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Effects of Live Commerce and Show Host Attributes on Purchase
Intention: Including the Mediating Effects of Content Flow

Sung Jong Kim*
Chul Moo Heo™

Abstract

Due to the development of mobile devices and streaming technology, many changes in consumption patterns have appeared. In
addition, social impact is becoming an era of non-face-to-face consumption due to the panthermic environment of COVID-19.
Accordingly, in line with the non-face-to-face consumption trend, we focused on the importance of live commerce, which is emerging as
a new distribution channel, and tried to investigate the causal relationship that the characteristics of live commerce and show hosts have
on purchase intention. The respondents of this study were 235 general adults of live commerce users. Interaction, economics,
entertainment as the characteristics of live commerce and attractiveness, professionality, and awareness as the characteristics of show hosts
were set as independent variables. Purchase intention was set as the dependent variable, and content flow was set as the mediating
variable.

As a result of the study, it was found that the characteristics of live commerce such as Interaction, economics, entertainment, and the
characteristics of show hosts such as attractiveness, professionality, and awareness all had a positive (+) significant effect on purchase
intention. The impact was shown in the following order: entertainment of live commerce, awareness, attractiveness, professionality of
show hosts, economics, interaction of live commerce. In addition, the results of the mediating effect of content flow on purchase
intention are as follows. Content flow was found to play a mediating role between interaction, entertainment, attractiveness,
professionality, awareness and purchase intention. On the other hand, economics was analyzed to have no mediating effect.

The implications of this study are as follows. Companies and show hosts that sell products in live commerce should sell products that
can inspire consumers rather than simply sell products. In addition, it is considered that content that provides entertainment and
attractions gives pleasure to consumers. If not only a well-recognized show host, but also people with high recognition in various fields
such as influencers and creators, become show hosts, consumers' content flow and purchase intentions will increase. And vendors must

offer interesting content development and reasonable prices. Show hosts need to focus on active communication with consumers.

KeyWords: live commerce, purchase intention, content flow, interaction, economics, entertainment, attractiveness, professionality,

awareness
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