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Abstract

This study identified consumers' shopping behavior in live streaming commerce. To this end, this
study put the uncertainty issue of live shopping and the transfer of trust at the center of the
discussion. The verification of the research model resulted in the following conclusions. First,
reduced uncertainty in live shopping was a factor in increasing the level of involvement and
attachment in the service. These results showed that resolving uncertainty in newly introduced
services is a key factor in determining users' positive attitudes. Second, the trust in shopping sites
influenced the current live shopping attitude. This is because the transfer of trust is also valid in
live shopping, which demonstrated the importance of building trust. Third, this study proposed and
validated a research model that could systematically understand the consumption process of live
streaming shopping. Furthermore, this study provides a beneficial implication for those who want to
use live shopping in practice.
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I. M2

AREA s)&e] B nlrols] B
2 el FAE Q7190w WalAIHor 2n}
EZo nEw mzipuolds 2aFe dat
<gpel B mntdsts 7hEsA T ol
F @ olA gholB 2o wtjo] W ZHl
&go] Aget gholH 2EFY LS
A2 A2 FE oz FEUA HA
3 7Rl AFEE o] Fehe 230l
HAom, AAZE d2g S8 ARt ds
Hgo] FrjEo] o84 Hie ZE UE F
& JFdt 31 Ith(Wongkitrungrueng,
Dehouch and Assarut, 2020).

Aol ) W oHE BopoAE Fholn
sEY &gel] BE A7t ASH o B
= e} gholB 2ER L @3 2%
Qre] AFEL FA 1) holH 2ERH &9
Ao @ FJd(Xu, Wu and Li, 2020), 2) #}o]2
22387} AR} T (Apiradee and Nuttapol,
2020; Guo et al,, 2021), 3) 2to]H. =3 Ful
oro) mx]E= 48k Q¢1(Cai et al., 2018; Guo
et al., 2021; Lu and Chen, 2021; Park and
Lin, 2020; Sun et al,, 2019 ; Wen and Lee,
2020; Zhang et al., 2020; Zhang and Park,
2018), 4) 2to]B. 23 Tl nx]= I
Q01(Xu, Wu and Li, 2020) So] A3 =]o] &
o, ghold 2Eg e #g I3ke] AT
£ B2 g TEs A7y AHEES
Algstal YA, A7) ohFA SR o
B} #oke] AFEol HlE| tha F53 A AL
Holt}, o] gho|H &ygo] EASIEA] dnf
2] @42 ool 7]91gk b Actar shAict

2 A7e aEt BAH0 R =o|HA] esk
A AJZbollA] go]B g o] A E-g wetst
aAp gheh A, ] 2ehl7]eE Aulz
7h ageks o A Al T AAgh Al
7} T8k AF7pA Y] Aol ojsgt A
HIAE2 A S7deE Aulzel dis) &713t
o EYst7] fA etk wiiel A nlE 2
AN F2 e A olgre B&
Ao gt =2 E o]t (Friedman, Khan and
Howe, 2000; Iyengar and Lepper, 2000; McKnight,

[N ol rlo

ﬁrﬁr

Choudhury and Kacmar 2002), 2lo]H. ~E
W BT 299 2T|HAEA thkgt B84
X olgerk A @Sl ARH FE v
2] 7]9ll(Tyengar and Lepper, 2000), & -9
A ols HEHow gFa A st}
A, 2HAES B8] FHeR =
2 AH|=E Jrie o) FA9 FRAE &8
ste] AAl Au|=E Frletels Ade] vk
(Stewart, 2003). &, 28RS Ao Hu]x
7t A Aalo] AEPA Au|2=9f AHA o]
ATt 2 ARAE A Mu|xe] At &
712 sk Aeoltt, oz I A HE A
oA AlEe] Ho|dA A (trust transference)S &+
|3fo] AH|2E Hriek ATE2(Kang et al,,
2011; Lee, Kang and McKnight, 2007,
Stewart, 2003) A&/ =Y E An] 2ol &3
WS F017] AT JAEAAA S FAHLS
2 Adsla o oA Lee, Kang and
McKnight(2007)F &2Fl 7ol o]-82} H]
Tt 2wt el A A SHEHAE 2
ol wet A AvE AlEY dolddS
A AIBFFTE. 3 Kang et al.(2011)2] A4+
ezl eebel, 2eln wulel ANE W
£ 2zle) ofgFEe HelEw ot ol2id
A B dAFe EFANE ol A s
= SHAEY el 3RS v £ e o]

