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The Effects of Characteristics of Live Commerce on Consumer Attachment Formation
and Behavior Intention
- A Socio-technical Systems Perspective -

Yerin Cha, Hyejeong Kim and Minjung Park'
Dept. of Fashion Industry, Ewha Womans University; Seoul, Korea

Abstract: This study examined the impact of the social features (identification, interaction, information value) and tech-
nical features (visibility affordance, metavoicing affordance, social connecting affordance) in live commerce on consumers’
attachment, which in turn affects consumers’ continued intent to watch live commerce and intent to purchase from the
platform. Consumers’ attachment was represented by emotional attachment to the live shopping streamer and functional
dependence on live commerce. Furthermore, this study investigated the effect of attachment on continuous watching
intention and purchase intention. Using a web-based survey and consumers in their 20s and 30s (average age: 30.32) as
a sample, this study collected 274 usable responses. The results showed that among the live commerce social system con-
structs, identification and interaction positively affected emotional attachment to the live commerce streamer. Among the
live commerce technical system constructs, visibility affordance and social connecting affordance positively influenced
functional dependence on live commerce. Both emotional attachment to the live streamer and functional dependence on
live commerce were positively related to a continued intent to watch, which influenced the intent to purchase. This study
empirically investigated live commerce based on the socio-technical systems framework and confirmed that both social
and technical factors have a significant effect on consumers. This study also identified the impact of live commerce on
consumers’ attitudes through attachment theory. In addition, it has proved the antecedents and effect of continuous watch-
ing of live commerce on purchase behavior by focusing on continuous watching intention where less attention was paid
in live commerce research.

Key words: live commerce (B}°]H. #™22), socio-technical systems (A18]-71& A]|2=®)), IT affordance (IT 5-F54),
attachment ()2}, continuous watching intention (A& A% 2]=)

1.M 2 &85t e-# ™ (e-commerce)dll ZHo|E ~ETHW 75S HE
AZL A2 Fee] &8 AW2o|tH(Cai et al, 2018; Sun

BHld 7)7] 2 5@ ARlzd] ol&tt HE AMRES] A et al, 2019). 2fo|H AmEes 7]E] &4 AT} Zhe
4 o] AR U9ERE Aty Ao R s At & As BT F e EAES 7RIt 4 71E9 &4 74”1
H|zke} A A 02 sk ¥ AF B AHIEE AT F 2 gl 2]l &3 AgelMs ARl 28 ST AE
UE JHE &9 ik vt FTIsHAA 2ho]E Amx o gk ARE AGT 4 UJE Ao dhe)] go|H Amie

R
(ive commerce)s EIE wPAY Yol F5E 3 TG AN FE $A GFE U A sk A 2
H 3L AthPark, 2020). ZolH AmZ= 7]E0] 24 ol oF & AL A AR 7 A9 Al =ik
S = A A= 3T
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o] APAR] ATl EVFsdE #A 28Rl e ¢
gho|B AnAs AHRF A"E FE S shd
W A AAZC R 'S FEo2H ARt
WNANA grEshe Mu|AE AlFd = glon, o AH[A}
o] HFAQ o Yol v U= FEFS & 5 AUK(Chen
et al, 2017; Zhou et al, 2018). ©]9} 7+ &
glol2 Amies 5] A {50 HEE AU a3E &
3k = A= Bslar olel tigh =] AE ofA7t
2] Rl Aot mEkA 2 Ats A uiAlE EofellA
gho|B AT} SH|AA] v e G el AR}
gt
glo|H Am2e]] HAeE o) & A= glolE AmXE
°]-§3h= &71(Cai & Wohn, 2019) ¥ A ZtEl 7FX|(Cai et
al., 2018; Wongkitrungrueng & Assarut, 2018)°l FZF = of
Tt )¢} AAale] Park and Lin(2020)yS o] glolH Wb

