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Factors Boosting Impulse Buying Behavior in Live-streaming Commerce
- Roles of Para-social Interactions, Task Complexity and Perceived Amount of Information -
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Abstract: Live-streaming commerce is attracting attention as a noticeable trend in the retail industry. It is a new
mobile shopping service platform developed by combining live streaming with e-commerce technologies. This study
examined the impact of para-social interactions on consumer impulse buying behavior and investigated the impact
through task complexity as well as perceived amount of information. To achieve this goal, 203 women using a mobile
commerce participated in an online survey after experiencing beauty live-streaming commerce. The collected data
were analyzed using SPSS 25.0, AMOS 23.0, and SPSS PROCESS Macro program. The results of the study revealed
that para-social interactions negatively influenced task complexity, positively influenced perceived amounts of infor-
mation, and positively influenced impulse buying behavior. In addition, impulse buying behavior was negatively influ-
enced by task complexity versus positively that was influenced by perceived amounts of information. The impact of
para-social interactions on impulse buying behavior is mediated by task complexity and perceived information. The
findings of this study contribute to the theoretical extension of para-social interaction on impulse buying behavior in
the context of live-streaming commerce. The implications of the findings suggest practical marketing strategies for dig-

ital media commerce retailers.

Key words: live-streaming commerce (Zt°]2. 7]#22), para-social interaction ($JAMA}3] 4 35 44), task complexity
@ 27H4), perceived amount of information (X2 F H.2] <), impulse buying behavior (F%5713%)

1. M =

2 YEYA AH]2(Social Network Service, SNS) A%
7} gEo] &4 #v2(Social Commerce, S-Commerce)’} 5
ol om, o= 281 A W Erld &o] EAslE= Al
717} % chLee & Hong, 2012). ‘A Am2g 24 YE
A AHIEE EdR 221 ARA AR o] 85 Az} A
g &S Uy, A4 vr]o] e} ‘e-Commerce’d] &34

fEiE wojoltk(Huang & Benyoucef, 2013). &4 WESHA
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AHI2QL Flo| 25, QIZELTH, ESH, WHHAE, A7 §
o] SNS Htjoje 28 & AW 75E F3sIAA, oY
g 7S AFA0E sk HAEEL AHREA Bt
AR vHA" ARES 7185l RS Y Al =AU
thRawat & Divekar, 2014). 24 UEYIolAM o]Fox]&
ket AR w3k Zdl=e] Ak TRE JIEFAMES 5
sto] AH)R} 7Fesl =& F%3(Childers et al.,
2019) SNSE &3¢ FHEHARE olojA An|Rte] FajAA ol 7
3l 93-S A FAtHLou & Yuan, 2019). &4 wt]o]
el ALSlE A&k AREARe] A A ik Q1MS
A1 Fufel] S G WA "THCho & Son,
2019). thFEe] & AnEE Bafd S 7|9o R o] RojR]H
HIZE 431 AFEHS 7INIC R 5P FRRE AH|sks
371 =A gatEo](Al-Debei & Al-Lozi, 2014) 2ke]=. 7
w2 ZYPE] EFHOZ oo

‘o8 Amz g AN ZEW R AXIANE st

IRNE O

a5 =



BJo] #jej0] el tIE S 29 NS YT, A% BYH N2 Fw] P FHOE - 71

off &4 BlzU2e} o] FHUE ARieIA i e
Hjt]e] Awzolt), LSS BB AMAE o]g3dle] 4
AlZke 2 A= s AFS duiAtet AES F8 dislkst
HA w9 AsA AEFS T F A (Huang &
Benyoucef, 2013), SNS& E3l v]2UXA IAIE JAHT =
ATHTajvidi et al., 2018). ol ol Amx ZHYEo] F
Ae WA AFS AN E digstar Anfsid 7l <l
Z 2 MoA(Chung & Lee, 2018) Eu|3 2 AAMA TV
B T I FEAEE ddi=r] Ao 594 2
7t sk 9 glolE AME A 2018 54399
(&F 9% 3,56090)2] A FEE &0 S Ho|
A2 (Kwon, 2019), He= Z2uulolz 2~ A Z-19
(COVID-19)9] F&o= 221l f&°] w553t 2023d71A]
829 FEZ A4E Adoltk(Shin, 2020b). L] F1 A
ZYPEQ] W FIH] (Merucari)= 201930 2lo]H w2 Zei
5 MNER 3 Tl wiE 11T 1S AT AER we
FT2E BTH(Huh, 2019).

glo]B Amae dubEQl 289l Amze} 2] AAZEe
2 Fhzie} AR golBE vhd 4 ks Aol 9
FufRiel A2 HHO R AFS 3l Uths 22 oAt
A}3)A 245 2F8-(Para-social interaction) /do]H, o= A

ABA} AL Wao 2 7|7k AA PAdEThRubin et
al., 1985). A7) oJ3lH JARASIY e g2 HEAU
W iRl TV Z2ale] SARlEe S W] &3
SAES AAAF Alelod] FAdE 4 O (Horton & Wohl,
1956), olgjgt G3t EE4F T Z2aPS TS gol B
A Dt AH3tHGrant et al, 1991). |2 So] TV &4
o 47 SAEE ANEOR AFS AY AldaL 554
o7 FiE ARIUAM AAET GBS FEAe-S st
A FohLim & Kim, 2011). 2lo]E AMALE wlZrx =2 &
27t g st 2o o] obd kst st A
F AHoE WEHE Y] wiiel] AHAEANA el AL
253 FARE AR deaE-S AT 4

A7 FET He A AuRR] AR Bt o
3 FAE JAREA FEARgol AF Telagelx X7k
T A AFE 9 JQAXA Ffel tigh FEg 3HAeR
el41&HA dlthe Aolth(Alhakami & Solvic, 1994). Ko(1993)
o] AFoA AnRks S IgolA 1E Qe disk Ejlel
o5/ HH S5TE & FEo] oA Era 3%
o} glolH Am2 FPEL muld o FgAloAE Tl A%
I Fui7t Al o] FARA S A SH (Hall, 2020), o] g
713 &3 A Azde &3 39 ofeS o s
ZZIA 4 Ak B AHRpe] e abEA e lojA] AlF
o gk RS A7sls A A Bl 91E 8AE
AAsI] FElE o]oIX]A Sth(Park & Kim, 2006). ZFo]E
AW EE AT aPaks AATSE AF AlAS B A

of Algehe Zukd &9 ZYFOEA (Sun et al, 2020) F
=

!

