3t AFE Av|A7E SHE 9
TjRtere] Jozg BAolM FEEH, ole A%
Al A FAT Agw =o] FFE "R
(Morgan & Hunt, 1994). I3t A Z|7} FAD4E 4
WAL Auls AgAe] uet 29e wrh 244
o= B, AHOo T} S5 L A2 oAt
3549 gL n)A

o

H

roR >~
e l->_Hl

A
=

I

M

(2) Service satisfaction and consumer responses
7t AA
7(:)1*81 7]-_,] ;q.o]é_ 11:17]-01__‘: 7%247(4 H]—QOE /\u]x].
9] MulA APF} o]F F=F vrS-S A= 29
3t 424 ®W4=otk(Oliver, 1980). 2to]H #AmX g
oA HE g, AR 3oAE, Ar|49
uq_,]xg ol A]Q/ﬂ E.o] /\u];q. u]-zo ZAAsI= FQ
Q9lo = 2835} (Anderson & Srinivasan, 2003), ©]
= ARlA 8 9 ) PO ¥ v
71-EYA] o]Z(expectation-disconfirmation theory:
ECT)ol| W=, 287} Aol Z7Idifid A &
Mol 4R At LAY olF 27T AP ¥
o] FAH, ot A% o]§ or U FF
7 a¥E olojAittal HiEA QIk(Spreng,
MacKenzie, & Olshavsky, 1996).

ZholE AmA g0 = AEH] HE, S
&5 AA7ZF gl Sof o3t FAA AYE AH|A}
o) 77 whgQl AuA UES AYSE FAT 84
= Z-gst, o3t o] vhEdss A7A] F
ez ddd & Sk

AH]Z} TH=(consumer satisfaction)<

(3) Mediating effects of trust and satisfaction

AH|R}; A9 AHA} S-S A2 DT BAE
goun AnAe 354 WL WL Fad
uj7] M58 Z23cH(Ha & Perks, 2005). A7t @
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b
=
>
rr
>
i)
[>
ox,

Ra )

Avi2olA AL ARUAIAY A, 24
o) g3t Apul, AT A, AEe Az 5
Aot 4EG WAk 2R 29102 48U, o
£ B9l &nAte ERETS A7IHR HAE A
514 ®th(Kang, Lu, Guo, & Li, 2021; Park & Shin,
2022; Zhang, 2023).

Liang and Turban(2011)2 A[S1A X L(FEA- A
2 A, A HA(AlF, T, =9), GARIE F4
(AE]A " AIAE FE)o] ABAHA o] 9ot A
< o]g ko Fofm|Rt = HIAIH, o] HFFofA
Ag|Q} wiEo] iz kg Sirial uFgch. Hossain
and Kim(2020)% 48 YEZ] AO]E(SNS)of|49]
AGAMA o] gAHE0] AB|A FART, J2ARE,
g F4)oll wet S ARE o=F F/d5hH, o]
B WET ARE Q= AIFE WiIE AEFAHA o]
€ o] FAZAR] FTFZ HFHH= HE AFHe=E
STk gfolH AmAo|A o] Ao agAol 14 F4
Zo] uX|= G E43 Yu, Byun, and You(2024)
o] AFollA = WS A7} o] BAA B0 Hj
7N A gtthe Aol FESITE wEbA gholBE A
HA ZAoA Aol ThE2 AHRRY] A
W2 Frshke A4 94 ajleg zAgsi, o
A wi7fE Sl AL a8 F ) O E 24
= 8% 9 & & Qlth

[
1o
flo 4o

3) Service acceptance intention

s g OJEL 2R B ANa 2
F9 7157 dlgE ISk o] & APTE| 0 & 0|§S
He= 48A A& 9Ju|slH(Dabholkar & Bagozzi,
2002), FHA|I AR 9 A6]R} P5 A4 HAA
Z&HLE ThRo]A gth(Pavlou, 2003; Venkatesh,
Morris, Davis, & Davis, 2003). £35] 7|& +8& 24
(TAM)Z} 53 7]& 48 ©]&(UTAUT) 59 o234
ES U R HAE SoflA] AB|REY] AfuA AHE
o] ArgEt. gholB AWA SHHoA AulA 5
& A= AARE A2 ARE, AR AARE, R Al
24 T odRt 8R1& 7IWte®E P4 = H(Chen,
Chen, & Chen, 2023), 7|& e-AHAL} & PRI
2EH O] A H J7F, AAZE ARUACIA, &

o4 a4 Fol 2uRte] BEet A4o] HHAQ o
S tjAE= A0 E YERGTHKim & Heo, 2021). ©]
3 TN AulA7E A Zeks Als, §848 of

Qin, Wang, & Luo, 2020).

