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Abstract Live commerce, a rapidly growing sector, facilitates real-time interaction between
streamers and consumers about specific products. This business model aids rational purchasing
decisions by offering visual demonstrations of product usage. This study aims to identify potential
uncertainties faced by consumers in live commerce and propose strategies to mitigate these
uncertainties for streamers and platforms. A research hypothesis was formulated based on prior
studies and tested through surveys conducted on consumers aged 20 and above with live
commerce experience. The study revealed that a streamer’s credibility (trustworthiness,
expertness, and reputation) significantly impacts purchase intention by mitigating uncertainty. The
platform’s return policy also interacted with product uncertainty, influencing consumer purchase
intention. These findings provide a roadmap for creating a tailored service strategy for live
commerce platforms, focusing on reducing uncertainty in the product purchase process.
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32 HlolEl 58 2y U &7 AL 2} AT Ea Gu3 dolHE B
gh B oATE T wzxgs mdg R
AAe dted 89l 2] AA A g =kl Aw s ATl A AAE Q9 HE
Table 1 Measurement Items
Constructs Items Reference
(Trust 1) The streamer of the item I recently purchased through live
commerce is trustworthy.
Trustworthin (Trust 2) The streamer of the item I recently purchased through live Rungruangjit
ess commerce is honest. (2022)
(Trust 3) I can believe the streamer of the item I recently purchased through
live commerce.
(Expert 1) The streamer of the item I recently purchased through live
commerce is eligible to sell the item.
Expertress (Expert 2) The Stre.amer of. the iterTl I recently purchased through live Rungruangjit
commerce has extensive experience selling related products. (2022)
(Expert 3) The streamer of the item I recently purchased in live commerce
is an expert on the item.
(Reput 1) The streamer of the item I recently purchased from live commerce
is well known.
. (Reput 2) The streamer of the item I recently purchased through live Kang and
Reputation . . Namkung
commerce is famous for being honest. (2019)
(Reput 3) The streamer of the item I recently purchased through live
commerce is evaluated as having a good image.
(SU1) 1 think that live commerce streamers do not display product
Streamer information ‘Well.. Chen et al
. (SU 2) I think live commerce streamers can fool me. (2021) )
Uncertainty (SU 3) I think dealing with streamers in live commerce can cause quality
issues.
(PU 1) I think there is not enough product description in live commerce.
Product  (PU 2) T don't think product descriptions are appropriate in live commerce. Chen et al.
Uncertainty (PU 3) I believe that products introduced in live commerce will not perform (2021)
as expected.
(PI 1) I would consider live commerce, which I am currently using as part
of my shopping.

Purchase (PI 2) I will purchase a product or service through the live commerce service Sgffanah et
Intention [ am currently using. al. (2023)
(PI 3) When I want to do online commerce in the future, I will use live

commerce.
(R_Pol 1) Live Commerce, where I recently purchased an item, promises easy
returns.
(R_Pol 2) Live Commerce, where I recently purchased an item, allows
Return  returns of promotional items. Al-Adwan
Policy (R_Pol 3) Live Commerce, where I recently purchased an item, allows a Yasszlr’II?ZOZ?))
relatively long return period.
(R_Pol 4) Live Commerce, where I recently purchased an item, allows
returns due to the consumer’s personal change of mind.
=k p < 0.01
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Table 2 Demographic Characteristics

Demographic Categories Frequency %

Total 320 100.0

Male 130  40.6

Gender Female 190 594
21 - 30 105 328

31 - 40 111 347

Age 41 - 50 66 206
> 50 38 119

University Student 58 18.1

Job House Wife 13 4.1
Office Worker 232 72.5

Others 17 5.3

1-2 123 384

Monthly 3-4 81 253
U 5-6 62 19.4
Sase > 7 54 169
Naver 142 444

Recently Kakao 64 20.0
Used Coupang 69 21.6
11st 31 9.7

Platform Others 14 44
Fashion 94 294

Purchased Food 97 30.3
Cosmetics/Beauty 55 172

Product Digital 32 100
Others 42 13.1

Price of < 30,000 98  30.6
Purchased 30,000-50,000 97 303

urchased 50 000-100,000 7B 23.