l

% YAE dA= 4F(Wanghong)Z 2ol vk ZAdl=7}
AEI zhs A3 o] AnRlel|A v Gkl sl AR

32

T}, T3 Sun et al2019)= gholE. An|ze] 7]&d EXo
AHRA] mXE FE tigh A7E St oo 2 A
T BfolE Auzofx] glo]B wlig XIgRje}l ARGAL 7k
37 FAGL golB Am2e] 7EH EHo] BT AH|Re] 3
T ozol folgk JEFS vE o= Aty F FHS
A AR 98] ARSl7le AEREE BHS EYste] gl
B Aw 20 EA4S #AsET e #E A9 A5 (Wan
et al, 2017)E HIRORE go|H FAw2o] AlE|-7]& AlXFo]
2] ot FAJoll mAE FFE AR T
g 7180 A9 AT gelE AWAE Fa FAE &
H|Z} 27t Anjate] E ool nX|= @kl i) it
Fo o]=vhS A E QFTH(Chen et al, 2019; Hou et al.,
2020; Park & Lin, 2020; Sun et al, 2019). 221} o]HE
7w 2] 2ol Qo] HuiAELe A oR ZolH HES
=1
7

>

oo o >

A&H o2 AHsHE AR o] Rk FAd AWt
Atk vl FHE AIZFet JaEE AFAY 5 A%
o] &S AREA A AT AFe] &7t 7FsSHEE (Lee, 2017)
gho|B g X|&A 02 Al shs A o] EANE o 2}
o|B Avze ZFE /M Aolt) weA B dtE gelB
AWEE A SRs AHRR ofFto] A& Al SuE AX T
n] oze mXs IS FEAsle] anrle] PF = HFE
TFAglslzl gt olHs AT AHE njEe R go]E A
2 HE AT A el golB ANLE Eget a4y
9 vHAY AR AAstA}d di)