N B

[e)

2

%

& B3 2= W&ol el 'Hs we oM o
HE X5 Ho] ogA] & FEigrE 2 £ 9l
olgtx dEl & 4 Slrh.

71E glolH Amzel| thgh APATE MR &8 F7)5
S} (Zhao et al, 2018) ¥uike] XZHel 7] (Wongkitrungrueng
& Assarut, 2020)2} o] Fujzte}l Aol gk HEAR] &
HE RZIZTE Zheng et al. 2020y 2JAIALEE AFE A
AREAFY] 2 A ool FEE PAE As WA
™, Park and Lennon(2004)2 &uld ofF &3 &
TollA Al A Adsakgo] den)d &3 Bl g3
FEFE oL AT JAEE G Arg-S deu)d
2 3P Hte] Folr F2 FHEET (Nabi et al., 2006;
Rubin et al,, 1985) ©]-&Ak= the AFUA I wHFoLt 1]
o] &o] gids B3l UiskE Al=si sowe det) g
o|B. Awz= tiHe] &3 FHhlA o]FARA| = ot 2
gl gl wEo 2 Fujriel Az} ko] AT AFo] 7t
SRR olF 7| XUzt FA| wE A5 ARGl e F&
sitt. w|t]o] ZREF ARz fFo] ThFslizl el 2ol
B AmZzor 49 5 e AR A g g &
248 yHEo oo tigt At A fith wERA B
ATAME FolB A aPSAoA] A A AFe ke
ATs FHH R AFEIA ) WA Aujte} AR}
Atolol] FAE AAEEE s ARG o] ARt TS
& 7 AeTHE ol izl gt Bgk ARSI szt
o] FE g FXNTE Fel A B AR A7)
AE A oA F JeAE sl gtk = QAL
3 daapgol LHAY gelB Aus FHES o835t
AEY & e AY BEL F4s 2R AF gt
J K

3

3

B OEES P 5 b A wed Fo FEE
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2.1. QMBI HSEE
FATARI vz o] A3 AP AFoIM = Ht]o] Ade] 21
Eo] F8AlA vXe dF Foll AHH R 45 AESA
ol i FAlIA EAElE A3} o] =73 ke ¢
AR A s ARGl At Astith. Horton and Wohl
1956y &AM 4o 2h8-2 mirjole} 71 7ke] i &
Aol gdeletar Aolglom, sljle] A ALEA FF A5
B AES AAZE GiRlTAITL o]Foj7 Algho] opd 2
B3, Dl 5ol HtlolE miviE st ARUAI
S Algske tidelztal A 3rt. Rubin et al.(1985) H|T]
o] o]&ap} mtiojel iRl = #AE 2 A4S ot
ezt AREed, ol derd AL
o2 Qg ABH HeAgI 2ol ZIIgar vk
Sood and Rogers(2000):= w|t]o1e] 1= AlgAke] Az

7

o

0

.
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2

| FEIRN o AFRES Ht]o] FE2avrRY 948 &
3 Folske T2 AYEY 4RIt He RS dEA
v B4 ool ves= fRHS Thike Ag st 5t
At PR AHANME oK pALEH AT ARE-S LHAE |
toje] FHEd FSIAE she A 22 AHEES 7Nk
Z 3 Aol A l3tH(Labrecque, 2014).

o|H CJARLE A S G o8 w|t]o] AREAte} HIY
o] AlolollA] BhAYSt 4= 9l A BAIE AWl ) A
4= (Ballantine & Martin, 2005), || ©|-8-A=2 2JAIALS]
2 A5AES FAske AE il D7t QIZHARI iy
A = AAR vhs 3ot o] 71A "oka A
THChoi & Kim, 2006). Grant et al. (1991} TV 2
Tk Aol AR £ TAESL ARAEEE et

e
S A ol AF Fullel AN FFS F F Aok
AL itk &% TAEE TS vvlo] AUz HojA

e oo 2 of e

B

vlol] & B AIZRS &S] 3P (Quintero & Patnoe-
Woodley, 2016) H|t]ojollx Uepts dAufjzte] &7 F721 v
o] HE& s AHIRE sfojg ARALHA R AIEIE s
2+8-8 A gt & 4 Slth(Brown, 2015).
APALS A gl ek Fe ol A H|t]o] &
oM = Fa3A HHAL UTHLee & Watkins, 2016). 2
o|H Amies 2H[AT} Aujrtet At ® e A8 5
el ARk EYE skl MEA] 47 A 3 o
Ql #AIE FAJsl7]oll(Haimson & Tang, 2017) 238} uj-¢-
AR FEE Hnal & Qlth o]d] £ Aelrs golB
Au 2ol 2827t FEjRteA 7R A BYdAet
TS AR FeArgo® Aolagion, gto]H An
S Ak Sl FfAleA A7HHR1 wigoeu XUk
7e GAEEA AAEs AT FOR Atk

N

l

Ir

22 EsTU S

FETHRFlF HoldF LHPEFe] SHUHEA
(DiClemente & Hantula, 2000; Kirchler & Hoelzl, 2011) <+
o AAAS AFsA XIY3EA] ok(Weinberg & Gottwald,
1982) 7ba| o2 Fuljg)s-S NHgshe 795 etk (Edwards,
1993). SETHHEE ke F8 §71= 71E4dge] H2joH
(O'Guinn & Faber, 1989) £V, A4, &5, 21473 A
T e BAAR 2 BEE Yol SleiMee 4
tH(Kellett & Bolton, 2009). =, AH[A}e] S50
A9H, AAA, Y5 Fe] =)o o5 AHH
(Weinberg & Gottwald, 1982), A}5S WolsolE Az
A=A deiet Wa8-eF #o] Arh(Rook & Hoch, 1985).
FoTule WEEA FAZ qurt ohgl EAgo ARE
dom A o|A AAlARl BEE dethe SN T4
A= o™ (Novak et al., 2003.), 252 =
FEolw Sgske Aol oljel AdHeln &
H)Shs 3%