Product > 100,000 50 156
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o] °F 64%7}F 4 37438 wiwt

o= F)rolli M E=

2 olgsx e, H AEL T =
PEL Yolu 7}t 44%S A 8L 91‘2113} w3
N AE BR AEL F2 Fujata U3
om o 57k ¢l mwke] JpAS b AEFS T
g Ao Ebyk
4. A7 21

41 MEM I EIEIM 2N

AANGF AFede X3y QA5 =2H E

1978). <Table 3>
Aifolty, gl Ay 22 &

#A& WFEsto] BE 13

1 =<

Table 3 Result for Construct Validity and Reliability

SRR
CE
3@01 RERES

all

s}

=

Standardized Critical Crambach’s Construct  Average Variance
Constructs Item . . -
Estimates Ratio Alpha Reliahility Extracted
. Trust3 0.870 -
Trustworthi -
Trust2 0.884 19.749 0.895 0.870 0.691
ness Trustl 0.827 18.149"
Expert3 0.843 -
Expertness  Expert2 0.814 16.237" 0.863 0.835 0.627
Expertl 0.812 16.182™
Reput3 0.790 -
Reputation  Reput?2 0.786 14.335™ 0.850 0.815 0.595
Reputl 0.853 15.433™
SU3 0.796 -
Streamer .
U caint SU2 0.896 17.868 0.890 0.867 0.685
neetdity gy 0.878 17518
PU3 0.855 -
Product -
Uncertaint P2 0.895 19.842 0.895 0.874 0.698
neeAnly  pyp 0.837 18.241"
PI3 0.872 -
Purchase »
Intenti P2 0.883 20.559 0.909 0.886 0.722
rrention Pl 0.875 20.301°"
R Pol4 0.844 -
Ret ) 246"
e Prn R Pol3 0.841 17 46** 0.879 0.846 0580
Policy R Pol2 0.770 15.404
R_Poll 0.759 15.093™
Trustwarthiness 0.686 -
Source »
Credibility® Expertness 0.844 9.635 0.774 0.835 0.630
FEAPEY T Reputation 0.816 9.184"

a: Second Order Construct(Trustworthiness, Expertness, Reputation), **: p < 0.01
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B3 Ao YEhyt A BE FAT LFAEES S5 AoE o
=4, B34 4 4 TIdEo td 8 B}t T

°olol JiE Ee A4S T8I WY =E A A= gL 7 Al# = (Construct Reliability),
HAEAE Fdst= Aottt B dFE =4 H 2232 (Average Variance Extracted)&
FEEol S AgstA AHet=AE g<lst Tt FRlgttt dgdTe EE AL 899
= W BHEAY, AR dold MdEel T3 ko] sl AF=7F 0.7 o)) Fhol U RS
kol & THAEAE ERlste A gHYAd 4 set, i AkFE0] 05 ol 4] o]l v
S st &, AMOS 220 #H7|A4& &85 NS Q7% (Wixom and Watson, 2001).
Atk A4, AFRdef = 23 2913 12 291 <Table 3>°l4] AAlg EtFA A= 22k 8%l
of BEHow FAHo glorw 2x g < 233 BE 8Qlo] A7 e FAERE T
SJAENE Sk 44 2l AJEE xYdf F A2 Yehdrh

= 1430, RMR = 0.049, GFI = 0.927, AGFI = I BlgAd S A8 89 Fro] Aol e
0906, CFI = 0982, NFI = 0943, Z1g|a, 7be et a9l ko] AAAA L stolof
RMSEA = 0.0372 YEyth F¥g2rds] sty AgAGE AT HEBEFEES
oA A= Hls 9, RMRI RMSEAE® A wlaety, HaEAFEY] AladEe] B
005 Bt} v FA7F UE& e 88, = BHAT REEYG F

AS 23t (Fornell
GFI, AGFI, CFI®} NFI= 09 ®Hrt} =& X7} and Larcker, 1981). <Table 4>& 344

Us AS 273 Bentler, 1990). T3 A B ENFE AFES AAS Aoz #d E
FAE Bt og Ad AL oIt HIw FAdol EAst=E AS FAsA T