[¢]
AR, eoln ~Eey
AAH R Febdt ¢ e ATFELDS ALs)
1A e, FAHOE A Aeloln] 4
AE7F dol=lo] AAle] gholH &Y HE
AL ol F 20| AF AH FEol
& WA= Z2AMAE AFEL A} g
o] AFEL ol & 85 S B
Colg e, 2uWF SO seksha gl
AFoME TS A~ 857
2Hinnovation adoption and diffusion)o]2}
=oh4 Zveld AmI A At =, o
&£ FEY T At ] A&

O4

¥ u

BN O e et rfr EN A o i
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Table 1. Research on Live Streaming Shopping Behavior

Outcomes Influencing Factors Reference
Customer Trust(_Trust in P_roducts/SeIIers), Apiradee and
Customer Utilitarian/Hedonic/Symbolic Value Nuttapol(2020)
Engagement  Customer Trust(Trust in Community Members/
Broadcasters/Products) Guo et al (2021)
IT Affordance(Visibility, Metavoicing, and Guidance
Shopping), Engagement(Immersion, Presence) Sun et al (2019)
Utilitarian/Hedonic Attitudes, Wanghong' s )
Trustworthiness/Attractiveness, Live content/ Wanghong Park and Lin
self-product fit (2020)
Hedonic Motivation, Utilitarian Motivation of Live Streaming )
Commerce Cai et al. (2018)
Plurfh?_s'”g Product Fit/Quality Uncertainty, Trust, Physical Lu and Chen
ntenton Characteristic Similarity, Value Similarity (2021)
Perceived Uncertainty, Psychological Distance, Live Zhang et al.
Streaming Strategy, Mediating Factor: Product Type (2020)
Characteristic of Live Streaming Commerce Platform, Zhang and Park
Characteristic of Wanghong, Product Satisfaction (2018)
Characteristic of Live Streaming Commerce Platform, Wen and Lee
Source Credibility of the Show Host (2020)
Purchasing Streamer Attractiveness, Para—social Interaction, Xu, Wu and Li
Behavior Information Quality, Cognitive Assimilation, Arousal (2020)

e A Mulz s o Age g
Holehar olAzlch, ¥ AT olge] AFA
A% B ALl Fopt chpde B vz
Y2 delg gufshn 4 shs s A F
AgolA 2t @aFola B85 A
sg AFstu St

I. O|2X HiZA

1. 20| AEZ2|9] ATl 51

& ARgEbr] AlEg o,
) Zgolabs =S
2019). == <Yl UEL=T AR AH

(CNNIC, 2021)9] w=w 20219 7€ Z7HA]
F79 gholy ~2EH AMAR= 69 3,800%F

woll b ofiz A SlEldl olAe] 63.4%
& A}, 23 ghold ~2E Y & o]
Aol 66207} BES Tk Aol i A
2 zAEgi, H2el eholn sualel
HEg Ik AAFANY BAE U
A7 S WE R S Aol A
e WEhE oholn sEel &7 B
TE°| Ho L4351 ot AN 2ol

g &ego] dnf A oo} AT th
P ZHAA FIAE tha $Ed Bl
O agte) APE e FRANEE Oa
o2 3o, ZPE EXJ(Wen and Lee,
2020; Zhang and Park, 2018), A& 54 (Lu
and Chen, 2021), 7¢le] 7] BlX=(Cai et
al,, 2018; Park and Lin, 2020) $o°] Fwjolx=
of HX= JF BAE At ok o] el
gholB oA FuldFE FHetat A (Xu,
Wu and Li, 2020), 2ko]B. o3 oA Am]=}
AxE SAFAL 2} g AFER JYHo] ¢
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th(Apiradee and Nuttapol, 2020; Guo et al.,
2021).

