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e AF o] FHARI FFg= A= AoZ YEH A Ao},
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Bxo] 3849 daks A2 doh(Sichtmann,
2007; Chiou and Droge, 2006). B3t 4| 2}<]
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T el Ud 43S JRgE AS A3
i, AAIRE A3 (B 1)l AlAEF T

14 aQlEM = A% AF= GFI=.851,
AGFI=.823, CFI=.957, NFI=.916, RMR=
024, RMSEA=.056, x*=856.513(df=443,
p=.000)2% Bagozzi and Yi(1988) Hu and
Bentler(1999) 7} AlAI gt A= 7]Fol A2 1k
=8 whel 0] o FlEQIY}, P EAEE
(AVE)2 (i 2)°l A|AIE upe} o] HAAHoZ
76 ~ .84At°o] & Fornell and Larcker(1981),
Bagozzi and Yi(1988)7} #A|AIg 0.50]7¢ 71l
A3k =91 Aoz FRlE AT

EG 2 WS el BEYo] o JEAAE B
ohi7] fg) FBBALNS ANSET st W
27h e Wae Wae] Tae 4 JEtE B
Bal] st PABYES G L A7
Ae WIHFEE FA5] Astel JBAS A

N

2 At AFEHIEE H5sh] A8 2%
(factor loading) @} #-2A S golslia, ¥F3t
291738} & (standardized factor loading)©] &4
5 o]olojok sl 95 ofapH Erta & 4 gl
7ol gold A st 2017) = 7E=
TAZ ARt O Ay BFstd aQlNshE
T olelw | AVEZL 5 o), dAals|=s) 7 o
FolBE HFTH PRt SHESIT

4.6 7pdAd 21

at7] gl A =3 g A

(Structural Equation Modeling: SEM) 4]
AAEGT B AFEY g A3 =g g9
A7 g (F 4)9 2o, x*=908.231(df=
448, p-value=0.000), GFI=.843, AGFI=.815,
NFI=.911, CFI=.953, RMR=.030, RMSEA=
059 Fo& et & d7RF APEe
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29 Cronbach’s «
A2 Ad .930
A Ag 915
AN H A 904
B54 A 931
Al 942
=% .930
Tl 947
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0.000,

443, p-value

RMR=.024, RMSEA=.056, GF1=.851, AGFI=.823, NFI=.916, CFI=.957

X’=856.513, df
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(Z 3) oA 24
xapags 7284 AA A P54 X
. a . i ‘l 2o o %
AR | A3 | A" | AY A0 F | TR AVE
274 1
A3 814
734 .680 1
A 162 H02
o121 A 766 758 1
%] 811
A 587 575
P=A 796 504 .687 1
A3 7163
! 634 254 472
.690 429 .698 770 1
Al g .832
476 184 487 .592
769 426 657 847 183 1
=9 187
591 181 431 763 613
684 445 .640 .810 .815 126 1
Tl = .849
468 .198 409 .656 .664 527
- *p (.05, **p(.01, ***p( .001
- 7t NS AT AEASeln, SATE FBAF AF @Y
(E 4) 3 28 Haiz
RMR RMSEA GFI AGFI NFI CFI
mode] fit .030 .059 .843 815 911 1953
x>=908.231, df=448, p-value=0.000
ol gt M-S A8t s (£ 5 2#E = 7H 2-1& AgEd ey, A Ade &
AAt A2 AL A FHAQ G2 | ol A FaFe A Aol (t=-3.073, p(
2 Ao|th(t=.364, p).716)ee 7K 1-1& 7] 0.001)'8Fe 7Md 2-2& ¥-(-)9 #A = Yehy 7]
ek A AP AFo] AN dFe AHAY AAA AFE 2 FEAQA G v
12 Aelth(t=-3.391, p{0.001)'g= 74 1-2 A Aotk (£=2.468, p(0.001) &= 74 2-3%
= 7)o #AE Y 714E%T IAE A E YA AP Edol FHAA dT§FS v Fof
2 AFd 34 GgE v Folth(t=5.175, tEke 7 2-4% AEEAT. ME s Pl
p(0.001)'et= 714 1-33 P54 AL A 3841 FaFE mA Zofth(t=10.142, p(0.001)

%7@79‘?_] OﬂULQ- ]z Ao

3 Zolth(t=T7.413, p<0.001)
2= 71

1-4% AgEAG, 724 ARL 2o
2AAd

e WA Folth(£=2.988, p(0.001)

44 gL v

EOOELBER) 13 Zelet
(t=4.641, p<0.001)eF= 72 3, 7Md 4= A9

.
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(% b) 7H4gdd 21t

7 A = Estimate SE. C.R. iﬂj
-1 | #7EAae - RE 036 100 364 e
1-2 438 A - e -.265 078 -3.3971*** 712
-3 | exd A8 - e 560 108 5.175"" e
14 | 3% A9 — e 537 075 7.413" e
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The Effect of Live Commerce’s Brand Experience on
Consumer Purchase Intention

Hyojin Kim* - Minjeong Kang**

Abstract

Recently, when purchasing a product, consumers are increasingly inclined to purchase products
based on experiential factors as well as functional benefits and advantages of the product. In
addition, the importance of brand experience is increasing as consumers purchase products
based on the image of the product rather than the properties of the product.

Therefore, this study examined the effect of brand experience (sensory experience, affective
experience, intellectual experience, and behavioral experience) on trust, commitment, and purchase
intention in the live commerce market, which is showing rapid growth after COVID-19.

The results of this study are as follows. First, it was found that intellectual and behavioral
experiences among the sub-variables of brand experience in the relationship between brand
experience and trust had a positive effect on consumer trust. Second, in the relationship between
brand experience and commitment, sensory experience, intellectual experience, and behavioral
experience among the sub-variables of brand experience were found to have a positive effect on
consumer commitment. Third, commitment and trust were found to have a positive effect on
consumers’ purchase intention.

Through these research results, this study is meaningful in suggesting ways to establish
differentiated strategies for consumers” needs and rapidly changing distribution environments

in the operation of live commerce.

Key Words: Brand Experience(sensory experience, affective experience, intellectual experience,

behavioral experience), Trust, Commitment, Purchase Intention

* Dongguk University Paramita College, First Author
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