flo

5 o] 4
A =
Ly

29l L =3 e olfE AT

o

o>
rEl
O
¢

RN
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ThJeong et al., 2009). Hausman(2000y> 7ol ojwgh
B4 225 93 50| old, &% AHEL F27S do
717] wWie] ] = vl A A pulE & gHEol
s A

gho|H AMXIE o] @3k AM|ARY] iR XF3E
Adta 2R Aol AEEES 7] Y 535S A
(Friedlsnder, 2017), S-CommerceZ ©]-&3H= AR|REL m]g)
Agsle] e 27171 Hihs Atk Al das A ¢
< 3N o] R Aol =E2E oA EF AES
Trjsle A$7F Bolxth(LaRose et al, 2014). 22}¢] 1w
A2 eze]l FujakEe] Hlskd] OS54 TuldEs
1Y 7h54do] IM(Donthu & Garcia, 1999), Bl$o] Thy3
SNS H|t]o]E o] &3 S-CommerceE 7]E 220l 2 o2z}
3 e tEA AHA B FEE0 S @ vt
54d0] AtH(Jung, 2018). £3], 2ElUlol} mrl e
AZbolut F7ke) vlwA wx] P FujE Ak AE 714
ojuf FHol et ARE Hrt g4 53 F Sk AE
SHolx AR AREMo] golaittal =2 = AR vk
3t Fre) FHel A7) ulEel i) Eokd & 9
O (Lee, 2011), 221 Je] o] A= 212 S7HH o)
o AAE FF71A Erk(Bakos, 1991).

S ES A e 890E ol IRk A
ke a3k YRlo=E yeElo] Yt} 53] JARSIH 4
F8-2 Fhllel An|xE 7ke] 2 E tiIBAIE FAAA A
& AE E 845 FAFA =Hol 2B AR}
o & EXAZE 4 A 3} Xiang et al.(2016)> 2JA}
ARB)A Adazkgo] FEToE 23 JFgL Xty XF
oM, Zhu et al 2020y [lmHIAloFe] QIAERTRY ARSARE
A A3, A8 mtojdla frEle]l 54 Algel diEl ¥
B3P el tisk mig =} AR=rt AF] A=
FE A TEridES & 8o Zote AL A5
o} glolB Aw o] Jhixle AR 24wt AFE ¥
Nete] Ha An|RIe} A% &9 (Hallanan, 2020) 2A17- 2
o|BE XgPsh= E Al Fol® AnRpel AHAQ] et
5 T F AUk olepe] MR Ailo] F=24- ke Hmf
Aheb WA Ay AW A 22 Az A2E IAEH

slo] AEL 25 AT & dloky APsIE 4 ek weky

-

g
N
o

o _]}1_, iy (i
d
Iy o rlo

z

HI. 2hold Av|2eo] oaabe)a 4528 S57ojas
o el e A Rolck,

2.3 oy =8y
I Bdolst o] e she JIRA sHolu &7
SHAAM Y el 2 Y-S dEske= b a3 Bt &
del AEE 9v stk Bonner, 1999). Szymanski and Hise
(2000)= 2}l LegollA] Awizle] Blme} Fo ot 7w

T
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ol HA5= x|zl Faslty Jon, o= o Zajeld)
A AZsle BAE oujx| o= thE Z2A|AE AT §)
thLabroo & Lee, 2006) drr oz 2219l &3 Fo]x|¢]
T3E AE tig g HAsleled F4E 79 (Butke,

2002) 3hH A9 %é‘*é (Nadkarni & Gupta, 2007), Aol
E¢] %84 (Jiang & Benbasat, 2007), &}¢12] A]Z}7 o]
ol% 59| 71&7¢] WS s FokIm et al, 2010). <
ZRelolut Bukd &y} 7he Mol $7elA] Auxprt Azt
e ERAS ool RAAQ dEgS nA 4 o
(Gao & Wu, 2010), AxPA7T Seitiy =AdSLSE &
HZHE-2 FafslEE de] 9 velrd = ok ezl
AEE g 3o HY -} o] LnRlAl FHF
o F tHsks AR2e AlFe] TFssAIRE mHkd s &
= *H] 1»59— Z*—fi— ‘é% 71&e] A3k BRE A H
S 77| E Ydth(Lee & Benbasat,
2004). 22}2l ﬁdéow Z2HIRR] FETle fIAlES &
A3 HelAdel JES v (Hulten & Vanyushyn), 24 W]
t]ojol|x] <gola o] JHet AMALE] A AT ARG MR
TFujejatel FE el Tt 4TS FhXiang et al,
2016).

ZlolH Amie AR FEe] 28 Aus ZFoH, <l
74} ZHFE 4% 2H-(Human-computer interaction, HCI) 7|
0] SRRl 2EPY WS o] gslon® AnlxlelA n|x|
= 7ledd SHS 7 vsoF Ftk(Sun et al, 2020). &
2}l A Arzo] AYXAEE B8 glo|lH AmXE o]
B3R aHAE 2 Avze] RE ZRFS S ARSS)
7lelliE o171 wlEoll(Sun et al., 2020) FejAte} ZH])zk]

ool FAlE ¢ 23ty & 4 2t} Reeves and Nass
(1996)= wit]o] shHol Alge] Azt o] 7i14 548
Effl= BE Zo] oAAEA Faatest 22 AR RESS
e 9}3‘34 221 Weojla= ARl tiQlAA 9L
2A] 7"z S Uehd § e dFo Eoka

2 izt 52 EH ﬁﬂVF AR Aot 2211 7
Al AREAL 7R AFA FeAkg- 2Rl agollx] HR A
Ao &Aooy Wil Bek oA *Hi—‘?*
ZRES ARk AnRAlelA AAIZE sk B s