x| gho|H 2 Alo|Eof| gt oS
g}l A7 2 Apiradee and Nuttapol(2020)
< gho|B e &3 ef 7 7hA Sl A}
WA Fggdel dal AdFdomn, H84 7t
Aok T A7k 1 A2 g nage) o
% AIE Bolwol Pk vl S
gttt T3 Guo et al. (2021)& 2o]H X~
Egelr AruE AL A=, dgte]
28], dFe] A7t G AtolES] HofeE
< AA%tar Baskal gt} gholB AEY
W oA Fujo =g Folgt ATES AT
HEW, Sun et al,(2019)& glol¥ ~Eg9 IT
3} & E A (affordance)d]  ZF 2} (visibility,
metavoicing, guidance shopping)E©°| #ol4
3 Fujej=E AAgka AASkL St
Park and Lin (2020)2 ZAH|z}e] 2827 =
o A o, seeinel BFe) 54, 4]
Aot AF] APAE0] FrlleE A4
& HAFon, Cai et al. (2018) AH|A}-2]
ol 5718 WUH Brlsk A8H FU= 7
gsto] FufejeE Adwstal gk, B3 Zhang
et al.(2020) A Az, A4 AR,
2jal gholB 2ERY Mk whE Fufjox
£ AlF] FRel wet Argskdet. o] €fd Xu,
Wu and Li. (2020)& lo]H 2~
2|2k Q1A Bl A el 9 mAaL,
ozt 282 Tl Eo] S
aF Tt

I
k)

el
>
J
o

2. 2Z30|L{0] AO|EX|A S
HEleEat =9 HO

oA Azl 85 DA} A
3} 3uglol AT BEL 2o of
" 258 A7l
Postazt s geetn el

Davis and Schoorman, 1995), 42|38} Fofd
A g v Akl Aol &2l sl
soHQl AME zta U= AeA deeta
A 2] = tHChen, Zhang and Yang, 2018), 9]

tH(Mayer,

=
<2

gt Ao zpdel disiA SAEL Tt
A3 & Bastal = idoes oxal
Aol AlZ|e] x}de oJ2Fcompetence), 412
(benevolence) @ 32X (integrity) o] ¥ (Gefen,
2000), EQIAHNA A=Y AP 5H
(ability), %] (honesty), 218 (kindness), 2]&4
(dependability) & | 7154 (predictability)
o8 FHEEG(Kim and Peterson, 2017), 21Z]
o8tof| &l Gefen(2004)2 A1&)+= A3 b
WS nigro g B2 st
ol FAlol 2o w2 A&
F ATk AAsEET 220 AdE
AAY By BEaAdo] Z7] el 54 §

3

A=)

Y N Lo lo
fo mt do
|6 et
o o

Abo|Eo] tigh Amate] Alg]= o] g4} 3
YA ELe] Fozg-& A&t s, &
GAAT RS AT BEAE S
AAF. olAHE Alzl= kel AN T
AAQ ¥Rl HE=E FYAAAE Bt oy}
A EAdstel 7 F23k 29lo] HTK(Gefen,
2004).,

A=l Aditel dold & Jedl(Stewart,
2003) Lee, Kang and McKnight(2007)2} Kang
et al.(2011)¢] ATFolxE =Zejel, ekl =
2 Bk AdS du=e Ao JFES
AFstATt. = Aol A AAE3E A=A
o] FgHellA ARgALe] FARAR] FREXF
o] APEA | mx|= o gk ATF(HE
T - o]%, 2016), 22k LT EHE A
|7} dofAl Ao} AdRkE, ag|a A& AL
folmol nXE g #S AT - A
ng], 2019) o] Bil HAvk AL &8 &
o] =¥ gholr W2 YHAAH| = 27
AR B 947t wrlel 24448 8
g g e FH IS ojd AdeA FA4
227t siE 7Fsdol Ak divketd dE
oA AlZle] Ho]& A (trust transference)S
g83le] AMu|2=E FGrlsk AFE2(Kang et
al., 2011; Lee, Kang and McKnight, 2007;
Stewart, 2003)-2 o] A FAE A7}
A Al BEARE DA 1, ¢
274e) el F4el 7|oRa wasn
$17] whzolct,

N
T S )