2. 0|EX HiZd ¥ JHd 43
21 AtEl71E Alag

A1\ Aol MR AL Agst 7l d912
o= M oleld 7143t AR WEU2E sk %

Aol MZoNA kS vxIth(Pasmore et al., 1982). 29|
E4% A 2"S ofslalar AEhs H oAl 7]&E S
Ag 9 ATe Bol o)FojA, & 2 A ek oluE}
T 71ES AR Al AT 28-S A ATE Za
o] A71=|ATHShin & Choi, 2015). 24 H|t]ol= AR3]-7]
A AR FAFolHY & F O™ (Wang et al., 2013) &
A ult]o] ZgellA ARgARe] Fho] B el thal] AlE]Tle Al
25A EA8 EEr A7} 578t (Chai & Kim, 20125
Durkin et al, 2015; Wang et al, 2013). oJol] & A= &4
Ht]jolE 7INie R Bl gho]B Amr) AH|Rle] dlE o%
of &g mAIE 88l Bl AlEl7le AlSFER #H ]
Aol Adsie] o)5 Aol Fgstax}l gt
AR8l-71% ARl ARSIE Al2"e EE, 71, 7]ed)
o] Algat 259 &4 7he] IAlY 23L& 9 Jideltt
(Bostrom & Heinen, 1977). & A= ho|E #An 9] 213
A AlzEl a9l tigte] A mtjo]e] ALS]A AlZELS A
3 A3 A (Wan et al, 2017)2 vlEog FUA|, 435 2
&, 22| HH 7EE AEsI. FY A (identification)y= A
7] A7 BR Qe S22 v iR 7k E40] Ak A
o digt AAA HrkE <tk (Brown et al, 2005; Ng,
2015; Wan et al, 2017). A3] Aol w2m go|H »Eg
9 Aulze o2 kg gzt EARE HollA tE &
A mgoie} z2to)Fe 7EH(Smith et al, 2013), Efo]E 2
EY ZRES S W ARt 5IA7F FEHAA
el & AthHu et al, 2017). & Z&(interactionyS 24~
4 o] oA Algxlel ez A=zt zhs BAEA o
59 oxf Aol 2HE 9 JHFolth(Wan et al, 2017).
2lo] B Au| oA glolB W& Kgxje} AP A= Al 716k
A" 7158 B3l diglel] fedsiar oaf &A% Urk(Hu
et al, 2017). "pX|9to.2 AW 7}X](information valuey= 413}
AF-(Wan et al, 2017)5 BIHCZ AKX 7HXE golH Ay
29| glolB Wk s 53l A= A2, AP AH| 20
gk ARl Ao Aot AH|RlEe] 71Ee] 28
2l g3} vlwsle] glolB AMEE MEske FH olf Fol
= AR A EA BAE 2 R diE] ge|B
AgaplA o B RS 978 F Qvke EAo] =7 #
§-5P(Cai & Wohn, 2019), ©]& Zo]2
o i3l Sw3] A8l Y JHE AT
AR 7IXE FH3l= Zlo] Fadiths AL ov|gitt.
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o] MES EAEIAEE 280l A Am2Ade) 1T 554
2 V1A S Sl uitel AnelA Al ) 2| e
991 PF2] 7FsAo®E AoEtHDong et al, 2016). ¥ AT
golH Amze] 7|&d S 2HS 9F IT P5Hc
e AR APAT(Sun et al, 20193 vlEOE FIAA Y
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THEA, vlEtEo| 2 PFREA, AEA AE AT HES
7led A= ajlom QY. 7MA AEFEA
(visibility affordance)e AH|RIA] JEFS A|ZH o T A|AE
F JE 7FsAS 9tk (Dong et al., 2016). Zto]E w2
o] 739 W A= 2ol B WS Bl AlAECA 3E
o] ARG WS AR AES Bl A HAAE S
2 7R dshieAdol SRy FUEew 5 4 gl
(Lu et al, 2018; Wongkitrungrueng & Assarut, 2018). HE}
Hol2 Y 5-f =4 (metavoicing affordancey> AH|A7} AFE
A Adlze} FujtelA SHE F U= R Ao
tDong & Wang, 2018; Dong et al, 2016; Sun et al, 2019).
ol go|B Am2e] SAolx dEol thsl o7t e 4]
Pt A8 715 2 AXEE FE gtelE W XIgRtelA
A gAor AE-S sk ool sl W gt igshe &
4S &3l 7ol He 2S IRI¥  Urh(Fang et al, 2018;
Hamilton et al., 2014; Hu et al, 2017). "IX|Eo2 A}3]
A A4 5= (social connecting afford-ance)S I =}<k
MR} 7k 22 Aol H3 WEA FPE F A= 7Fs
d& ouldth(Dong & Wang, 2018). o|&13t A[5]E 1AL
gho|B Am 2 gl At 2Mdg MY 52 Fofs
7% 5o wrgel i3l golB W APt SEsh oAt
AEste S B9 olFRh

2.2. Ot} 2joje HMA

ofztolgt EA% tiidel] tigh /1] A Rl AAe] A
=& 9Ju|$(Thomson, 2006). 7HR10] 738t of2hs ZHA] =
, o1& Ba FAE A fd A= el gk A7,
A3} dFel M) TP (Mugge et al, 2010). °]=
e =8 23AS AEEe S JIAEAAA
FAE stele oA Zo] A3t 5715 9 @54 dHR
o]o] X thAron et al, 2004; Feeney & Noller, 1996; Park et
al, 2010a). WhA ST ol sl Ak oS zk= At
22 gdelAl FAH o= Fsie tidEke] e S
Asl7] $J8] =& Ao|th(Fedorikhin et al, 2008). "}AIE
AT FofellA] oo /g Ba=e) Amz) ko] A oA
Uehhks 27474 ol ZH(Wan et al., 2017)%1 2= o ZH(brand
attachment)© 24| 2xM|2} 7HQ1} BAE7E AdE A=g ojv]
sh Amzke] | 9 AERE =E HE3P] 9% de=E
-8-¥t}(Japutra et al, 2014). oJo] & A= FolB A
£ olg3hs MRk AF o=E AT fl8l oidke T
Zog HuHgkon, ofzhs A glolH Wi Xzt ht
787 o &3t glolH Aol gk 754 TSR BRI}
ATt

A ZofellA] AHIAE =7)= ofFhe Afoll ik of 3t
(attachment to possessions)(Dwayne Ball & Tasaki, 1992),
A4 ol ZH(place attachment)(Yuksel et al., 2010), A& N2t
(product attachment)(Thomson, 2006), H# = o} Z(brand