3] T F UEFE 2AS F F UrhKumar & Benbasat, 2002)
Daft and Lengel(1986)2 ®lAl ¥ Q2% ©o]&(media richness
theory)ol|lA] WiFE F3t oA pAT M= e R o
s AFUACIAS 213l 7\}3‘1}94 Z713]l Jemat A4
g WAR Y FE T 2 oakad AES d¥s] & &
Ue Ade] dasin olg Faf #Y] o] A& o]F
od & Atk FAAT &, 2HRpA] A2 2841 v
ol glo]B Amze] Hfolah=s AY FPES A3l Hibe 4
RE 3517 A5l A3t on|E Folel= AL & =
Q3 & 4 Qth(Kahai & Cooper, 2003). 22H1 AFY

Holi o] S ABatgol Erha A4USE %

o 2)2fE FHE) kS FHOE - T3

A T2 FTIsI ol oxiaE o] dgsie] B4
A3 B3RS 7HAAA 3HA] g o2 olojd = 9l
A =55 & 9 JoHKim & Kim, 2018). wehr] 382
2= AvRRel Rl Afole] FAgH SJARAEA "]'EZHLO]
AFe et FajzdoA AT F e 848ES AAS
o AFFNE gola sEThaL olsiE = QUth & Aol
Ae A 534808 golB AMEE o]l &AL <l
Aske FAEF it B30 R Agefaiint. gk glo]E 7
HEE AR TujRlel MR} k] QXALS|A] S A
Bl Lol gk ARAMT P AR of#eS S o
2= #Y EFRE 29F & JuL dSs o A2
7Hd-& AAsHT

H2. SolB. Awize] Shbas A A5atg-e e Bl
P9 9L 1 Zolek.

2 2uld Tlgo] ElEo] TP AHleh AR|2T} Bol
oy, gho|H Amie ofF] LH|AEA sl &
AT} Jarvenpaa and Todd(1997)= 28} s£FolA AH|z[7}
ArAAT Fajo] ofHFS 2| He olfrt MR A
o] o} dake AlFS 37 919k AJEl HA e B34t
I AR AR} Alelgkal A HJTE LRSS of2] A
o|EE WHEsle] o ATF FRE 3 HMsle] dEE T
ske FalE 27] S8l Tk ARE H3 wEA et
e AMHIZ=E FeTh(Park, 2019). 22191 BAX = AlF7
o] Aokt o] AFol kFEe Aol B il A
Tﬂr‘ﬂ'ﬁ_i FES s 17 ofHth(LaRose, 2001). WERA] =
23 7o) Fujzprt =771l WAL Fejge] B
O}E}‘ﬁ Ao Eol] e ShEo] woldx A&AQl iz
olojd & A Hrt wEA Ln|ApelA 2 £
o] ARFRS JAAATZIAL o Al=Hel] g Bds B
= A2 AEZR] AH|E o] g Fasitia & 4 ity 2

lo

_rg

—

Ao AHR} lo|B Anigis A2 ZYZL E3)
Fulshs Zlo] Bxeix] dvial ARSI W FF Tt o)

sRlshr] S8l thest 22 7Hde dAsisint

H3. go]B Am2e] A9 B34 F5Tulddsol F(-)2
JeS v Fojt}.
So0d(2002)y= AHAFEC] HEHIH T4 3 | =7

= PRAEIA FEEEe] AErt 2248 5] B AE
of Bls FEgth Yk 2 SNS UXE wiHe] 5L 7
o] Avjgtel v At o2 FE TR TR
N2 FRAY HaS FANF oM o585 T 2A A
oA Thbs et 22 AEFd fudAE =2 & A
9 tH(Cha & Yi, 2015). WAl o]2] gk AALS| e 2ke-
2 A2 Wo7IAE HEAgsl AlA IRt s S5

-
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Bt S Eed Fed T AN ZE AFo] ofy
7 Frid oS E4A FArAE S WiE F A Enk £
AFoA = ol Aw2e] FAmjzpr} AlFel gk 2pAg A
o Qo] zRle] AR 3715 AL AASHA MR} 9
AALBIA e Ee-S A =Y T AuRpE A2 E
A zHo Aol oHYNE AAI HES B3 ARRHS
dEE 5 7] wEel Fulel] g oE S-S AA & Alo]
2ol ot gk glo]lH A2 ofZEAlALS
L ohks o olon wipo] g o i ES Be A
AT EFIA] 947] vl (Hall, 2020) B HAufjze] A
Sl &S el Al ot Park et al.2018)= Eu}h
o oA AR el gell A R zkE e A B
o] gl HH FFTuE & F Ue FEo] =oRivtal g1

well vt 32 7Hde Akl

Ha. Tfol 1 #wi o] 3je] B e SAALSA FE gl
FE oAl nAE 9% A Rold,

24 X2tEl ®Eo| o

SHIAEL AF Tl E5S 317] Mol Al
& Folnm AFo| 7|HE TFAA F 5 J=Ad
zhabe, AF ool e EFAAE W] 9 B B8R
£ sk e A3 Atk Dowling, 1986). A|zHd A Ho] <F
(amount of information)y 22}Q] 3 AlO|Eo| A AH|RJoA|
Aedhe R S Wk, TV Sh3 S AHske &HF
o] 7% B9 AR 2 APFARJ EFAATE §17] wiEol
AEl gk FRE A= AFE sk Aajrte] Jo]
¢ F23F 2019)% WATHKim & Lennon, 2000). 22}
golla] o] g ThFsg RO 2 AT HiE AFse T

of &t YRE w23 GA AL = AoHQuelch & Klein,
1996). &HAE 23S & ) AT FRE F&f 7o) U=

7Z48Fo] J=vl(Spreng et al,, 1996), = o]
g HHo| fo] EFE ol Ag A EAS WY
™ (Glazer, 1991) F7F91 ARAMNE dhet] = A7
Zd 4 7] "Eolth(Lynch & Ariely, 2000). 53] AH|X
= 7HH0] w& AEYFE AFE] HHol| US| (Park &
Kim, 2003), 22121 &3 lellA Agsle B A7t Bk
I AAESE P L) oIt (Ballantine, 2005). HE
S Pl AEA S B Aol TS FRE ATt =
71 A8 28kl ol wkEtto] =il(Peterson &
Merino, 2003) $|8 845 WA A s Aol AckPark &
Stoel, 2002).