E3), golu AvAddE Fre] A4, 28
20] BRA, ANZF EAgA0] £l AHE o)
etol Bl 48 o] A% vAL Buw 2
235} (Hwang, 2023; Park & Shin, 2022; Zhang,
2023), &BA7F EHEONA w2 ARIA AAEE A
LT AulL o]g E) FotHE AoR E
ZTHChen & Liao, 2022). o]2|3t Ag]%] Q&L ¢
=% A4 o] 9=E dol AH|A FHE B o]
€ orot: DI AW 7Y, 32 E

Q3 "SR 715350
. Methods

1. Research structure for empirical study

2 AT gloln AvAS AHuldo] J|u FH
AT 2 EY AY EREOR YL, S-OR
olgo] wet AZATE AR A (stimulus)
89108l BUEo JEAgH, PRUS WA
B4 B3, 2] FuAYL HYstgon, 3714
(organism)®] A12] ¥RGWSEE AFEIH AR, L]
AF A, AulA ES AAstith HESH R whE
(response) 4= AH| A & &g AHsto], M4
9] A3 A= HSSHAL SHATHFig. ).

AL A2 SPSS 25.02 E-83t I ARAS S50
A= F71A W 74 dFEe WA A0k,
Hayes®] Process Macro Model 62 #-8-5lo] A2 4t
WS 7o) &AH ABBAE Tejstel Aula
g oo o2t A2 WAHOE AZFAt 0

=

2 B9 Soln AmA 2ulzte] Hed HAUZY
Aul 58 ozo] e AL 94 e 4%
Hom w&sus stk

2. Research model and hypotheses for identifying
psychological mechanisms
= WA wAe AFE A7E el Alsly A
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Response (R)

‘\
Characteristics of live Psychological Behavior reaction
commerce services Mechanism toward
live commerce services
Step 1 SR R
Platform-based )
- Social presence
characteristics
|
- EE— i
Information ) fEries
source-based Consumer trust a(_:ctepti
characteristics Intention
——  E—
Content-based Service
characteristics satisfaction
.~ - )
. J . J . vy

Step 2

<Fig. 1> Research structure and steps

& BYNRSE Aot anl A MDY A2
TEM2)E <A vi7l WSE Sk o]F vl 13
2 4o ol Higo AkE Add A7m
@2 (Fig. 2)9F £t

Q7Are] Aegeio] W, A5 AR 4]
A} A2 ¥kgo] &Hby o g 2251 (Choi, 2021a), 4
HIA} AFs BiiE 27 oA A 2244 5
& 9 W5 $20) 79 7} 29102 713 Choi
2021b). ol AMAQ} AT TE AL S AL
AEH ARo] Az} BES Fo) Auls 58 o
o] = iRt e vEAoR HIHI St
(Hwang, 2023; Yu et al, 2024). Wongkitrungrueng
and Assarut(2020)2} Chen and Liao(2022)2] Aol 4]
£ 442 A7 69 Bold 2 7)Y $52 B9 A
HlA QE0R ojoA3, ol Bo B4 B4 45
§ho] PAETE e s o) vigow
£ ATolAt thedt 22 ATstae stk

X: Social presence

Y: Service acceptance intention
M1: Consumer trust H1

M2: Service satisfaction

M1: Consumer

trust - satisfaction

Hi. AH12 AL Aula Al=E o fsto] atol
B AL qus 58 guo] FHY IFL
o1& Aol

Ha. AFS)A AR A2 B2 d7fstel 2ol
B AL qus 58 guo] FHY IFL
o1& Aol

Ha AF18 AL 4wl Alle Al gisg
SR OR o|F vjAste] golm Aviz A
2 58 gmo] F(H) FFL uA Holth

3. Data collection and variable measurement

Ame 200 o AHAE Yo s Hong W
Noz +hHUL o]ES UXE dolgHeA
SNS &g} 21 £70f 9f«5iH, 2tolH AmMA
£ 48 9 9 ot ) Pee] ARE S8y
et HolH AT B HYe EEow Myt
AEZ 20209 99 AA FHE YA F7HA] AAH