Table 4 Result for Construct Validity and Reliability

Constructs Mean Stapdgrd 1 2 3 4 5
Deviation
Source Credibility?® 5.17 0.83 0.793P
Streamer Uncertainty — 2.69 1.03 -559"  0.828°
Product Uncertainty 2.52 1.02 -507" 593 0.836°
Purchase Intention 5.03 1.04 432 -.466™ -.359" 0.850°
Return Policy 4.59 0.99 356" -412" =311 .399™ 0.761°

a: Second Order Construct, b: Square Root of the Average Variance Extracted, **: p < 0.01

npr|Eto 2 AGE HAEAE Fgste] o] o FAAEY w®WIF F£es gt
grHstdoernz Y AA, Y FHA (Podsakoff et al., 2003). & &4to] wkdd =l

A
ol o3 & o] Az v (x¥df = 1430, RMR = 0.049, GFI =
TE5 0927, AGFI = 0906, CFI = 0982, NFI =
=743t 0.943, 1¥]a1, RMSEA = 0.037)¢ &+ 2%
3+ 31l Ao w Frb wredd mde]l I (xYdf =
2 gy 1.283, RMR = 0.036, GFI = 0942, AGFI =

Bloofl |3 op [ 2 30 of & O T

de v I 29l 7|HS A 0915, CFI = 0989, NFI = 0954, =183,
3l 9 th(Podsakoff et al, 2003). & 7]HS RMSEA = 0.030) =% H3dE QFAGS ==
E g9lo] tisle] FEAte] Hgd 2} g shAch we, T mde] dEEo] A e W
ndo F7t2 @d 2908 sMgow 283 slo] 5 03KTE o} FEWHHE] FAE
=4 53 AA md e F nd 7t A meslR Polw HE= oz el
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Uncertainty

Ul ncertaint\

5
H3 Purchase Intention

a: Second-order Consfructs
b: Regression weight was fixed at 1.000
“*ip<0.01

0.353%* R*= 0.318)

Fig. 2 Results of Hypothesis Tests(H1 H5)

Table 5 Summary of Hypothesis Tests
Path Coefficient t-value Results

H1 SU — PI -0.253 -2.726™ Support
H2 PU — PI -0.001 -0.011 Reject
H3 SC — PI 0.353 2.751" Support

H4 SC — SU -0.722 -10.408™ Support
H5 SC — PU -0.676 -9.637" Support
SC(Source Credibility), SU(Streamer Uncertainty),
PU(Product Uncertainty), PI(Purchase Intention)
=k p < 0.01

A7E M 157449 Ak e TR
4 2a9e 4gsgor, 488 mde 4
e gasgr. 48 /17 2% %94 a9l
B g8l Adsarh. dse xYdr -
2875, RMR = 0072, GFI = 0930, AGFI =
0.888, CFI = 0963, NFI = 0944, 18]
RMSEA = 0.0772 e H| = RMR¥}

RMSEA”} 0.05HTH %2 Zoz yeyA| vk
0.1 v]wk7k=] & &3k, AGFIZF 098t} wro
0.87+A s &3tH, 1 9 QTAEE o]
FAF FA e Ao YEhy, 2 74 A
AL 33U v<Fig. 2>, <Table 5>.
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Table 6 Summary of Moderating Effect Tests

Coefficient  t-value Results
Constant 5.047 95.300""
SU -0.356  -6.562™
Hb6a R_Pol 0.265 4786™  Reject
Interaction  0.047 1.137
F = 393369, F* = 0.2719
Constant 5.059 94.100"
PU -0.235  -4.261"
H6b R_Pol 0.337 6.181"  Support

Interaction 0.104 2.061"
F = 315725, R* = 0.2306

SU(Streamer Uncertainty), PU(Product Uncertainty),
R_Pol(Retrun Policy)
* p < 005, #x p < 0.01

M 6 golB Ama ZPEo] AFshe=
R Aol 2] A ~EPY A4
(H6a), AF B4 Heb)7 717t 4548 =&
g A T o el ¥ e A

al

ol ¥ A= =4 & AA ] Hayes(2017)

9] Process 3.1 A2 5 A&3A. =4 &7
of &g 9 wkdw® ZE Q9o = FE3
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