Hujzle} Fufa} Alole] WIS AlAT AR FHe
7 BA B} e AuE RolM ' A71AQ1 #A 34
< B8 FuEArE FAEER ulS S8 (Berry, 1995),
Tujzte] AEA AT F7teE w1 AF Azt folg o

X oo 4y dr

35 A Fth(Williams & Seminerio, 1985). ©]2} 7o)
wizke] HAA Hul sP9)e} AHS EAHEL IA AEE 4
ARA 84750 shel ARFUAC M FRr AL}
of theh 8k 1ol FAE mIX= HRA] FAIE Ut
o= F23 92 3l (Hovland & Weiss, 1951). Rubin et
al(1985)°l] ©aPH SJAALE] A FF 8-S AF7]H oL e

(ST

S A2e ANE Qv Bl @ 5 gow Hls Ed
SAPREIA EAGo] BOHISE HES ANE S5 &

O

Y Zth. Kim(2017)2 A8l gfo]B wkEo] #Agk Atox
o]gAEo] AE- X|2of HAsfe] FRE A FA517]¢
ol3l7] W&l AKX F2 B F5°] 54L& /it ERign
glo] B Amz wige] fofsls WiAel AHAlE S7H o=
ARE IRt F=ug v =ed ol PHES AEA
DR} AL TFssAl FoER FEEHolA FAH R
ARE skl =90 @ 4 vz B 4 Stk Jin and
Phua(2014y= Fizl7F A He] AlgYozA :128e] =
2 FaAolA T HES f2aln SNS o] &ate] =
29 gzl FFS A Ho AHT vp Qlok 29| o
o A8 mitjo] Wge gho|H A WuiRE stedg A
oz AFol Ut ARE AFslar TR 5 A F
Kosuri, 2020), 4H]2ke] YAolxe Fafatel] gk 54
Hol 912o] BE-E Ed] FHS} I =FE 4 JA d
(Stevens, 2020). £ AFox= A FH P& ol
A zo A Tt ABRA] AFehs AlFel s FR
&A0] 7= Aoigion, orrEA e agol AF

g BRE| ol MXE FFE Gotry] flsf o 2

A4S AAssin

of

[¢)

O

H 1p

X

2
k)

7

-

rlo

Hs. 2ol Amze] SApSH A5a8e 78 Frol
ol ()] G TA Rl

TV S&53oA dials Alged oisk A A3 4
< 53l FEE AFsH AN AZsls R 42 =
FE= 98-S £33 (Kline et al., 1995), 28l AL A}
o|EofA AlFsle AR FH AEZ 37 AH|Z| digt

2o JgES m A Bh(Lederer et al, 2000). &
HIZRs gholB Aw|2 o)X ujale] o8] Alg=e AFE
Ar} s Rt AF QARIe R FafjojAbAH S ok
a17] Wil HWEAR] FEAR Hlsle] AFe] F4, it
of thek AE=, YR fE ddE Bk 7H o Sl
(Barua et al., 1997). o]2 AW Fujzl= AHIRZF A
THEAY AR F gle AFS HUE Yo dhstr]
2ol FHojsk B JRE AFsior s, ARt A48 &
U= FHE go| AFFoEHN aE0] 2 He BN
=Y F U "k golE Anie AATOE AFhE A
of AlFRT AHe 7 ARE AAEH AFS ]
ol (Hallanan, 2019), ©& AlAsk= 4H|AFe] YAolAl= M

2 N e



2o #jnj 0] FEFIYE e FT 22 SHIEE S5, A% 5

ARA 7ok AT F= ek Wby B A7 E eol
B35 weike] AEe) oie A AP Aldle] dmlA
Selz AFel o BHANEG FoiFo] FETul] FHL
n Aoz dgsid. ol oled wae B thewt

22 7HdE AR

Ho. 2ol2 7m 0] X218 o] e FErujaE 3
(hel FFL 1A Rolet.

WAL ANZE golB 2B WS e T £
SNS AL Fste] 54 AFL AHH o= FHBP] wio
(LaRose et al., 2014) Haol= AH]|AlA] BL Bo AREo|

gt A2E st FErvlE XA 4 Ak Williams
(2019)°] =™, SNS ©o|-& AJzke] 7P Wi tAd Ed=
o WiZsl ZAIthe] 39%7} A2Ela £Pog AES Fuj
=], ol ARl FulE Al Zlo] opdolx ISk &
A Hto] TEY & AFS FTHE Fliske A
Hol7] wjitelgle Ao th(Park, 2019). &, & A|E o)
g SRE o] 2 dulo|Este AEFFAAM S ARS =
Sk anRte] A9 AlFel tiek AL te ARE &
£t = A Hof FulAHe] JES v ") Choi et al.
(2009)ll oJ3pH wlt]o] Z2 a3 Xt} A2} 7ke] oA}
ARBA AeAge 2o {3t B AF e=d I9FE 7
At 3o, glolH Amze] Jhijxl= HEe] SNS Al
Eoted ol AFel gk HRE AEHHOR RE
w0l (Stevens, 2020) AH[AFE G 733 Fufl 258 1
Aot weba] 2 AFellME A AjEe Mg ATEe] o4
S EfE ol w2l dAuljziel ARl oA
ARCRSESES i" B JEE NZs1A o] SETHE o]
of| %

Nt

o

HY. ot Amze] Xzke Hie] e oA 4T
Ago] FEpolaEel VA 9B A Aol

B AT loln AAmze] ol gis) Ml kel AL
) gzl e B @ Aze gue ol e 5%

Tl k] Aol sl el spom ot 7
2 ATEF S AASHG(Fig. 1).