H3 M2: Service

Service

Social Presence

acceptance
intention

<Fig. 2> Conceptual resecarch model for the sequential mediation model
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Rom, F 3507 F B4 SH 13RE ALt 337
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A A R0l Qe SEA 10382 T =4 o
oz AAstAt. AEX = ATBAEE B4, 4
AF 4l BT, ZolB AmA ol FE & /g A
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et E FES F SHEotES shlh #Y Al
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7R FEER FEEHNeH, Be Hes 53
E A1 A9 29A ¥, 50 vle IHth=
Huck. 7 wWao] Fo] 9 A= (Table 1)7} Zth
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4. Respondent characteristics

SHAY AFEATE EA4S 24T A, Pt
AHZ 21440, dishy v]&o] A9 88.3%=
UEbgTh 2tolE AMAS AT & AA| F] F9
of Akl FHT WA= F 25w, MA £4
dAF 712(1037) ol e 24.27%%ch A
T8 o]got= £ AES AuEY, xRl g

<Table 1> Construction of survey questionnaire
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o] o]§ 5717t A8F HH ol 57
EE 571 522 A&
F UFZ AN APATE AR5 (Kim, 2021;
Wongkitrungrueng & Assarut, 2020), 20t AH|A=
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Variables NO' of Source
1tems
Interactivity on Live S . .
. 4 5-point likert Song & Zinkhan (2008), Chen & Liao (2022)
Streaming
. S InformatlonIS(.)urce 4 5-point likert Wongkitrungrueng & Assarut (2020), Kim &
(stimulus) Characteristics Heo (2021), Wen & Lee (2020)
. Cont?nts 4 5-point likert Sun, et al. (2019)
informativeness
Social presence 4 5-point likert Short et al. (1976), Gefen & Straub (2004)
(¢} L
(organism) Consumer trust 3 S-point likert Mayer et al. (1995)
Service satisfaction 3 S-point likert Oliver (1980), Chen, Chen, & Chen (2023)
R Service adoption 4 | S-point likert Venkatesh et al. (2003), Pavlou (2003)
(response) intention
Fashion product 5-point likert/
Consumer consumption behavior, 10 nominal scale/ | Goldsmith & Hofacker (1991), Kim (2021), Choi
characteristics | Live commerce usage open-ended (2021a), Developed by the researcher
patterns Questions
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IV. Research Findings and Discussion

1. Impact of live commerce service characteristics
on consumer psychological variables

Sola A Aula S43 26t el W
T WS et A 9184 it 7}
S8 BYL o @9log 23u9lon], BE g9l
o RAFFLL 7121 0.70 oFO.E ekt
AF % BEAo| A% Cronbach’s 27} .808~.9360%, &
2ol vy Azl Aol gelssict Al
RS FEURE T PARANAE golu AE
9] A5 AEA(4-0.357, =4.713, p<.001)1} ZEl
2 HHA(£=0.534, =6.574, p<.001)0] A}S|Z ZA|7¢
of Folult F(He] dFS A= A= YETh
W, JEYA B2 ARA EAIO] foltt 9%
A7 = Al g SRIFHIT 2 AR 4
Q(RZ)TO_— 0.5460]™, F=40.008(p<.001)% e} AL
o] AEstA dES HolEth

A2HZ} AFE FHHUSE T FFRYAE F
B EX(4=0.524, =6.177, p<.001)3} ZE= HH
A(£=0.218, 1=2.596, p<.05)°] {-2Ju|gt H(+)Q] J3F
2w Ao BAHt Tet golu AEY
9| Juatg el gt anla A=) i FFe
oot e oz vehteh 2 sl AR 4
F(R)L 0.5130]H, FEES 35.093(p<.001)Z S-2]3t
Ao Uergrt.

r
rE

ol lo

1

FEIFNA Uert=AEE 714 et AT

wAgoleT

Rl BES EEUsE 44T SHR0| AL
HHY EA(£=0.323, =3.781, p<.001)7} ZEl=x 3
HAJ(£=0.432, =5.096, p<.001)0] AH]A WEo] &
og Hhe] FFS mAE ACE Ueniet ur
W, golu AEelye] 45AgHe fo5t dee
ux A oHe Ao EAEQT & s7ngo] 4
ARYS 0506017, WHO OIS F=34.146
(p<00D)Z A= et

Sholu AmAo] ABAEH, ARY B4, 2=
PERS SYUSR, ALH A4, AEK AlE,
Huls ES Fawsn 443 PHRY A

0.