Soln. AEely Avizo]q Aol sl A

3. 2f0|E2 HHAOG CHet
=

2H[X}

1) 20|18 HHAMMS| S=tad X2

2821 (uncertainty)-2 2JAFAA] 77 of| A]
bt JHRE Q| oardA e dds AHg
sHAl &S < gle dEeR FoHrh(Das
and Teng, 2004), AH|A= 2291 37 oA
Hufjztol] o AT EE AFHGEZ Ful A
A& of strE AFH 5 =ol vl
AEe F4, Bt et 223l e &
Qo] f’-f/]'. olfgt 2kl Ao B4
< gholH 2EZH &£3e 4 FE 4
FE= &49& 7T, o) 20199 o] B
&g oA o Fel 3
WO] 7‘]'%] Bh= H]Fo] 71«] ONE AT A=
2 7 A (experience products)E 27WFHAY
dwEtrlol Hgst AdE 2eE Foprta 3l
7] wiEoltt, B ARAE 'AA el vl #F
Aol gk E3tade] Eomn, ezl Ad
Hop 22l Adelx B 947t 37
Fzhenr, exeel A= A@ A7 AU
= HlrAstE F29] QXS wiellA A

H1 Ao gxn B2 7HaAZd 5 Q)

=S E0= T

Ak, 22l AL dF GA M AlFsE

AFFAIY AFHEA R Bg slok 517
W Eolt) wjEo] AHAEL 7= o] 4R
B, 7A g, 2e)a o] ga el $r)9)
it FHo] oJE&3o ) BN =

O

o|aL 7} gtk A% BEkal A&
=
3t

M
o B
SUB

T o

2o 28 Ade Hyden o
%;@@O] l':l’, kel whdel A A
3 Sad 90w BZEE Aol
7o ‘5}1}%—8— 221 AellA &R A
Zyehe AP 8AE FEHA HdAdS FHEH
7] YA Azl FHAQ Gl &S 5
vl gltkal AAIEFH(McKnight and Chervany,
2002). =22kl A4 VH Al B Al
F 4TS A5 & gUU] Wl vEhAR,
A 5ol dAE e = gt} 22
A Ade olgAte 28 AEVIE F3F

(tracking users’ online records), ©]-&A5 9]

% 29

MelAR =8(stolen personal information),
Apke] €2 (loss of property)d e ZHA| 4
I HRell =F%7] 7] wZe]th(Liao, Liu
and Chen, 2011),

st 22l Aol AlFe] F2 gk
E4HAEE =017] Sl dvials Hoig B
AEE ATstHL =gt} o]zjgh g elA
2HAEL Adt HRE Qe oA AT
A Aol & g4Eo] SUketA "ot 2
2L deo g sl sk 7]3]H|8-0] 5o
A o A&t oAAHE WEA K=
7497} ol zltk(Iyengar and Lepper, 2000).

2) 2f0|2 AHA 2=

E9l(involvement) o] &t AH|z}E0] o]"H A
Aol <Js Lrerstthr Al ggolet]
o A& 48 YT AME HER

HI

A, Anderson and Weitz(1992)+= &3S 48]
A SHA A BAE FHAT| LA} s
Ao} B RAE s wrlHel &
BT 5 9 oA ANE, BYe 9
=2 2AL7HA 3 Jdew EX BUC
o Azl B 2vAe] A%, 0, A5

o)

2 AHoJH7]x 3} (Ma and Chan, 2014), 2]
L& 27 EY(enduring involvement)d} 733}t
2 &-<(situational involvement) 2 X
ol A% BYE A} Aol 24
A%7j8) BAL ehiE SHo] glolx]
A Afele] Bxoz B 4 gk olm 444
Eae w0 47 A9 S 53
o

F e Az digt ZQl ﬁ%ﬁ‘ 37
31t} (Richins and Bloch, 1986) W, 43
D GUARCAR g

£ ARl 25 ol o AU Ao
AFolu Ar| =l tigk AAH Q] FAalo] vk

= 2YE Qulﬂq(Richms dnd Bloch,
1986). EY 2 FFol wEl EY(high
involvement)¥ A& (low involvement) &2
THEEY, 1E5Y JHE AEY 2ok A o
el tial o W 2Hg, #A, ofES 2 ©
tHMitchell, 1981), Wang et al.(2021)-2 2}o]
B &agolla 2EgH Fa4S xS
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o, o] &} BYFFo] 2E o
ST JFS A1, =2 BYFE A
g FuldeztA] AZEe AASHITE. T
Ma et al.(2021)2 o]&AE°] Y=t =&
o Afo|EoA AFHEE FE53taAl 4,
o] 2elox el Fuj=rt EolRls Hial
BHAL Uk o)A B FEe AHREY
M EY A5e A Fa% 842 7}
Rl