N B K
i

N

= 4

attachment)(Park et al, 2010a) = 57 <IA} o Z(celebrity
attachment)(Wong & Lai, 2015)2} o] 1 t’do] thdshA
=

EANgIT), gfolH Av|2e] A9 F Sk AZFAX (influencer)

1} Aefol ek opje} QIAEsl S Uuel oA eholu
% AWARN 2AT F drke 5L 2tk Hebd ol
3 QA o2}

H g ezl gk A ofZke] A
of XA L gfolH wE YPAE shte] HAl=gn] oA
HP= oz gl 2 Q] of e tsfjof gt whet
Al B AT golB

H s A8zl vigh iQle] A fdl dAle] Aeg
&t THWan et al, 2017). %2 o] iz Ha A+
(Carlson et al, 2008; Tuskej et al, 2013; Warrington & Shim,
2000)°ll w=r, 7HQle] Zh= Ao} olm|x|9} e o]m]x]7}
AAE FEol Brial A4EsE iRl 24 sl o #4
= 2 = AEERl ofzs IS Er olEdt FYA
2 B3 AN Aol B AN AAS BelE Uk
ddrs Bk A g4 ciFte] A ThBelk, 1988;
Wallendorf & Arnould, 1988). T3 71912 A2l oo} &
A8l 7ot aE|I mEe] Aeols FHAHORE RS F e
el tiated A1 oh2hs 7EA =H (Markus & Nurius,
1986) ol= o] B3 28 Aol Aokl F3S Fal
Y EHDwayne Ball & Tasaki, 1992). TlEo] Au|x} P&
AT Eopell] HAl=el] theh 784 of2h2 dF 52 Al
o tigt AFAFS 7o 2 FAJEth(Dwayne Ball & Tasaki,
1992). ol golE 7Am2e] ool 2§PE off golH W
P27t Adsls JRAAM A2de A4 49 gol2 W
& AP didell e ofzte® olold 5= S <fne
o ol& 8l 2 A= et 2ol 7HE AAskinh

4
o
=
ok

ol o
el
ool

i

HI. 2fo]2 Anjxe] ALEH A|2H (0. BDA] b A5 2
£ ¢ AR 7S gholB wk eAjel| tigk 79 ozt
AHH R o3 BAS zhet)

ARBAE 2= ofF e BN S 754 &L JF-E TSt
=t oA i e A &S AR Sl AME A
JoltiMorris & Steers, 1980). 4% 2] ©]2 (interdependence
theory)ell =™, o]2fgt o]&L tid 7+e] AA} 5 oA
HHERE AAshe 523 8910z 2HgdtkKelley &
Thibaut, 1978). 48 wtje]e] 75 &8 wirjolo] ek o&
o] & 4 W& AMESl] FFFor aFHRA] &
= F7HRI 4FF FdAY o B2 AR 48wt
oA Blle A} 22 g5 F9 daFes & vty
o o5& FE= HEZ YEld AHolth(Johnson & Rapp,
2010). 7154 & AR JiE e =74 fole 48 UE
A= FHe ¢ FREN TS T H8) gk BE
A7 A2 9 S Sty wikshe HA AN P =

2 oW 3h(Lin, 2007; Zhong et al., 2012). =72 fth

=

S

i o
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:[L}‘é% o=z —5—]—0:1% ].Oc}fﬂ— XJHO]] _g.gx'l o] I §_3r,].x4 oz ;(4.1
g ¢ JEE FEITHBurt, 2004; Wu, 2013). B AFE o]
23 =72 o] JiES Al adete] glo]H Amo|
g 7153 o] glo|B Amze] 7| AlAE 9T 3F
AT zhs IAIE AR TR} ST A3 A7 (Leonardi,
2014; Leonardi, 2015; Leonardi et al., 2013)°] wW=W 7]