2 HXE Ao teRdth. ol AB AYRtol4
gk

o d2]Ql]l go]H AL AEZH | ALY F

g gl WYt AAZ U2 S A EHE 26
FE7F &nRp A 71A) dA dEEs RoE
olo] ®lg} 7legd SAdol 7191t StolH AEHY
o] e84 tE myolet e M F3
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>
)
[
=2
Iy
=2
ol
oX,
)
ro,
)
i
=)
N
=
T__;i
[N Ok pEL % po 2 oX

49 QJeFE A3, An|A Ao AH|A g
EAR0E RosA P R0 Usht ERE 7|
& E4nc 2U2 48 Weat 4R 540 d F

<Table 2> Effect of live commerce service characteristics on consumer psychological variables

Dependent variable | Independent variable Vs t P F-value R
Interactivity on live streaming 0.357 4713 .000

Social -
Information source characteristics —0.019 —0.236 814 40.008 .546

presence

Contents informativeness

0.534 6.574™"| .000

Interactivity on live streaming 0.100 1.274 0.206
Consumer trust Information source characteristics 0.524 6.177""| 0.000 35.093™" 513
Contents informativeness 0.218 2.596" 0.011
Interactivity on live streaming 0.098 1.240 0.218
Service . . . .
) . Information source characteristics 0.323 3.781 0.000 34.146 .506
satisfaction
Contents informativeness 0.432 5.096""| 0.000

Hxk

p<.01, ""p<.001
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)
[N

7 gkel AEREe] AP A(Choi, 2021b)2F A|ZHE
AP} AR F g 9t JRE B4
TAaAFA 28R AFE o]y EQHE ko I
Aoz f oo FFAQ JFE wFIthaL A4
St Lu, Fan, and Zhou(2016)3} Zhang et al.(2020)9]
AT 23E AAE & dEe ZA7E "ok B3 He
and Jin(2024)7} Sun et al.(2019)0] AZFAH o7
SF vie} Zo] AE W] ARG wig ol 7]utst
AEPH EAL 4H|R} A8 ofy et A whS
Ql AB|A gHSo]] JF2 WAL SR LHR}
T FsoI7HAl dFE uE 5 Aok
S, golB AMA SHE O] AZE EA4o] A&
o]l-§ 9kof mX = FFol #:Zt Han, Lee, and Jo
(2023)9] Ao = EHE Aol 14 A= F
A QTS AL ARE Wil E 1A o] FF
< 9olHA FHlx FA3 ddzto] F71A AREA
o] uj-¢- F 2392 AAS5kATE. Wongkitrungrueng
and Assarut(2020)2] J{AE o2 AEFY 3t
AoIMe) WA 8ol ¥R AlE T2 B
dlAote] B B4 FAT AT BT Wl
PEEEEPCEREREET REPEEMEE
A1 B0 ol A VA ok A0 1
B 3 A7 ATk T Aol REE P 4
Stk S, Tholn A AsAoH R 4

27} 203 o) SJo] AL AL A
2 F9E%t Liu and Zhang(2024)2 AH|AR-AE
2ol £|A-BRE, A0l G e S
vlAste) N 7L B AuA A0 3
HY GG % 5 USE AN Uck. E ATA)
ARAT(Chol, 2021004 T slo} o] A5
SEHL A AATS WA 404 e W
o 2 BFE E 5 YoM, A4 I} Feteie
T 383 3 909 1S 2.7t Qo whEkA
foln A AL w4l wo) Aol ofjst, 214
Mgl AZI% 2 A2 B4 Pr14el 1A B
& o ETR 487 4 Utk olol T
o o3 BANAE 484 Al WS B4 A1)
A, 4R A, AEA W e 238 o
AR HY55to] AH|A & o] o2+ 4 7]
AE Process Macro Model 62 &3] £435}%th

OiN ol

e}
o=

4
3|
&

2. Psychological mechanisms in the acceptance

process of live commerce services

1) Validity and reliability of measurement
instrument

aH] A HAUSS A5k | A=y
EldA 242 918 IBM SPSS 25.037F AMOS 22.0&
o] &3] Q1A QQIEA(CFA)YS $35l9ion, 11 2
THe (Table 3)3} 2t} BA 23} 23 EAHoE
BOJ51A] QQEATH(+#=89.930, df=71, p=.064), Hair,