3) 2f0|2 AHA AHOI| TSt OfEE

| ZHattachment) & AR A}E0] BAZ F-4
3taz) 3k A&Z Q0 el Hallsele]
71421 #A A e gk o= £
BA=E T Al A H Kirre 43k
B A&H] #AE FAEIEE S onlsitt
(Thomson, Maclnnis and Park, 2005). AH]#}
o] Hevx ARHoz 54 Bil=o gt 4
Hol glolgtz FAdd & JAT 22 54
2= AFH JeAES B 2o
g wpx] 22l 77k Al gis) =7 A
&7+ d FAEHKeller, 2003). =, B=7}
471 H 0 FH ol o FL AnAlel HI=
Zte] AEAe-S Fe AU #des B &
k. olFA A7t AW H2 7Y N
dhE o gm0 2 o]o]a &= gJrk(Chaudhuri
and Holbrook, 2001), T3+ of2te] thato] &
AEH v ijtel dis) @ W3skA whg-E)
u, oz g2y Eeld A Atk ~E
P 2== ¥4 "o (Thomson, 2006). Yan and
Da-hai(2008)= 22}l &g eor 54 ZAE
of gk ofjzto] o] gxle] &y T JF
S AL B3l 9T, Ren et al (2012)2
22l AFYES f&Fo] " ARYE
FAFEH o] 87IZHS FFAE AAS

itk T3k Li, Li and Cai(2021)2 #ho]H
FoA oAz we} o] &AEe] AFA
o] getde Bl

-’

S

4. 20| FOA ATHS

B 7ol glolB AlmA agdse AE

(commitment)®} 28F2l FHPZF(eWOM)L
2 detsaA At A%e Jdudon wa
749 el BAR A&Hes Aol o
= A0 U AT TR Al o
e 3k A3 E  yeldth(Anderson  and
Weitz, 1989). B3t A&2 A 29| &2l &
AL FABHE 1 Qo] A =88 V&Y
T ettty e AL 9vdth(Morgan
and Hunt, 1994), 2H|AEL Al Hgt
22 AES v g g tigk N
PAsla o gt BAE FAEE I s
olget #A HFA7F A& o|th(Ramaseshan,
Yip and Pae, 2006). A&-2 Ao digk L)
7SS wdshE Ao g AIRte] BE
w94 B4 e Fael Uehb Hn
(Geyskens, Steenkamp and Kumar, 1999),
ZH|AEo] 574 71golvt AlEell sl 7]
Al IAE FHFEFE 7199 YFelx= vl
T AN AHRE AEHoRE dg & gl
A7, 547199 AFol AEAA} 755
W, 2UAEE A AFS O ol Pl
HE 71710l @ IR, ahzol 71
oAM= wARY v&-& AAAE 5 Sl
ol th2 AlgelAl sl AEFS A=
St APEAR] FHEF S Fo=H THdE
A B2 HYE 7HAHTHETHReichheld and
Teal, 1996). 2221 7oA ] 21719 APt
g5 5 Pt 3840 22kl FH(electronic
Word Of Mouth)©]t}(Chatterjee, Grewal and
Sambamurthy, 2002)°|t}, &2}l 4 54
AFolt SlAtel gk A A, A 1A, 1
2|3 o]el o] S TH =2 FHAH
Q M= JHYS B TR Ao 7
o] &8 & JrE vkEo] o (Hennig-
Thurau et al,, 2004), 2H|AEL Ho]XHo]
U EQEIS} 2o SNSollA ThE A1EET AR
& Fske b dssirlel 28l FAe &
A wdo] Alglel F8.3 vAE =77 FHi
Ut 53], gfolB 2EEH] AH|29) o] 4
AlZto 2 ZozlEzte] 2% Aol nidEE
AdeXes 28l FHAEFo] ts goldlzl
ot olget 22kl TR THAdd He AT

Ex AYES=1l, Chevalier and Mayzlin

4 {2 e
oo

2
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(2006)2 22l FRlo] AF Tl v|A= o
&S gd tlo|eE &83te] anAte] glis
2 27kl FHE gotsldtt. &3k Cheung et
al.(2009)2 7HQle] A7 sl= HEAH ] 4lF]
Aot Ava; A2 55 ST EH L7l