U 44 w|tjo]el ESM(Enterprise social media)®] 7FA]Ad-S
AR e ske BRE el A2l ARE Algete]
31 P9l sl Bk A ol Olti fresh ol
3 7IAA BB G EAS AEs AR AFTS B =4 &
S 723N ZItKChen et al., 2020). E73 1S 73leh=
T OE 8RR = AR8AMEC] AzbelE A7 (association)”}
Jdom ol A F I/HHE EFET & AtH(Treem &
Leonardi, 2012). A HAZ 791z} A= 7+o] AR, ol&
o] FAm2 o] mEfHol A B AAste] olaE
T 3tk golH Amze] oA anAE el tigh &

o] Alaks AYog F7|AL oo sl 2ol Hky xRt
el FAE B8 AFE 9 glo]H vk Al =9} AAlo)
Aol S BT = Utk(Fang et al, 2018). F HA
T T olde] AR 7ol AR, olH Am oA ol
& XePApeke] AA7ke R AFalH lolH Hig Zlegzte}
H|ZF 7ol AAE Aztehe A4 d4 d5R=Adel g
A = Ut o]9} o] vz B tE FAUES]
A 24 wrle] ARAIAl B8 Y915 BeHor 53
T AEE st =74 FUlE =21th(Ellison et al, 2014).
= Slol1s sivizel Al A6l olehol s 2 Al
A PEREAS Bl woh GO FEe v Hw
) 5 ol A5G sl eloln Al tie 71 o)
old Aow AT & oduh mWeA B A tee)

A& At

o i rR oo

H»

O 1% g

o um )

_ =

7

H2. 2ols Anze) 7148 AZwl@ M BEHEA b
wEkol2: EREA o ABIE Al FEfEA) Boln 7
moo] Uig 7154 o YA fold A Btk

23. XHK AHE 9=

AR A|2F] FofellA A& AR 9] (continuance intention)
T ARATT 54 2] AH|2E AME-S A|&starzt sk
TE Wit 54 AR ASHE HxE AT ARAPL o
Fol|= o]E A&EHoR AN o SiY AR AHe aE
WH3]sk 4= Q)tk(Bhattacherjee, 2001). WElA] AL8A}e] X< A}
& = AR A2HY AFE J1E e Fod AR
o|tH(Ma, 2015). o]& HlEo® FH A|2HS o]85le] JAH
AR2E A&H 08 AHst} she oo gt A8 A+
(Park et al., 2010b; Hong et al., 2020)7} FP=|R o, 2o
B 2EY v 3 FopoMn & AlA 9 gt
3 < (Hou et al, 2019; Hu et al, 2017)2 Zol2 5 3l

t} olol] & AFE ghel2 7%*1& |4 Zmizte] A& A 9
o) sl olE Aus
2 st gelE 2E ”o ol A
o2 AFAEY] #AS B VXE FET T USHel dis
12 gho|B 2B Akgjo] dAAo=R 71 Q= EA0
U‘r(Hou et al,, 2019). wjEbA] ZlolB ~EZH 9
2 Fopo] AR EAl disf & dAve A% AIF 9
FTHOE gho|H AMEE o] gk &M §)
TR AL gt
ozt o]o] wWEM, el sl e s Zte Al

TE 52 UE1E =7%(Mcadams & Bryant, 1987) ]}
o] A& g Fdsla A sk &5 =74l Erk(Reis
& Patrick, 1996). WetA £ AHe MR} 2ho] B W 3
sz} gfolB T Tl thgh ofFe] FHOR X&KHoR
o|H AMXE APt} & ZoR ot dd A+
(Bagozzi et al, 1999; Kowalczyk & Pounders, 2016)°l tu}
2 ool gt o2k Amizte] F7, i Bl ) o
P HAH ol &4 H|t]o] AN E AgHrt. 7]E9
e AYBE| e} vlwste] A w|t]o] 4] tXE dejE
el Fielara} she AFH vlEo] 159 4 s ®Hot
MRJAAN BZS F-Faks Aol AUtk ol AHIAR slod=
3L 7Pke- S ) aEo] Algste ARy 14"
ZoR w|=g gt} Fe A mtoE et A4S AES
Bl aMzks vAE A EeEete] Al 28E =75
txd AdgjEage] thd of&s FAdsHA ErhGolbeck,
2016). ole} o] F B;M=7} A &5 SF]AE o, &
H|A= el el o ZebAl oS 7] Erh(Thomson,
2006). T3 Folkvord et al. 2019y 4d wit]o] £ fFHE
(YouTube)l] % ZARNZE AlZsle] SE]e Hol27 (vlogger)
of el ARSA} 2= o Fe] A=) 2875 dF Hol2A
o] FE Ak dedl o o3 AZHs BAlske 2s g1
SixAct. ek olujEt ofFe] th e ghelH Hkg Xlsixje} b
< iQIgo] opd A% AF & MU= e &
AUtk AegAtel] mEH B4 AlF B AE]Zel] ik of &
& AF e A& AR ool SHAR] FEFES mHeH
(Kim et al., 2010) o]2|$t o2 AR} A 2he 953 4
& AR o& 7he] AAIE wiNEIGITHLee & Park, 2012). U
Eo] Kwon(2015y2 Euld 7]7] AR} A7kt 954 &