<Table 3> Measurements’ reliability and results of the confirmatory factor analysis (n=103)
Factor Cronbach’s
Construct Items . t AVE | CR
loading @
I felt as if I was actually experiencing products and serv- 654
ices through live streaming commerce. '
I was able to know vividly without actually seeing the
products introduced in the live streaming commerce .831 7.063
Social | broadcast.
- - - .851 598 | .855
presence | I was able to shop as meticulously as offline shopping 753 6.540
through content provided by live streaming commerce. ' '
I was able to get as specific and detailed product in-
formation as offline purchase through live streaming .841 7.130
commerce broadcast.

- 313 -



28 Zolz Arja Auls 8N UEH=AEA 7R Bet A BAg 5T
<Table 3> continued (n=103)
I feel trust in the services provided by live streaming 048
commerce. '
Consumer | I was able to have confidence in live streaming com-
907 16.116 936 833 | 937
trust merce overall.
I thought transactions through live streaming commerce
. .881 14.855
were reliable.
I am generally positive about shopping for fashion prod- 610
ucts through live streaming services. '
Service |1 am in favor of shopping for fashion products through
. . . . . 959 17.502 935 .834 | 938
satisfaction | live streaming services.
I am satisfied buying fashion products through live
) . .869 13.454
streaming services.
I want to purchase using the live commerce streaming 041
commerce service again next time. '
I will actively introduce the advantages of live commerce
. streaming commerce service for shopping of fashion .803 11.422
Service
products to others.
acceptance - - - - .885 .664 | .886
. . I would consider using a live streaming commerce serv-
intention | . . .835 12.451
ice when purchasing fashion items.
I am willing to watch a live streaming commerce service
for shopping for fashion products even if I don’t neces- .654 1947
sarily buy them.

Black, Babin, Anderson, & Tatham(2006)°] AJA|3+ &L zIstd o, FAA/NY AFE(CR)= .855~.938%
d AYE J1E F BE 5o 2PUS ol WS LU 12 FE9
&2 GFI>.90, RMSEA<.08 & 7|&0 % HYUET A4 BAEZA4(AVE)E 598~.8330.2 UE} =3
£ &9Ist A3}, GFI=.902, RMSEA=.051, CFI=.985, EldAlo] &REQ o, ZF A H42] AVE Fol] ¥
TLI=.981, NFI=.933, IFI=985% W% 53t =50 I 7F ATAS A FET A wE g E35E T
= Yey 47 EE0] sEEE 7IeS S5t Z5FAtH(Table 4). o3 A= & AFoIA ARE
V2 AT 5 A HA B 452 AT H &4 Tt ol84 4 S AEA A WD
Cronbach’s 2= 851~.936 RI9|= LT 7|EA(0.7) sho, M 2F ST BAS A5aL 22 AA
<Table 4> AVE and squared correlation matrix of latent constructs
Construct Social presence Consumer trust Service satisfaction Servi?e ac?eptance
intention
Social presence .598*
Consumer trust 336° .833
Service satisfaction 398 .543 .834
Service acceptance intention .359 428 .634 .664

* AVE for constructs are displayed on the diagonal.

® Numbers below the diagonal are squared correlation
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g},

2) The result of verifying the significance of
individual pathways

Zho|B A A oA 4H|R} PF
AEd fAYUYSES EH45H7] Y8 Process Macro
Model 62 H83to] AL8|2 Ajgo] Hu|2 2§ o
Lo o]2& titA FEo] NEAZ et Fo4
£ AESIAY. FEAE T (bootstrapping) B0
& 50003 ¥HE &3 AP 4 doe o2
(Table 5y} Zth.