Task Complexity

Para-social Impulse Buying

Interaction Behavior

Perceived Amount
of Information

Fig. 1. Conceptual model of mediation.
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25.08 &3t B4 a1eA o *Ji] —E"_r*i" A8
AMOS 23.0& &8&3te] g91%4 S =¥ (confirmatory

measurement model) #2492 A FE 7ko] AHE
4 9 7Eans AuE b AARS 918 SPSS Macro
ProcessE AR&-31S3 T},

o rE OJN_‘ 1’H
ﬂlﬂ 091

32 &HER

Aol Aol tigh W8 ArEA AFeakg,
534, A7E AR <, Sl dig 2EE 4
HATt. JAREA e ARg %ﬁ&% Liu et al.(2019)9] H=Z
£ Ao g FHgon, 7
’d-& Forsythe et al.(2006)2] =& 83l oEgroz 74
glom, A7 AFre] % Kim and Lennon(2000)] 10
*1 4523}, T35S Park and Lennon(2004)2] $3-7-ol| 4]

R ALk, 7 B HYATN AR FHS vh
E‘r_i Aol @A 4 2 BeslY, 58 HE (1=4
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4. A7A@

41, APchae| Y

B AT HE SR T AFEAISH A4S AvR
W oA 100%(203%)E 2007} 70.9%(144%3), 30007} 29.1%
(598)2 YERITE 292 o] 59.1%(1208)2 7Fd B2 H]
5 AAEL JddoH, o2 Al AREZ 15.8%(329),
718k 11.3%(23%), AE2 8.9%(18%), 7Y 2.0%(44), A
dFHek AFGAT 7 1.5%3%)E UElit) sEe gigte
At B Eo] 74.9%(152%)= 7P Bken, e Ajet
T8 EY 16.7%34%), I5T0 EY o5l 5.4%(119), A&
o 9 3%(6%) o= et Y%+ 7RSS 1007k
olal7t 453%(92%)= 7FE WkeH, 2008k ©]/d~3008Hd
"9 19.2%((398), 1009Hd ©1’4~2009H PR 12.8%(26%),
5005H) o) 10.8%(2278), 3005+ ©)d~4007H mwt 7.4%
(159), 4005H ©1°4~5005H PIRE 4.4%(9%)E EEF AT}
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H3lE 660~.8760% BT Ag)e
o] WA 212]%2] Cronbach's ok .709~9110.2 Unk3|
71%R1 75 dEE] =2 AFES 2 AS EklEinh
o] AAg 8Q1EA W82 Table 13 2th. o]ojr &%
7] BRE A5 98 @1 RIS

oz AT SARIY A= AFs Il
NFI(Normed Fit Index)= 913, TLI(Tucker Lewi Index)
962, CFI(Comparative Fit Index)= .970, RMSEA(Root Mean

y
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]
i
i
T
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O E 2
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fr & ooft M1 F2 o7

Table 1. Measurement model

EFA CFA

Items Standardized  Est.

factor loading (S.E.) CR

Para-social interaction
1. l look f01jward to watching the 760 782 12.538
live-streaming commerce seller on (.066)

her other broadcast channel.

2. If the live-streaming commerce 745
seller appears on another channel, 767 (' 073) 11.641
I would watch that video. '

3. 1 feel like I belong to the same 744
group as the seller of the live- .760 ('079) 11.720
streaming commerce | just saw. ’

4. 1 feel like a friend of the live- w3
streaming commerce sellers I just .834 ’ 11.520

.081
saw and know for a long time. (081)
5. If there is a story about the live-
streaming commerce seller in a 756
784 11.9
newspaper or magazine, I would 78 (.074) 56

probably read it.

Table 1. Continued.

EFA CFA

Items Standardized ~ Est.
factor loading (S.E.)

CR.

6. The seller of live-streaming com- 710
merce [ just saw made me feel like .644 ’ 8.647
. (.082)
a friend.

7. The seller of live-streaming commerce 750
makes me feel comfortable as if | 733 ’ 11.820
. . (.076)
am with friends.

Eigen value=4.363, Explained variance(%)=62.327, Cronbach's 0=.897

Task complexity
1. The live-streaming comr'nerce 835 588 7487
platform seems to be complicated (.078)

to place an order.

2.1t seems to be challenging to find
. 720
the appropriate category on the 739 (088) 8.213
live-streaming commerce platform. ’

3.1t seems to take a long time to 203
purchase the product on the live- 720 (' 090) 8.944
streaming commerce platform. ’

Eigen value=1.858, Explained variance(%)=61.936, Cronbach's a=.709

Perceived amount of information
1. The live-streaming commerce I .845
.880 12.999
had reviewed today contained (.058)

product information very much.

2.From watching live-streaming

851
commerce, | learned a great deal .870 13.600
(.058)
about the product.
3. The live-streaming com'merce brf)ad— 822 821 14.414
cast seller was very informative. (.062)
4. After watching the live-streaming
commerce broadcast, I got enough 708
product information to make a 735 (' 067) 14.262
purchase decision with the video I ’
just saw.

Eigen value=3.709, Explained variance(%)=74.174, Cronbach's =911
Impulse buying behavior

1. If a product that I like comes out in .648
live-streaming commerce, I think T 609 (.055) 9608
will buy it.

2.1 think I might be able to watch a
live-streaming commerce broadcast .878

796 13.998
and buy an unplanned product (.058)
spontaneously.

3.1 think I might be able to purchase
pro.ducts that.I do n(?t need Il’ll.lCh 870 774 11.926
while watching a live-streaming (.074)

commerce broadcast.

4.1 think I can buy the product
without thinking too much after 628
watching the live-streaming com- 779 (.090) 7758

merce broadcast.

Eigen value=2.646, Explained variance(%0)=66.142, Cronbach's 0=.824
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Table 2. Correlations and AVEs of variables

mn @ 6 @

(1) Para-social interaction 749
. -.170"
(2) Task complexity 029 501
. . . 557" 156"
(3) Perceived amount of information 310° 004b 726

382" -252" 460"

1460 068 2118 ¥

(4) Impulse buying behavior

Diagonal values in bold represent the AVE
a: Correlations of variables
b: Squared correlations of variables

Square Error of Approximation)© .049, »%(122) 180.116
(P<00)E YEh} SAHHFE g4y} A5 7|5 3
R ZF W] @l AR gho] B felgk A
Uelg FHEEEES SRIEith ol FHRAFE
(Average Variance Extracted, AVE)S &R15}1:=0l, Table 2
9} 7o) BE Wl ek AVE Fhol S0olde o A
2903 AdE HEEe AT A2 HE
T} AVE o] & Aoz e, 54 52 d7hgel tigk
THEEEE SHa

il

i

=

ol AL, 7

tel SEY, XZHE "E9 ¥,

J

=24 a9 7EAZES 98] PROCESS Macro®] Model 4
(Hayes, 2017)E o]8-3l] AHEAEM S AN s, 1 4