FAle w3E sfebshelch

I, 7kd 8%

1. 280|0o AE=er 210]2
7HA EHEQLO| A

Wang et al.(2021)2 gto]H 3 01]*194 =
A& G ALO)ETZL A}l ddellA] w5
83 L] dFoln, g AR Euja 74
= e 4EoR Tl dwHoR
Qe Bl Heh] olga 9 A
F4b o Aul2sste] AR} g solol
&9 4 JtH(Richins and Bloch, 1986). ©]
SAEANA golB £3HE AFA dHol=
Al ~E Avbd oz o] § o] BA ¥
witol] el&gt Au| 2ol Hl3)] HYmT) B
S eholn 433t AR ol
wotal, aAEC] sAAA A
SolAe] BYFEe Fobd A} @
o meb eeln sgolne] BAEE
271 Bgsle] gl ol Aol el Az
Zol ge w17 JbsAel Erhn sHA

oﬂLl‘:Lm}nP,L

I

¢

H1: 43 Alo|EdA A" AFE= 39 2

R

olu &3 Yol A(ne] FFE v

Aol

FA5tel= Aot (Thomson, Maclnnis and
Park, 2005). |22 2m|ApEo] Aefel thEk
mEsw)e AHS vEko 2 SAE=Y) Chaudhuri
and Holbrook(2001) o2 ©7]xo 2 3

dEs Aol okist 54 tidTte] A7

gz ge] Asgoleia AN HahAl 2
olu £33 A&Hel WAS FAT A
oNzte] At 71E AwAclNe] 471
A2 S PO N o] A 5E
o ela) A5 A7} wh,

=2 r& r1r

H2 4% Aoldl] AA4E A g 2
ol 4% ozt A(ne] dFE v

B 20450 F19e] FFolt o
n| 2o thal] ofEe] A7IAY galo] §lg 4
3 s, A9 Aot 2ol et
3FS =3 2L73) orA7he] Adlo] AnA};
o) 24 FaAATE BBE Fohliso,
Liu and Chen, 2011), 2R|AES B3] o]

o ANAE WA o BHAYS Zol7]
A9 Sl RS Baaho] A AN sE
HrVska #} 3F7] ol (Stewart, 2003) old £
Alo|EdA HAH A= AZS Av|=el 8
ol o] B slel] FHAA I

w2 7bsAe] rha s

mlo

H3: 43 Aol Bl §4E A st o}
oln & By FHae] Aol
G2 w4 Aol

s Faol} w4l
2z oW (Mitchell, 1981), 2 2m] Sl
WAE FAS A She %ol Aol 1
A=ste] Gr)Hel BN vehte e 7t
A (Moorman, Zaltman and Deshpande, 1992)
ojct, ofzte Al=ol YA A Foizs A8t
o &A1 AAE FAlEH, A7 FAEE
FT E2 N2 B EFu PFo= ojojFrk
(Chaudhuri and Holbrook, 2001). Hennig-

Thurau and Alexander(1997)+= o2& TA|=Z
oA Fagk L 3, 54 it g
EdgEol ofzte] Aes AAgvha &gt
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5 av|Abe] BA= gigh B3] A&H o

o|FoJA|H Hr} 73t HAE of2h-g o]Zofd

Atk Aolrt, whEhA] gholB Ars g

A g Aulzel gk T dol #4 el

o] B9l2=Zro] Zolx|H o 3l 7t
2h

o]
R H
7kl ofdkagol Hobd Zo= oA,

Ly
a

do % 2

He: wholn oMol Bele holn 2
Naol H(e] FFE v Aol

=

2okl Adela o] A B de A
o] Y8 A wjEo Yel}al(Friedman, Khan
and Howe, 2000), A 22 AH]22] =17]d
© BEAY aat 7Y 2Adstel 2AZ<

]

il

kS m A A Hr}. Cheng and Lee(2011)+=
22l &9 F BEAAAS olEke WAH
AF8NEL PRt &Y gz} AT
of] BAA 0]