ARSI AR AB|AF A1E](4-0.357, p<.001) H
H‘ﬂi (40312, p<.001)°] IRt H(H)9] IF
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o S ol s} ) e
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MEP E A A AuA (50382,
p<001)0f o3t FFS WA= Ao R YEhgon,
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Ar_&n\'m

ziklgs bl
St Park

HbE, ARS]A dAjgdo] AuHlA g oo AH
e YT 2HAF AF7E AH|A 8 Qo] v]
© T2 FAHLE [l okt AR A
& o] AHl A 8 2 (4-0.616, p<.001)°l| 7
S FFe FH, L8R e AH|A v I
e e 1T o AR AR AlE9 B
Sl AR MEA 2§ oo ¥ vE

I
A
I
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& glege AR,

3) Mediating effects of consumer trust and
service satisfaction

NEHES] Folid= ERIgh & glo]H A A ?Pa‘
oA o]FofA|= AHRIY] AE] A HhE Hap(AHR]A] A
A, AHRF AL, AElA RS E)7E Au)s 8 ok
2 7hs ARIA miziadtel digt fode A5
ok ABIE A - iRt AR - Al 9
Al 8 elmre] 2 Aol dat FEAEY 7]
W oladS 3T A%, e B ANE w2
SIATHAIZESE 95%, bootstrapping=5,000). Z+ T 7
e ozt Ao fold A& Anet ojof mE
AF7HEO] A8 o Fi= (Table 6)°f A|AI5HATt.

AP A AR Zo] AHAF AlEE T i 7ske] A
2 g o] mXE Ao et b HIS
95% A= 7bo]42] 7Hg Aol Bt Clconfidence
interval) ZFo] LLCI=-0.064, ULCI=0.201& A7k

o 0 Eetol 20| ool WS got o
TAGE 77k gde. v, AFElE ARzl Aula
RS Y ofete} Al 8 olEe] w7
2o it 7Hd H2%& 95% AlZ|F-70ol|l Al CIgte] .07~
3698 05 EASHA| ot F22| Fol/do] ERI= 3
o mi e 452 S5 AR Aus whEo] ofgt
Uo7 AEY effect size= 0.192% LEFGTE ALS]
2 AAgo] £&8A AZMDE MElL THEM2)E
EAH o sl A2 58 olzof vAE of
%= wj7jaztof| tist 7144 H3%X Cl(confidence inter-
val) ZFo] LLCI=0.124, ULCI=0.305% 95% &A1= L7}

J

<Table 5> The result of verifying the significance of individual pathways

Path B se t P LLCI ULCI
Social presence — Consumer trust 0.567 | 0.079 7.198™" | 000 | 0.411 0.724
Social presence — Service satisfaction 0312 | 0.078 4.003™ | .000 | 0.158 0.467
Consumer trust — Service satisfaction 0.582 | 0.08 728677 | .000 | 0424 | 0.74
Social presence — Service acceptance intention 0.138 0.078 1.784 .078 | —0.016 0.292
Consumer trust — Service acceptance intention 0.114 0.091 1.251 214 | —0.067 0.295
Service satisfaction — Service acceptance intention 0.616 0.092 6.696" | .000 0.433 0.798

*x

*p<.001
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FEIFNA Uert=AEE 714 et AT

wAgoleT

<Table 6> The result of the dual mediating effect model analysis

H Indirect effect

95% Confidence

Effect | Boot interval
i Result
s1ze SE Boot Boot
LLCI ULCI

Social presence — Consumer trust — Service acceptance

H1 |. . 0.065 | 0.067 | -0.064 0.201 Reject
intention

m .Somall presence — Service satisfaction Service acceptance 0.192 | 0075 0.07 0369 Accept
intention

3 Social presence — Consumer trust — Service satisfaction — 0203 | 0.046 0.124 0305 Accept

Service acceptance intention

Total

0.444 | 0.104 0.243 0.651

oA 0= Z3FotA] gkl o] HEY [-o/go] g4l
Eo] A7HEdZ sttt olF wivl F=9] 1HH
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M1: Consumer
trust

Ea = =
Zursjojofg B% ¥H3-g Btk R ol 7
M2 8IPglA AE wEe] F2% e
o= Ag3the AL AL ol Aula Al
3t o] ool d uf AHlA 48 JER AZH
tHe Yu et al(2024)9] R FIE wheA]
ARSI AAZRE A4 G whgol AW G o
7| Bk, AHo W5 AR AR B 4
B3hs Ae) WeEA B de Wssrt Agd
o, A2 HEL aholH Aua Aul 48y
A AF)E A Al AE G4 ol % treht
A AR, FF e Bedos)y] PaAe
SEA FEHolof S F2% AT WloR A8

M2: Service
satisfaction

E9E BHOIA 20T Auls Bl

616

Service

Social Presence

* p=.078 ,"'p<.001

acceptance
intention

<Fig. 3> The dual mediating effect model of live commerce acceptance
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i
V. Conclusion and Implication
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