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Abstract This study was intended to examine the effect of service quality on service failure and loyalty, and a
survey was conducted online and offline with a focus on those in their 20s and 30s in Busan region. Specific
details were as follows: First, service quality was found to have a statistically significant effect on live
commerce loyalty(Hypothesis 1), live commerce service failure(Hypothesis 2), service failure of companies
using the live commerce platform(Hypothesis 3), and repurchase intention of companies using the live
commerce platform(Hypothesis 4). Second, service failure of live commerce companies had a significant effect
on service failure of companies using the live commerce platform(Hypothesis 5), but did not have a significant
effect on live commerce loyalty(Hypothesis 6) and repurchase intention of companies using the live commerce
platform(Hypothesis 7). The service failure of companies using the live commerce platform did not have a
statistically significant effect on loyalty of live commerce companies(Hypothesis 8), but had a statistically
significant effect on repurchase intention of companies using the live commerce platform(Hypothesis 9).
Finally, the repurchase intention of companies using the live commerce platform was found to have a
statistically significant effect on live commerce loyalty(Hypothesis 10).
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Fig. 1. Research model
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Table 1. Demographic characteristics

freczf/f)”c‘/ Total
Gender Male 82(33.2%) 247
Female 165(66.8%) (100)
Ade 20's 237(96.0%) 247
g 30's 10(4.0%) (100)
Job undergraduate 208(84.2%) 247
Employees 39(15.8%) (100)
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GFI=O.96, AGFI=O.81, NFI=0.96, CFI=O.97, IFI=O.97,
RVR=00799] 4T 712l 2ol £, =
At 52 9% Sl A
o) 217} gk AekEICi)
AR, Az BAL 71710 SoluAmMA, ol
B BE o] § YA SHo] LE BAHOR G5 A
o= Uepr}, SolBAmMA AHAEYY GFL ol

BAMo] A} g3t AL 7|2 2EA7|= A0E U HAWA ZAL(FZAS 0.08, T 2.23), 2olEAH
Table 2. Live commerce factor analysis
Vailable EFA SE B Tvalie Cronbach's alpha
.788 0.74 13.71
772 0.67 12.18
Live Commerce Service Quality .765 0.70 12.86 .827
745 0.70 12.82
.673 0.69 12.48
) ) ) .864 0.84 15.79
Live Commerce Service Failure 31 0.82 15.25 814
.819 0.66 11.96
.897 0.87 18.41
Live Commerce Loyalty .895 0.92 20.15 .897
.833 0.81 16.39
x*=72.33(p=0.000), df=41, NFI=0.97, CFI=0.99, IFI=0.99, RMR=0.045, GFI=0.96, AGFI=0.93
Table 3. Live commerce platform’s client factor analysis
Vailable EFA SE 2 valie Cronbach's alpha
.816 0.77 14.78
.788 0.77 14.98
Live Commerce Platform’s Client Service Quality 71 0.66 12.13 .862
740 0.77 15.02
.738 0.69 12.75
) . ) ) .704 0.88 13.06
Live Commerce Platform’s Client Service Failure 77 075 1158 794
.825 0.88 18.86
Live Commerce Platform’s  Client Repurchase Intention .806 0.94 21.07 914
747 0.84 17.59
X2=111.18(p=0.000), df=32, NFI=0.96, CFI=0.97, IFI=0.97, RMR=0.043, GFI=0.93, AGFI=0.88
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Table 4. Discriminant analysis

Live Commerce | Platform’s Client | Live Commerce | Platform’s Client | Platform’s Client | LiveCommerce
S.0. S.0. S.F. S.F. R.. Loyalty
Live "
Commerce S.Q. 710
Platform’s Client S.Q. 510 734*%
Live Commerce S.F. -241 -.306 778*
Platform’s Client S.F. -.246 -.341 .803 .818*
Platform’s Client R.1. 447 470 -.363 -.391 .889%
Live Commerce Loyalty 417 407 -.34 -.374 782 .869*
*= AVE(root square)
Table 5. Hypothesis testing
Hypothesis path coefficient t-vale Results
H1 Live Commerce Service Quality — Live Commerce Loyalty 0.08 2.23 supported
H2 Live Commerce Service Quality — Live Commerce Service Failure -0.24 -4.63 supported
3 Live .Comm.erce Platform’s Client Service Quality — Live Commerce Platform’s Client 011 33 supported
Service Failure
Ha Live Commerce P\gtform s Client Service Quality — Live Commerce Platform’s Client 038 812 supported
Repurchase Intention
H5 Live Commerce Service Failure — Live Commerce Platform’s Client Service Failure 0.77 24.25 supported
HE6 | Live Commerce Service Failure — Live Commerce Loyalty -0.01 -0.06 not supported
H7 :_|ve Commerce Service Failure — Live Commerce Platform’s Client Repurchase -0.10 ~1383 not supported
ntention
H3 Live Commerce Platform’s Client Service Failure — Live Commerce Loyalty -0.07 -1.27 not supported
Ho Live Commerce Platform.s Client Service Failure — Live Commerce Platform’s 018 230 supported
Client Repurchase Intention
H10 | Live Commerce Platform’s Client Repurchase Intention — Live Commerce Loyalty 0.72 19.67 supported
x*=34.81(df=4, p=0.00), GFI=0.96, AGFI=0.81, NFI=0.96, CFI=0.97, IFI=0.97, RMR=0.079
2 AR AAN(AZRAS -0.24, TR —4.63)2.8 7Hd 1, 4. 48
2 AXEL. ol uAuL BRE ol g AR Al it a1 A
AEL| JYE ToluANA BeE olgYA Aula 1 TTEHRANG
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ol3A AFUME(IRAF 038, TZE 8122 7p = TN AW A= A7e] AnS AulAEA 59,
3. 4 A A|EG Aplzs) S, 223 AT FA )
£, A2 olBAmA, olnAvAolg AT EIE RIS HET 2.
oA ZHol|A] AEEITh glo]BAMA 9JH|o] AHA A, AulaEd % Zpz} Bto| B AW A, o] B A
EAE o1& AA BT JIFE WAL Qlek So|BAHA