W sl AEAEe FETlaEel Bhe) A6 9

‘Task Complexity

c'=141*
(2.187)

Perceived Amount
of Information

Fig. 2. Relationships among para-social interaction, task complexity,
perceived amount of information, and impulse buying behavior.

ay=-142%
(-2.449)

by =-180%+
(2.770)

Parasocial
Interaction

Tmpulse Buying
Behavior

ay = 530 %+*
(9.520)

1) Standardized values for the paths
2) #p<.05, ##p<.01, #++p<.001
3) C.R. values are given in parentheses

Table 3. Results of direct effect analyses

*

il

S \XH (B=141, =2.187, p<.05), Y FZA e F ()2
A s FE A2 Yehoh(=—142, =2.449,
p<O01). TEpA] glo]B Aujzo] ARSI Ao akgo] F5
&gl Fel FFe vF Aolgls HIZ =] 340l
9] 9 v Aolgte H2E AXEHATE A 2844
2 Fs sl F(-)e FAHEAE 7] wlEol (B=—.180,
1==2.770, p<.01) Bfo]B. Aw2e] 3] Bt SEmials
o] B9 JFE A Folghs H3E AR E3, <
AR 2ds g2 A7 Hre] ol H(he] AFEaAE
FJ 01 (=530, =9.520, p<.001), A1ZtE R o] ke T
vjgdsol el AHEAE FATHB=315, t=4.673, p<.001).
olo] we} Zto]B Amzo] S|AIALSA e e A7kE A
1| ool FHel FFE A Aolgkes Hs5eF X ZE Hre]
F2 T e Aol IS vE Aolge H5e A

A=A

»
o)
)

1

4.4 0 SEME X|2HE Heo| kol Mgt A

Hayes and Preacher(2014)= 7152 S¢S} vyl
ZHHEINE 43199 e R EA S g, AT
HAAQ] BN miiAg o] debd & dvke B8 A=
Atk T+ wil BT 20 ol EAIEA wiNHSTE A
a5 zh= A9 288 WEst §le A= Hapt
Uehd 918% EAlgt 2 dte wias Axs Sl
SPSS MacroZ ©]g-3f] F-EXEZ (bootstrapping)S AHE-5F
Process Macro "7 &3} 75 WHS &85 tH(Hayes, 2017).

HEtEWIESAE A5 8 FEZEHEY AT
o g gIgen, et FEX o gk AE]F7HBoot
LLCI, Boot ULCDI “0°¢] Z3}=|A] ko™ vzl a7} Stk
3 Adsigich WA ZRdaae] FAIA o ek ot 71
AaHe] TH=T) (effect size)S WHEA] T30k 3] wj&
of|(Preacher & Kelly, 2011), AHUAZ JrA}3]4 FE =183}
el ] AHES v HEHe] HEATS 23
A71E vl HSkrh. ARSI AT FEulelEtt
AR AHEIE f=141 (p<05)°IRoH, 7l 74
ERT A7 Aue] o] FYHEA rRr1E A Ao ahg
I Feldls 7 AR a9 333(p<001)2 = Zrtst
Atk JAREEA FEzRg-e] #HY B3l digk fojvlgk

&, A9 B FETN O RIS GF, A1

oo 0

el
ﬁg’]o

N

[0
-

o

Variables

95%
LLCI ULCI

H1. Perceived interactivity — Impulse buying behavior (c')
H2. Para-social interaction — Task complexity (a;)

H3. Task complexity — Impulse buying behavior (b;)

HS. Para-social interaction — Perceived amount of information (a,)

H6. Perceived amount of information — Impulse buying behavior (b,)

141 064  2.187 .05 013 .268
—-.142 058 —2.449 .01 -255 -.028
—-.180 065 -2.770 .01 -308 -.052

530 056 9.520 .001 420 .693

315 068  4.673 .001 183 449
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Table 4. Direct & total effect size comparison of para-social interaction on impulsive buying behavior

) 95%
Variables p S.E. )4
LLCI ULCI
Direct Effect (¢') .141 064 .030 014 268
Total Effect 333 057 .000 221 446
1) Number of bootstrap samples = 10,000
1) LLCI=Lower Limit in 95% Confidence Interval
2) ULCI=Upper Limit in 95% Confidence Interval
Table 5. Indirect effect size comparison of para-social interaction on impulsive buying behavior
Variables p Boot S.E. Boot LLCI  Boot ULCI
Total indirect effects .193 .044 .107 277
H4. Para-social interaction— Task complexity— Impulse buying behavior 026 017 .001 064
H7. Para-social interaction— Perceived amount of information— Impulse buying behavior 167 040 084 250

s zrg-o] A7k AR ol ek frenlgh 3k, A7k A
weo] o] ZFTuol sk frejnigh PFo] TetE ATt gt
PAEA s Tl st AR TEA AR
a9E AVEE 2RI APEHEY & F2 wjEdst
ASS oulg). E3F FaI(B=333, 1=5.857, p<.001)7} Z
Hazl (p=141, =2.187, p<.05) BT} § & FIE HYS
2A 7 23 SIS J5StATHTable 4).

FHAR w7l A B9 A7k R gl 7H
HEAE 10,0008 FEXER FEo| Yztste] A7
Ho g AFsAtE 7 MY R EF FollM A AEEH
AEAgoA ZETEE e ) B 7 ET=
£=.0260121, 95% AlZ]7+7+-2 LLCI=.0005~ULCI=.06402
2 Ut TAXSE felaisit). ol24 glo]lH Am2e] 3
4 B JAREEE AaRkge] FEridEel HXe 3
S v ZRolgks HA7F AAE AT A pAREIH
M FETaidEel e AztE Fre] ¥ T EAE
£=026011 21, 95% 4=+ LLCI=.0841~ULCI=25022
2 Ueht BAIF R Folslith(Table 5). |24 2to]H A
w20] X|ZhE HRO] RS SAAE|A s ARgo] FErule)
5ol PAE S AR Relgke H77F AR E AT

