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The Consumer Evaluation, Response and Voluntary Behavior
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Abstract This study conducted an empirical analysis of consumer evaluation, response, and voluntary
behavior of live commerce, which is growing as a shopping trend due to the spread of untact
consumption culture. The research method was a quantitative study that statistically analyzed quantified
data, and the study subjects were consumers in their 20s and 30s who purchased products through live
commerce. The results showed that the presence, economics, convenience, and interactivity of live
commerce affected consumer immersion and trust positively, while informativity affected consumer
immersion negatively. Second, consumer evaluation of live commerce showed a differential influence on
voluntary behavior. Specifically, the presence, convenience, and interactivity affected voluntary
behavior; economics affected purchase and participation behavior, and informativity affected
participation behavior. Third, consumer immersion and trust in live commerce positively affected
voluntary participation, purchase, and communication behavior. These results identified the effects of
consumer evaluation of live commerce and expanded the theoretical area of live commerce research
regarding sales and distribution strategies. This study has academic and practical significance because
it derives the factors for positive evaluations, responses, and voluntary actions of live commerce
consumers.

Keywords : Live Commerce, Live Streaming, Consumer Evaluation, Consumer Response, Voluntary
Behavior

o] =22 2021 diRt= w&Fe} A=AFAEL] X dg ot +PH A (NRF-202181A5B5A17052819)
*Corresponding Author : Eun-Jin Lee(Chung-Ang Univ.)

email: nefal2@hanmail.net

Received March 4, 2024 Revised April 4, 2024

Accepted June 7, 2024 Published June 30, 2024

211



A7 &85 =2 A A253 A6E, 2024

=

—

1. M

ARAY = A57re Aok glo] HE 7hsgtt Ao
2 QI AdHE(untact, BIHH) AN FEAEE ZA
Astlout, AR A AFE ERIT £ fivke
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Table 1. General characteristics of respondents
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Classification N %
Male 212 50.5
Gender
Female 208 49.5
20~29 years old 204 48.6
Age
30~39 years old 216 51.4
Marital single 305 | 72.6
Status married 115 27.4
High school graduation 27 6.4
Level of Attending university 43 10.2
education University graduation 295 70.3
Graduate school or higher 55 13.1
Seoul 126 30.0 °
Gyeonggi-do 98 23.3 =
Residence
Metropolitan City 120 28.6
Provincial city and others 76 18.1 <
Less than 3 million won 89 21.2
More than 3 m'ill'ion won 146 348
Monthly ~less than 5 million won
income . illi
More than 5 m}ll}on won 100 2338
~less than 7 million won
More than 7 million won 85 20.2
Total 420 | 100.0
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Table 2. Content and composition of the questionnaire

. . Measurin
Variables Measuring Items 8
scale
4 items related to the .
. 5-point
Presence feeling of actually :
o Likert
shopping in a store
4 items related to
. economical shoppin: 5-point
Economics X X pping p
with high product value| Likert
compared to price
Live 4 items related to easy
. and convenient 5-point
commerce | Convenience ; ;

. shopping such as Likert
attribute ordering and payment
evaluation 8 pay!

4 items regarding quick
response, exchange of | _ i
. o 5-point
Interactivity opinions, and ;
. . Likert
interaction through
chat, comments, etc.
4 items related to .
- . 5-point
Informativity detailed and useful .
. . Likert
product information
5 items related to the
emotional response of .
. . . . 5-point
Immersion deep immersion while k
L Likert
shopping in live
Consumer commerce
response
5 items related to
Trust cognitive reactions of | 5-point
belief and confidence in| Likert
live commerce
4 items related to
actions to actively
Communication communicate with 5-point
behavior sellers, streamers, and | Likert
other consumers in live
commerce
4 items related to the
Purchase behavior of continuously| 5-point
Voluntary ) . . ;
. behavior purchasing products in | Likert
Behavior K
live commerce
4 items related to
writing reviews of
Participation products sold in live | 5-point
behavior commerce and voluntary| Likert
participation in
broadcasts and events
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W 5EFe R FI5HHAL, ol 10832 53 Likert

Hxg ZHSHA
AP Y52 Rosenbaum & Massiah(2007)7} A
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21 o] &2 FHolB AH2olA AF F7]9 ZT
3, WS 9 oMIE Sl ArEA o= FofsiEe ol
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Q F&2 174 1.0 o, 4 B4 60% ol 7+
02 3519t} olF W9 A1=/42 Cronbach's ¢ 8 4t
Edto] FFsIich

Pfolzt Avl) 4 7K 24A L0 o142l 57
aQlo] F&wgich A EalA 57 8919 A B
@9, A, WO, HEHE

A 63.652% 1L,
A, ARA o7 HH5Ytt o]5 W49 Cronbach's «

739014 824 Alo]2A] 70 o4Fe] A1F] S8 B
i

AH HRGE 1A 1.0 ol4Ql 27} 8Qle] £&5]
9T, 1 BA| 75.770%900, BHA HHES BY
o=, AAH whge A=z Ptk A=y 24 2