Aufo] GF2 gro|lEAHA EHE o] 8AA AHjad
WARAS 0.77, Tak 24.25)2 74 55 AA =k
Yo go|BEAHA FAHZ(EEAS -0.01, TH -
0.06), olBAMA ZHAE o] &AA A (F=
A4 -0.10, T#E -1.38)2 714 6, 72 71Z=]9it. gto]
BAWA o] &A1) AuAMTY] JFFS 2o]BAH
2 FAEAZAS -0.07, T -1.27)2 7Hd 82 7|7
=|9lom, go|EAMA EAE o] 8AA| AT =(F
2A4-0.18, TZL —2.32)2 7} 9= AR =it

R0 g elo| EAMA ZHE o A Auh
9 9] JF ol BANA FHE(FEAS .72, T#E
19.67)2 7Hd 102 A2 = et

Au|2aEE 2 E}Olﬁﬂ‘ﬂi =M Det EolEA
A A AR 2)0] SAHCR ot ANE

=E SHT Bto|BA A EFE o §UA|S] AuAE
A E ol EA A FSHE o] GAA| Aul A A(Hd
3)9] So|BAHA FE ol &AA A= 4)
o SAXMCR ROt 2HE vA|= ACE LERHT
olget A= ARFATET TRIVAZ So|HAMA
oF ETFE o] 8PA Y 2 AB|AFAL 2H[RY] Fo]
BAMLY] FAEe} ETF o SUA Aozl F
23 aRlojn, Fo|EAHAE o] ggto] wh Ty &

T A= SHE o1 8 YA Y AlFar T FAE #E

gl



MHIAZZO| MB|AMICL SE=0f OjXl=

o]l ot

o 20|27 {HA ST

Aot BHE 0|BAAE Moz 39

2 E, MY &MY 9 SR Higt
S AHIAAT O A A4S €0l € 5 e 92
Stk Aolch. wehA] Z4249] GA| B 22 59 A
H]AZAS 07] 3} <= Q)L ulA|E] ko] " gsir}.

A, A2 ol BAWA Aof tigt AH|A
AT A7t ol HAMA E3E o A gt
AH| A ARt S0 A ekt holHAWA ¢
Ao} Al A Aufl= o] EAMA E2E o] GJA9] A
HI A ASj(7HE 5)of 793 FFS WX AT, FolBEA
HA SYECH 6), SolEAHA E2F ol &AA Al
TFHAECHE 7)ole SARLE FosHA] Ghe A=
UERR T 2ho]HAH A S2E o] &A1 AulA Huf
= golBAHA AA FHECHE g)oll= BAZHLE
FOJSHA] ATt o] EAMA EFE oG AA] Al
= (He 9ol BAH LR Folgt ATE Uepith

oleiet A3z ol AT~ o}gAte] Al Arfel
Apgpol] dfet A7He Sl AT QA1) Al
At E9E o} 8R1A12) Al 2] gl tigt 4
7148 B% 27 A2tk H oJujaich neA 2
ojHAMA A= AAA L A AR et
ofyzt ol BAMA EZE o] &AA|S] AulA M)
FEHEBL, GA & TAE] H&o] AR F)ofl
o BEHF=ES B o] ol S835hH, E3] A
HIAA 7Y A] 2to]HAMA GA|9F Z2E o] 8
A B AvRke] B 4 HelE EEIHE AW AT
5 AR 53 A Hefo] Fasi

opA|eto 2 o] HAMA EE o] &AAS] Al
e Fo|EANHA FHECH 1009 SAHCE &
OfRt FF2 VA= Ao Yepth o]t Avks o
A =2d AFANR A S FEoHE Elo|EAHA
A} ol BAHA SHE o] FUA FF BT AHlA
FATE, Au|A AR S0l tit S32<1 HAA
70| Basithe olck

whelo] A7} 7T Qi BARE chea 2ok A

=

HlA AnE Bt BYe Bolo] 245 glon, A
Hl 2 guhe] §33h Ar|2As o] 47} ofelo] R

of w2 Anlate] Auladue] 42Hg X2t SOl U
A7ANE £2 T Wao] sy B,

REFERENCES

[11 G. B. Kim.(2020). A Study on the Legal
Regulations for Live Commerce, Distribution
Law REVIEW, 7(2), 31-68.