O

R

5 &2 % Mo

2 IR HAEF-19(COVID-19)9] oz o=
21 wige] fF Aol AT wEt vt AYE Ay
o] = 22l ZTYEY a7t FAsH Bolubr] AR
ghol B Auie 7|E 2Rl SxEl o] 9SS Bt
sl mlAS WESR] ol mrldS Edk A7 43 7wl

=2 Foto] AFT} 7] vl ’\H]ZH Az A

S FRASIAL Itk £E eold Ansg Aasks )
A 718 Bele] opd AEFAA, FLAEEA 20
sk AFA T o)

ANE Fesh dakes A
Ag weT) ol2fd Mzl wet £ Age SolH Ams

of solzjsl )R} Alolo] FHE Q1zHAel B U7k
9 SRR s Age] FE TS o2t EAE A%
S ST, FAHOR Bl A2g ol )
88 gEAge] Mg A SAEe] e BaHy
8 guel oo Ve P Sohuiat s, ol

2 se] FETolel VA 9P Ak sk

2 A7e) A%e ackeny thes ek

A, ol Avize] S HEAGE FETAE
oﬂ Zél/’ﬁ'?_]_ Odsl;__ 1:1]7}&013:1 J,]_ﬁ HX]—)HO]] /‘HO] Odsl:—— I:l];g{
o). oli= ol Aniol Halsh Lnlah Alolol] FH

APREIA B Ago] 2mle] FETAES 0D F 9

on, N2 *1 go] Bye ZeiFiy ©eo] Hrls A
< 9%53t= Aolt. Quintero and Patnoe-Woodley(2016)°]
Ao A mtjo] A= Fodsls LHAE TS Be
A7RS FoalA Ho] 2342 JARER s akgo] ot
th 39 23 2 wel SN + 9 olch, mk
AARE L1 &FE 2lAe] 2E Bl 7149l

Kok

Zmo] Q3| (Parchoma, 2014) 2fo]E. A2 7HA3EE
v o ZE|Aoldg o] &3t An|xte] Egh S
HE ¥ oll2K(Kim, 2020) HthHe] g0 A Fhajzje} &
vz} Alolol] FAE ARER] AT RRES 2479 Au| A
olge =5 = & dvke Holrh ol¥F A= Schmid
and Klimmt(2011)°] 73+ Shfjxlel AH|z}p 7k 7jje1] el
35S 13 foiAATE FAdE o] f9jezel {3
5 mzivke d#e} FYaitt

A, ZholH Au2e A EJAL S5l 4
1 FEFE WA AAEAHTE B =AESEE L8Rt
£ PR ES e st WA dehvst(ee &
Benbasat, 2004), Elo]H. #AmM2o] Z7bHQ0 A} FullAA)]
A 2=®l)-&(Hamilton et al., 2014) H)AE F73h= wrld &
B AanREe] B0l 7] Wi HY S Wl &
e kA €va & S Stk 7] Jarvenpaa and
Todd(1997)2] A7ellA 28191 &£ge] A9 AnriEe] gx

B T l-u

O
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Ade] o g1 Bxpgdo] Fuls Wellshe 84 Fo 3l
Ao 13| BlolE AWA ZYPZo] HIAQL 0|2 ZFE3le]
A o] B3RS ZelFEQ)7] wjiolga B & k.

AR, glolB. Aw2e] oAMKSEA AT RRE-S X)7hE A

H AR

o] ol AARQ S mrem, A7HE HRe] Fe T+
gl A JES mHTh APt vtiHe] o)A
A7 Al Adrgshe RS AlZHE Arlzel AJAL 4H|zle]
AF digk BRE tzslsle] BEYS f=ah el 378
el Bl=2 2z BHETH(Valentini et al, 2018). L3+ &
o) AaEke-e A2e JHE ded 585 (Rubin
et al, 1985) 2aRQIde] AL LH|RA] AF Ko
g A2g wFE 4 A =i (Shi et al, 2016) AU}
= Fixle] SNS AFE LRS- sl AriF oz EY AJEo|
e JRE 4 5 A Hr) 2lolE ANLE WFPske
THIAR= SNS AEE Flsk AlEel dist JRE &0
2 AlF317] wEoll(Stevens, 2020), 2to]E A0 Lu]R}7}
AA| 3= AFel ek AR} X2 wdelre] zpAgt 7wl
29} A3} s EoluA Fokal B 4 QU Kaas(1982)=
2RI} QRIS Al tigh ARe] e 28Rl ) EF
of wj¢- Foslthy FxF=, golB Amze] HujAEe
Tk SNS H[t]olE B3l 54 AlFES AEHHeE ZRE &
Aol ZHAZE AA]EHE AlFl tigh R & sojuA |
TH(LaRose et al., 2014). 3FA|TF 2fo]H A W3} SNSE
B3l S7HE AF tisk R Y2 Ofir et al(2008)} Park
and Stoel(2002)°] AF+Ae} o] AH|RL] AF AES STt
Al71] 8-S A QJIAAIIA Eet. WA ARjRks o]
3 AgsA] %2 AFel bl
A =o} SETlE o
A, gho]B Amzo] 3y B34
A AEA s Ago] FETalelEel] HX|
o Fog GES e Ao Yyt 71E A3l
Shankar et al. (20102 ©]u|z|9} H|2EZ o]Foix] muld 9l
Bl &2 22 W wiiel] iR o]ojR]7] oHTiA 313
ok v el =2 mitje] FAES B3l o]FoA=
SHIAR FlofF B3e YRE BEAEa FHEe] T

o AAle] o]2= HY Fao] oHE F 7] Wl Yt
omAGs AR xAo] FQ3ltH(Kahai & Cooper, 2003).
Kim and Kim(2018)2 =2} d90] SJARIE A 528
o] Frhal X7t wf 2 4882 FlEo] HR ug &
TS AT Beflolehs E QA W] HE
o Fujel=e] AN JFS F 5 vk TSI 2
AToM= o]9f & Wgto R glo|B Amzoa] Axzto R
o|FA|= Ffjzte] AdFol| tek A} Fwfatel AR} 7k
AL A AT AniRle] Qi tig ERANS =
o] FHe| g F5 T TR olojd F AUrhe HFE
AT 4 AeH, o] JARIF A FsEe] adE 74
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