3}, Cronbach's a7} &Y .938, 418 8562024 AlF
F20] =4 Yetit

A WEL 193 10 o141l 37 8<lo] 23
1L, 4 F4lo] 76,893%3Lo0], Hol W, 7ol W,
A% PFo =z PPolgrt. o]E W9 Cronbach's «
= #o P& 901, 7 FBE .878, AT FE 73282
Uepgey
Table 3. Factor and reliability analysis of measured
variables
Variables Factors Eigen Cur.nulati\;e Cronbach's
value |variance % 3
Presence 2.743 14.437 .824
Live Economics 2.659 28.434 .822
Comr'nerce Convenience 2.406 41.099 .780
attribute
evaluation Interactivity 2.335 53.387 767
Informativity 1.950 63.652 739
Consumer Immersion 3.905 43.388 1938
response Trust 2.914 75.770 .856
Communi.cation 3.110 31.098 901
behavior
Voluntary Purchase
Behavior behavior 2.796 59.057 878
Participation |y 74 | 76803 | 732
behavior
4.2 53 H0| JE8A ¥ oy 2M
274 wso) V48 U ABHS BT AT
Table 42} 2t} =lo]s. Avjae] 44 ke A
(M=3.825)9] Hto] 7FF =34, AHR} 9hg-2 A1F]

(M=3.339), 2U(M=3.009)9] <22 &3ton, A=
e ol BeM=3.454)9] Btol 7P I E
e, B W] Bato] 3.0 oMdezA HaA w4 u
ERtT
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Table 4. Descriptive statistics and correlation
analysis of measured variables

Variables 2134|567 |8|9]10

1
1.Presence 1
2.Economics|482* 1
3.Conveniencel 502578 1

4.Interactivity|460*.506*1550*1 1

5.Informativity}393"563* 502472 1

6.Immersion [ 57039443804 363129 1

7.Trust 597,505 5431 5874 367 G371

8o 5y 3 370 370 14170 G871 5517 1
behavior

9-Purchase gyl sogmd gt 410401 1 G324 G186 1
behavior

10.Participation) ey fgges g5, gee1 431 2001 506|512 G581 5901 1

behavior

M B.3293.6033.7143.6143.8253.0093.3393.1053.0993.454

SD .744.648|.617|.621|.527|1.024.715|.932|.902|.848

**p{.01, ***p<.001

AT B4 Aae Aued A A7t 1299
A1 687 Al|2A] 80 Hrk Wik, WA 119 S

A4 BAZ} gl A0 Blsgleh efoln Avlxo)
&4 WS PASHE QAL AEA whgel B9, 4
Fot AW JBIATL AT, AL BF 25,
o 2 o] BEHE FH) JUHATF ek 2]
A 9rgol B, AlE ES AL PEO| 25, 7o @

o] FsH A JuaAT A

4.3 g5t 7tde| A

4.3.1 20|2 HHA &4 HI7F AH|XF 2ES0|

0Xl= g

2 A7 7Hd 19 golB AmMAL] £4 Byt &
v} g9hgo] mAE IS ASSH] Yol AEHS
AAGE AI= Table 59 Zth WA] glo]H AmAL]
44 B Yol miAle 9 24 43 3R
o] AL 24.6%0]1, F]F|4]o] BAZHoZ Fou]
A WERATHE=26.948, p<.001). FA|F o=, gto]r
AW AL I (F=.425, t=9.958, p{.001), AAE(B
=.125, t=2.931, p<.01), W(B=.122, t=2.867, p<.01),
AT 22 4(B=.092, t=2.146, p<.05) Eo A(+H)9]
9, HHA(B=-.161, t=-3.762, p{.001) Ef
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Table 5. Regression analysis of live commerce
attribute evaluation and consumer response

Depe':ndent Indep'endent 2 ; R , E
variable variable (Adj.RY)
Presence 425 | 9.958**
Economics | .125| 2.931**
Immersion | Convenience |.122 | 2.867** (j ;gg) 26.948"*
Interactivity |.092 | 2.146*
Informativity |-.161|-3.762%*
Presence .290 | 7.892***
Economics | .361 | 9.838***
Trust Convenience | .250 | 6.809*** (iég) 65.455"*
Interactivity | .382 | 10.390***
Informativity | .137 | 3.728***

*p<.05, **p<.01, **p<.001
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o] FAA(B=.360, 1=8.181, p<.001), HA(B=.175,
t=3.965, p<.001), 452-8-9(=.141, t=3.208, p<.01)
2 4% Pl A9 FIFe, FEA(B=-.132, =-3.002,
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t=3.942, p<.001), BE(8=.158, t=3.567, p<.001)°]
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Table 6. Regression analysis of live commerce
attribute evaluation and voluntary behavior

Depejndent Indep.endent P . R , F
variable variable (Adj.RY)
Presence 360 | 8.181%*
o Economics -.023 -.521
CO?S;‘:;:;HOH Convenience | .175 | 3.965%* (}5952) 20.445%*
Interactivity | .141 | 3.208**
Informativity |-.132| -3.002**
Presence 365 | 8.568**
Economics 271 | 6.358*+*
E:LZ}E?Z‘: Convenience | .141 | 3.318" (:52) 27.676"
Interactivity | .151 | 3.547***
Informativity |-.042| -.980
Presence 153 | 3.458™*
o Economics | .268 | 6.060***
Paégﬁ;%?;on Convenience | .202 | 4.562*"* (igi) 19.550**
Interactivity | .174 | 3.942%**
Informativity | .158 | 3.567***
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Table 7. Regression analysis of consumer response
and voluntary behavior

*p<.01, ***p<.001
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Dependent Independent P ; R? P
variable variable (Adj.R)
Communication| mmersion | .465 | 10.917** 744 57 3047
behavior Trust 168 | 3.950%| (241) [
Immersion | .452 | 11.158***
l]:u;ch:'ise 314 05,623
ehavior Trust 330 | 8.170%| (311)
Articipati Immersion | .116 | 2.499*
Part1c1p€'1t10n TSl .099 02,834+
behavior Trust 292 | 6.279| (094)

*p<.05, **p<.001
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