(2] Sfulol= w2(2021). EolBAMA WS 40%, F
1 94 ¥8 =2 https://post.naver.com/viewer/
postView.naver?volumeNo0=30992429&member
No=11029869&vType=VERTICAL

3] H.]J. Lee & Y. H. Sung.(2021). A Study on the
Development of a Scale for the Motivation of
Using Live Commerce according to the Change
of Non-Face-to-Face Consumption Culture,
Journal of Cultural Product & Design, 64, 215-
226.

[4] H. S. Shin & H. E. Jeong.(2022). The effect of
social media shopping motives on consumer
behavior: Focusing on YouTube shopping
Culture, Journal of Culture Industry, 22(3), 101-
113.

(5] J. C. Wen & H. M. Lee.(2020). What Factors of
Live Streaming Commerce Appeal to Chinese
Consumers? The Influences of Platform and
BJ Characteristics on Purchase Intention and
the Moderating Effects of Gend, The
e-Business Studies, 21(5), 215-234.

[6] S.]. Lee.(2021). An Analysis of Determinants
Affecting Satisfaction of Usage of Live
Commerce from the Perspective of User,
Information Source and Platform, The Journal
of the Korea Contents Association, 21(3), 576-
589.

[71 1. H. Choi(2021)., The Effects of The
Characteristics of Live Commerce and The
Characteristics of Information Source on
Consumer Flow and Purchase Intention, A
master’s thesis, Hongik University.

8] J. H Chun. & Y. W. Lim.(2012). e-Service
Quality and Behavioral Intention in the App
Shopping Mall, Journal of the Korea Academia-
Industrial cooperation Society, 13(4), 1609-
1618.

9] Lovelock, C. H(1981)., Why Marketing Manage-
ment Needs to be Different for Services,
Marketing Science International, pp. 72-76,

[10] M. J. Bitner.(1990). Evaluating service encounters:



40 MASBAT H22A H1E

the effects of physical surroundings and employee
responses, Journal of marketing, 54(2), 69-82.

[11] A. Parasuraman., L. L. Berry. and V. A
Zeithaml.(1993), More on Improving Service
Quality Measurement, Journal of Retailing,

69(1), 140-147.

[12] A. Parasuraman, V. Zeithaml. & L. L. Berry.
(1985). A conceptual model of service quality
and its implications for future research. Journal

of marketing, 49(4), 41-50.

[13] D. H. Yun. & Park.(2012). Effect of Perception
Towards Service Failure Seriousness By Social
Commerce Companies and Service Providers on
Repurchase Intention and Revisit Intention,

Journal of Service Research and Studies, 6(3),
107-122.

H. S. Kim.(2017), A Theoretical Study of Service
Recovery Strategies, Journal of service research

and studies, 7(4), 109-126.

[15] R. L. Oliver. & J. E. Swan.(1989), Equity and
Disconfirmation Perceptions as Influences on
Merchant and Product Satisfaction, Journal of
Consumer Research, 16(3), 372-383.

[16] A. Mukherjee. & P. Nath.(2007). Role of
electronic trust in online retailing: A re-examin-
ation of the commitment-trust theory. European
journal of marketing, 41(9/10), 1173-1202.

[171 C. B. Crisp.,, S. L. Jarvenpaa. & P. A
Todd.(1997). Individual differences and internet
shopping attitudes and intentions. Graduate
School of Business Working Paper, University of
Texas.

(14

(18

R. Johnston.(1995). The determinants of service
quality: satisfiers and dissatisfiers. International
journal of service industry management, 6(5),

53-71.

[191 S. W. Chung(2022), The Effect of Live
Commerce Detailed Attributes on Purchase
Satisfaction and Repurchase Intention, Doctoral

dissertation, Dankook University.

[20] S. J. Oh.(2022), The Effect of Live Commerce
Characteristics on Loyal, Doctoral dissertation,
Gachon University.

[21] R. B. Kline.(1998). Software review: Software
programs for structural equation modeling:
Amos, EQS, and LISREL. Journal of psychoedu-
cational assessment, 16(4), 343-364.

[22] J. H. Steiger.(1990), “Structural Model Evaluation
and Modification: An Interval Estimation
Approach,”Multivariate Behavioral Research,
25(2), 173-180.

2 [ £(Dae-Hong Yun) [x5/2]
+2008¢ 8¢ : XAk tishd
oA
+ 20149 8¢ : FAokw ok
73 B FTHAY

+ 20099 79€~20109 8¢¥ : oA
BAATE AEATL

A,
+ 201549 3¥~20199 119 : Fotfigha A4 AHA - A
AYATA 25
< 20214 39~3A) : FAPIEE st v e &
e
* TAEOF 1 ABIARYE, ARRIHY|Y, B

* E-Mail : dhyun@cup.ac.kr