719} WRA F717F Butd 717190tk of2he wisi R Shed
A& AR ool A FIFE PXE AS RISk o
w o7 F7H BERE Fs] e 58 Aladle] dnpt
&t 282 & A=A dE AR A7t Hrw
(Deci & Ryan, 1985), ol A18]-7]< *1“*‘011*1 AR89 4
FE ] 9% H, dF 2 7S 9v|sk=(Bostrom
& Heinen, 1977) 71&3 A|2=¥9] &’@_i olalid 4 it
wEhA] TR o] 7HES AAEdiTt
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H3. goli W Al tid AR e A% A%

oJEsl H(HHOR FoIE BAZ 2t
Ha. 2ol B Am 2ol jdt 7154 elEe A

JMACR folg WS e,

b
>
o
lo
Il

2.4. 7o o=

T g ARt RARRE FE S AHAE T
mfEtzal e o =o|th(Ajzen, 1991). B Aes Adg A
(Lu et al, 2016; Sun et al, 20195 HlEo=Z Fu] L&
ZH|A7} glol B AMAE Folo] AE 2 AR|AE Tt
a7t e o= ATt A8 A*(Jarboe & McDaniel,
1987)0ll WER AnjRtEe] 54 Hill=o] @l oA
Hle AlZke] e sl migella] ulfsis Alge] ol 4
g PRI ol HIe 9] AdelANt A8E]= o] of
U eAm2 Adolx IAPlEd tigh §-848 7IRie R
A ARE- F(use behaviory> YAPOIEA A 3R A|E
o] Fu sl YIS v TH(Venkatesh & Agarwal, 2006).
AREAE AP EOIA HullE AlZke] A4S AFS Azt
sh= &go] o= A 9A] ERI= K Rosen, 2001). ©15
7Wko 2 Mintymiki and Salo(2011y= &4 7P AlAlS o
gk AREARS] A& ARG olmet Fuf o 7] IAE AT K
kom, FEE AU|EE o] &8 F U= 24 7P AlAl o
Sk X|& AR oJ=rt AR S48 ARREE TP otolRlS
ujstarzl b o)xel] FHAR FFE vRIvke AS gRlst
Ak, ol Al=Fel gk A&HQ] M-S Bl el &
H|ZL Zb #AI7E BHE o]Fol] il Fo] ootk A&
o} %= IthMintymiki & Salo, 2011). Zto]E. 7H|2 Akglo]
A ARAES IR 858 AESH] WAk golH g
A F Atks A& HEs] B A o e UM
o)kt

>

o

Hs. 2olx Anzo] i A% Y elm 7o) ojws}
AHALR Fol3h #Ag e

Social System

Emotional

H1 Attachment

Identification

Information Value

Technical System
Visibility
Affordance

Functional
Dependence
on
Live Commerce

Metavoicing
Affordance

Social Connecting
Affordance

Fig. 1. Research model.