Gae vAna Aot 3, 7o)
& 747 B ohel, T
o) ATHE ol FomA Tl FAE
&1 7 Erh Sk, Folel - 18I0
o] AFellME AnjAzE Fuf oAb A 2Hg o)
Al B do] st titkrr) TlE 27
G ARe Arlsks § ol 14w
< eIkt ol9 w2 B4 a4vt
QoiAE s Aulze] AFHow 8 Ths
o] Et}(Iyengar and Lepper, 2000). W&ol
Sholn AM 2o B Pt BT A
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commitment), FX1A FAFUE A(affective
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< "FE AL vt webA gholH A
2 &g E AEHH] BAE FASL 2
ke Al ofFrEe BT g He] A7|F
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Fig. 1. Research Model
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Table 2. Measurement ltems

Constructs ltems Researcher
Shopping site would be competent in keeping their promise.
Shopping site would be honest with me if | purchase products. Sembada
Site Shopping site would not take advantage of me if | purchase and Koa
Trust products. (2021) y
Shopping site would make me feel satisfied if | purchase
products.
| frequently use this live streaming platforms to watch live
broadcasts. Wana et al
Involvement | usually attach great importance to the practicality and (29021) )
entertainment of this live shopping.
| consider myself a part of this live shopping.
This live shopping has less uncertainty about product
performance.
Uncertainty Inlth|s live shopping, there is little uncertainty about product Lu and Chen
Reduction ~ PMces- . . . o (2021)
In this live shopping, uncertainty about product information is
small.
This live shopping has less uncertainty about product selection.
| think this live shopping is part of my life. L Li and
| spend a lot of time in this live shopping. T
Attachment o . Cai
| am attached to this live shopping. (2021)
| think this live shopping is important to me.
| feel that | can trust this live shopping.
| am emotionally attached to this live shopping. Hu and
. | would like to consider purchasing products first in this live
Commitment . Chaudhry
shopping. (2020)
| like the way this live shopping site operates.
| enjoy this live shopping from the shopping sites.
| will encourage friends or others to shop on this live shopping. -
. I ; Molinillo and
| will recommend this live shopping to someone who seeks my Liebana—Cab
eWOM advice. anillas
| will say positive things about this live shopping to other (2020)
people.
2. HEO| =X Li, Li and Cai(2021)2] 93F-ol|lA] #A1E =H3}

mbada and Koay (2021)2] ATZ

, 223 BEQ=+ Wang et al, (2021)
of §i78 B,
Lu and Chen (2021)2] Aol|A], o33 o 2he

7 s}

= o8 74 A&t HA AfolE
Se
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55 74 A&t
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|
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o

o

oo
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Table 3. Demographic Characteristics

Item Characteristics Frequency Ratio
Male 79 30.8%

Gender Female 176 69.2%
Total 255 100.0%

20s 105 41.2%

30s 74 29.0%

Age 40s 54 21.2%
50s+ 2 8.6%

Total 255 100.0%

Naver Shopping/ Naver Shopping Live 191 74.6%

Main Use Site Kakao Shopping/ Kakao Shopping Live 64 25.4%
Total 255 100.0%

Less Than 6 Months 121 47.7%

6 Months — 1 Year 37 14.6%

Period of Use 1 Year - 3 Years 35 13.9%
More Than 3 Years 62 23.8%

Total 255 100.0%

Table 4. Correlations among Constructs

Constructs Tﬁiﬁ Involvement UF{':(?JL?:S:IY Attachment  Commitment eWOM
Site Trust 1.00
Involvement .33 1.00
pooerainy - 1.00
Attachment 50 AT A0 1.00
Commitment 31 .28 A7 50" 1.00
eWOM 21 4 A2 .26™ A0 1.00
Mean 3.69 3.49 3.44 3.03 2.73 3.00
SD 0.53 1.21 0.48 1.29 0.94 0.81
Notes: *p<0.05; **P¢0.01.
V., Al=EA Mg melw itk AFhE 20047}
41.2%(105%)= 7P Btew  30ui7b
29.0%(748), 40th7} 21.2%(5478) 2 VFERSETE,
1. 229 &Y Aol SRATE 203002 FAEA oM,
2AutelE HFH o8 Fgal= Ao
ZTEHARE 2559 F o442 69.2% (1769), Fo] 30t olakel He nefd o), A5E
$de 30.8%(79%) o2 o SHEHA) =2 o] dutsle] A FE7t §lg A= Adst
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Table 5. Confirmatory Factor Analysis Results