3. Ty A Ex

b

3.1. N7

£ AFE golH Amze] EAo] AH|Re] of2hg AH )
T x| HXe ol tal AkEl1E AlaRRE AHE
SAoE AuEy] 98 ot e AFEFES AAEKIT
(Fig. 1). Q75 e iR O AFHE APAFE 7w
o7 B A7 @ £3 RISt golE Amso] A1F)
2 A|2=¥l2 Wan et al(2017)9] ATEHE Ql§ste] YA
473, 43 A8 38, AR R 3Ege s FAsIeH,
7142 A28 Sun et al(2019)0] ATFERE 01&3le] 714
4 A 4wy, vEpEe)s PFhHEA sw, 28
Dong and Wang(2018)2] AT-2HE Qlg3le] Als)Z A4 3
THEA 4TFoR SIolrt ofF2 Wan et al(2017)2] H

Of

EE B A7 g 474 Bdsie] glo]BE W F3ixjel )
ok 77 o2 32, lo]B Awzd tist 7]F3] oE 3%
gro g AN A& Al 2=+ Hou et al.(2019)2] 2=
2RE 35g, 7 o)== Sun et al.(2019)0] HEZRE] 3E
e B Aol g 4 Hedsle] SHsIST 7 e &
T o Egrog 78 YAEN =R 2Z8A ¥}, 7=ul$¢
o) AR 45
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Table 1. Results from CFA of the finalized measurement model

Variables Items Est. S.E. C.R. Cronbach's o
o Similar personality 88 07 17387
Identification . .92
Have a lot in common .96 .06 20.10
Quick responses to any questions .83 .07 16227
Social Interaction Close and intensive interactions .87 .07 1751 .89
system Quick responses to any idea .87 .06 17.53"™
Accumulate knowledge 82 .07 15997
Information value Acquire novel information .84 .07 1665 91
Get interesting information 91 .06 19.00™"
Detailed pictures and videos 93 .07 1937
. .1. koK
Visibility Visible product attributes 85 06 17.20 90
affordance o
Visible information about how to use products .88 .07 17.58
) React to streamers’ feedback .83 .06 1661
T:;iltr:;al Metavoicing Share in streamers’ opinion .84 .06 16.69™" 90
affordance Join in streamers’ communal discussions 81 .06 15.92™" '
Share shopping experiences with streamers .86 .06 17.63™"
Social connecting Make friends with streamers have never met 75 .08 13.68° -
affordance Connect with streamers by buying products together .83 .07 15.60™" ’
. Be friends with streamers 89 07 18717
Emotlo.nal attachment to Interact with the streamers in the future .94 .07 2046 .94
live streamer s
Interested in learning more about the streamers .93 .07 19.99
] ] Provide resources .88 .07 1830
Functional dependence on live Provide supports o4 o7 2022 93
commerce s
Provide Outputs .88 .07 18.27
] ) ] Continue watching live commerce in the future .92 .07 19.94
Continued intent to watch live Watch live commerce in daily life .95 .07 2095 .94
commerce .
Continue watching live commerce frequently .88 .07 18.59
Consider live commerce as first shopping choice 78 .08 1536
Intent hase fi li -
ntent 1o purchase from five Intend to purchase through live commerce 91 .07 19.54 91
commerce platforms .
Expect to purchase through live commerce .95 .07 20.78
Note. ***p<.001
Table 2. Correlations and AVEs of latent constructs
Variables 1 2 3 4 5 6 7 8 9 10
1. Identification 85
2. Interaction 65" 42 73
3. Information value 56 (31) 58°(33) .74
4. Visibility affordance 36 "(13) 557 (30) 707 (49) .79
5. Metavoicing affordance 46" (21) 58 (34) 64" (41) 70" (49) .70
6. Social connecting affordance 56 (31) 55 (30) 53°(28) 40" (16) 61'(37) .63
7. Emotional attachment to the live streamer 617 (37) 46  (21) 43" (18) 20" (04) 35  (12) .56° (31) .85
8. Functional dependence on live commerce .53 (28) .60 (.36) .62 (39) .62 (39) .64 (40) .58 (33) .56  (31) .81
9. Continued intent to watch live commerce .67 (45) .60° (36) .60° (36) 44" (.19) 59" (34) 63" (40) 72" (52) 72°(52) .84

10. Intent to purchase from live commerce .63 (39) .58° (34) .54 (29) 46 (21) .60  (36) 63" (40) 68 (47) 717 (51) .89 (79) .78

Note. Diagonal values in bold represent the AVE
Correlation of variables.
Parentheses are squared correlation of variables.
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Table 3. Tolerances and VIFs of independent variables

Variables Tolerance Vif

Identification .67 1.49

Social system Interaction .69 1.46

Information value .58 1.73

. Visibility affordance .61 1.64
Technical system .

Metavoicing affordance 87 1.15

Social connecting affordance .51 1.95

HAA] o= Ao Yept /M 1 714EUT Hees
7Hd 28 ASe A3, A AERE (=48, CR. =585,
p <001y 2fo]B Auze tjgh 7153 o|&] FHHA
S e oz Yeh} 71 2a= AP ET ek~
AL golB Amzo| Uist 7157 o& fogt 4
5 AR B AoR yeRt 7HE 2be 71ZHEAE WA
2oz A15)d A4 Y5HEA(B=.86, CR.=5.74, p <.001)
2 golH Awzof| tgt 753 <& FFE FFe] Y=
Aoz = 7 202 AYEAL o2 7 33 7}
A 45 AR A3} glo|B wkd Zldztel] tigk A ozt
(8=.50, CR.=10.47, p<.001)7} B}o]E A 20| i3t 715
2 9Z&(f=.61, CR.=11.69, p<.001)2 A& XA o|xs} A

Social System
Emotional
Attachment
to the
Live Streamer

Identification

Information Value >~

Technical System
Visibility
Affordance

Functional
Dependence
on

Metavoicing
Affordance

Social Connecting
Affordance

Fig. 2. Hypothesis testing results of SEM.

Table 4. Hypothesis testing results of measurement model

Live Commerce

BHHeE Fog BAE zh= Aoz Yep} 71 3, 4= A
ek v Ee B & AJH ome} ) o% 7he] JF
HAE AHE A, A& A1 9E(B=.76, CR.=15.84,
p<.001)7F Tl o=ef FFAA FFS HAE Ze= Y
7 5= A EATE A A3 Table 491 2t

olojr] 7 aste] felds HEs] 918l wkE 315+ 5,000
W 95% A1Z]F7 oA F-EXAE S (bootstrapping)yS A A]5}
Atk B4 A glolB Amzo] AlSH A2E F FYAE
Zlo|H wWhE FgAlel| gk A ofFF A& AlY o=
(B=25 p<.0DE AA T YEB=.19, p<.01)el] THH
2l FIE vHTh Elo]B Amzo] 7|&A Al=d F 74
WE-Fde glolB Avzel tigk 7152 &3t A& A1 <]
E(=29, p<.00DE B3t i SxpB=.22, p<.001)°l
HEIY e AL BT 7&2] AJ2Fe Als]A A
A PFHEd IA AH AH x5 B=.52, p<.001)2} F0)
O|=(B= 40, p<.001)l HIX= A FFe] Felgt Aoz
el o8 wE Zlaxlef ek 7AA o 2= 38,
p<.00)z grolH FAuzd thgt 754 JF(B= 46,
p<.001)y2 BF A& Al oxE Falo] Fuf o] A4
 FFe vHh

N

Continued Intent
to Watch

Intent to Purchase

——— Supported
............ » Not Supported

H Pathway Est. S.E. CR. Result
Hla Identification — emotional attachment to the live streamer Sl .08 640" Supported
HIb  Interaction — emotional attachment to the live streamer 20 10 2.03" Supported
Hlc  Information value — emotional attachment to the live streamer A7 .09 1.89 Not supported
H2a  Visibility affordance — functional dependence on live commerce 48 .08 585" Supported
H2b  Metavoicing affordance — functional dependence on live commerce =30 18 -1.63 Not supported
H2¢  Social connecting affordance — functional dependence on live commerce .86 15 5747 Supported
H3  Emotional attachment to the live streamer — continued intent to watch 50 .05 10477 Supported
H4  Functional dependence on live commerce — continued intent to watch .61 .05 11.69™" Supported
H5  Continued intent to watch — intent to purchase .76 .05 15847 Supported

Note. *p <.01, ***p <.001
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