Constructs Items Lfggi?]; S.D t-value Crc;r;‘l:ﬁ;:h's CR AVE
TR1 1.00 - -
TR2 1.04 0.13 8.13
Trust R 119 0.13 930 0.79 0.90 0.52
TR4 0.94 0.11 8.30
IN1 1.00 - -
Involvement IN2 1.14 0.05 23.62 0.94 090  0.83
IN3 1.14 0.06 20.71
UR1 1.00 - -
; UR2 1.03 0.16 6.45
LIJ:%neC(?L:I:atIiIQ;y UR3 1.14 0.16 7.02 0.72 0.88 0.5
UR4 1.1 0.18 6.05
ATH 1.00 - -
AT2 1.13 0.04 31.50
Attachment AT3 104 0.04 2999 0.94 0.91 0.82
AT4 0.77 0.05 16.93
COot 1.00 - -
co2 1.35 0.14 9.93
Commitment €03 1.45 0.15 9.97 0.89 087  0.62
CO4 1.70 0.15 11.23
CO5 1.74 0.16 10.95
EW1 1.00 - -
eWOM EW2 0.7 0.23 3.70 0.70 0.86 0.67
EW3 0.91 0.19 3.98
Atk T8 o] Aol Ex dlojy & go]H & & Apo|EdiAl 9 2lElgEdt AA) gholB
7h 74.6%2, 71ke. B eholn 25.4%el s BolA o §AEo] Azet HE MRS
E2 HSE Holi AT &9 o] & 7Rk o] #EAE Kol F Fojg} 3t} TS o]&
o7hE oW AR} 47.7%(121"8) = 71 @ 2} el agdsdte] dEdS AuE
W, o2 Aol 0,50, o2k} eatel FHa

ka1 3 o] 23 .8%(621), 670E o] 1d
=

ulvk A= 14.6%(378)2 e

H wioh 2,
L= Efdy 4

FAW S (construc) 2] A
7] 98] & AFe

3lol A
s}
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Fig. 2. Causal Effects among Constructs

Trust on Shopping Site Attitude on Live Shopping Shopping Behavior
R#*=0.37 R#=023
£y , 25
i Involvement o g Commitment
7 R:=042 b
447
5] 3 o3t
Trust Attachment
e, o R=019
rgyggs O -
Uncertainty e‘.""_IOM
Reduction

RT=020

Notes: 1. *p<0.05, **p<0.01.

2. Model fit: X2=590.23, df=201, GFI=0.89, CFI=0.85, NFI=0.90, IFI=0.91, AGFI=0.86, RMSEA=0.08.

L OIBAI(CFA)S A8}, B3 cronbach’s
alpha gt-& o]&3te] Mo A2es SHs)
%tt. (Table 5) ol AA|H vlo} Zo] SHT=
Eo] T FANES d8st= AlFe ol
2 3.70 o] F oz 99%e] AlZ|FTollA] fe
ngk Ao g vehd IYFEITAEol SRS
o4 g AT MFAF=(CRE 0.7 o),
BB FEF(AVE)S 0.5 OW%‘ A5 2F

mlo

o

& 2= 9l WZF = Ao 2 7hEEEHHair
et al. 1998), ¥ A7 A% —‘:— 086114
09182 Yeltom EAFE42 0,520 02
e

4 718 2B

£ A7 AjE ATEIES HE3h] S8k
AMOS 23.05 &-g3to] 7274 g 4
dEEs BN dA7EF HAP=s
X*=590.23(p<0.01), AH-E(df)=201, GFI=0,89,
AGFI=0,86, CFI=0.85, NFI=0,90, IFI=0.91,
RMSEA=0,08 2 WElGT) 7holAlEd A%
o] H]go] 3:1 o]alo]W, GFI7} 0.90]%%, AGFI
0.89]4, CFI 0.90]%F, NFI$} IFI 0.90]4,

RMSEAZ} 0.059)14] 0.08AFo]d 7A-¢- 2§35 =
Folgkar & 4 Qth(Hair et al., 2006). ¥ <1
TR0l M= GFIgH CFI7E 24381 DolA|=
#E BEo, o)E AleJstH dubygom ¢
3% 2d A= FAE

(Figure 2) of] Ve nfe} Zro] &g Alo|E
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