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Abstract : This study collected data from 301 men and women in their teens and 50s living in Seoul
and Gyeonggi Province to analyze the impact of gender, age, and experience in purchasing cosmetics
through live commerce on purchasing satisfaction and continuous purchase intention. As a result, the
purchasing experience through live commerce was classified as 'practical value', 'entertainment value'
and 'trusted value', and purchase satisfaction and continuing purchase intention were presented in a
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single dimension. Depending on gender and age, the experience of purchasing cosmetics through live
commerce has had a positive impact on purchasing satisfaction and continuous purchase intention.

Depending on gender and age, purchase satisfaction affects continuous purchase intention. The results
of this study are expected to be the basis for establishing marketing strategies that utilize live

commerce by gender and age in the cosmetics industry.

Keywords . By gender and age, Live commerce, Experience in purchasing cosmetics, Satistaction level

of purchase, Intention of continuous purchase
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Fig. 1. Research Design.
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3 WeRAo] Aul= Table 13 Zth A4 <
G212] 93.7%7F o do= yerdth A%l 7
© 30t0(28.2%), 20tH(24.6%), 10TH(18.6%), 40
9(16.9%), 50H(11.6%)9] «o& yehgrh 2
2] A HA SFA] 61.8%71 H|Zo|1
35.2%7F 71891 A2 vepyttt, 2Es2 o] 4
¢ 1SSty Ast 9 £9(47.8%), sty Ast
2 E922.9%), AEH At X EA4(20.6%)
o] =02 Uyt ¢ & Bd A55E2 100
ot \H42.2%), 2009t ATi(20.6%), 1005t
AH(19.6%), 300%F LH(11.0%) S5 o=
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Table 1. Demographic characteristics

(N=301, %)
It Frequency|Percentage ltem Frequency | Percentage
ems N) (%) ems (N) (%)
Male 19 6.3 Less than 10 127 422
Gender
Female 282 93.7 Over 10 ~ 5 196
10°s 56 18.6 |Average | Less than 20 '
S monthly Over 20 ~ 62 20.6
20’s 74 24.6 income Less than 30 )
, (Unit, Over 30 ~
Age group 30's 85 28.2 100,000 Less than 40 33 11.0
won) ~
40's = 16.9 E)e\;zrtﬁ(a)n 50 10 3.3
50’s 35 11.6 Over 50 10 3.3
N 186 61.8
Marital S O _Spouse 106 35 Less than 5 139 46.2
status pouse .
Others 9 30 Over 5 ~
Under high Less than 10 8 28.2
school 14 47 | Avera
. ge ~
graduation monthly Se\;:rtlllgn 20 45 15.0
High—School 144 478 |cost of
Graduation : purchasing Over ]?10 "'3 15 50
. |Under College cosmetics Less than 30
Academic . 62 20.6 | (Unit
Graduation > Over 30 ~
background 10,000 Less than 40 14 4.7
under wor)
University 69 22.9
Graduation
More than Over 40 3 1.0
Graduate 12 4.0
school
Total 301 100.0 | Total 301 100.0
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Table 2. The result of factor analysis for cosmetic purchasing experience through live commerce

. . Factor 1 |Factor 2 Factor 3 _
Cosmetics purchase experience measurement Practical |Entertainment |Reliable | Commo
item through live commerce value value Value nality
Using 'live commerce’ saves money on payments 0.833 0.112 0231 0.761
such as coupons and discount payments : : : '
Live Commerce' increases the discount rate 0.779 0.171 0.317 0.736
I can easily find the cosmetics I want with 'live 0.758 0.244 0.175 0.665
commerce' : : : :
It’s not difficult for me to use live commerce' 0.756 0.221 0.092 0.628
I know how to use 'live commerce' 0.638 0.289 0.131 0.508
Using 'live commerce' reduces the cost of 0.621 0.333 0.336 0.609
purchasing cosmetics : : : :
It's easy for me to make a choice when using 0.583 0.340 0.340 0.571
live commerce' : . : :
Using 'live commerce' is like interesting
Entectainment value 0.177 0.846 0.180 0.779
It's amazing that I can communicate smoothly
in 'live commerce' 0.207 0.796 0.200 0.716
[ am fresh in the new communication method 0.222 0.794 0.151 0.703
of 'live commerce' : : : :
The conversation with 'live commerce' is easy to
understand 0.423 0.614 0.293 0.642
I think the use of 'live commerce' is greatly
influenced by the surrounding environment 0.378 0.495 0.214 0.434
I think using 'live commerce' guarantees
personal information 0.116 0.209 0.883 0.836
I have a safe conversation environment using 0.290 0.156 0.868 0.862
live commerce' : : : :
Product Reliable Value is secured by using 'live 0.302 0.230 0.760 0.722
commerce' : . : :

I feel that using 'live commerce' gives me a

service commensurate with the right price 0.360 0.418 0.576 0.636
Eigenvalues 4.344 3.358 3.108
Percentage of variance(%) 27.148 20.990 19.425
Cumulative(%) 27.148 48.138 67.563
Cronbach's Alpha 0.899 0.855 0.882
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Table 3. The effect of cosmetic purchasing experience through live commerce on purchase satisfaction

Division D\ffﬁggf:t Independent variable| B B t Sig. R’ Mlgzd ify F Sig.
(a constant) 0.000 0.000/1.000
Purchase  |Practical value 0.647| 0.647| 21.169(0.000"""
Total cnase =0.722 10.720  |257.696(0.000
ot satisfaction [Entertainment value | 0.431] 0.431 14.103[0.000
Reliable Value 0.343] 0.343| 11.229(0.000"""
(a constant) -0.253 -4.635/0.000"""
Male fa”tfggfjon Practical value 0.886| 0.634| 16.206(0.000""" [0.981 [0.979 |411.432[0.000°""
Entertainment value | 0.714| 0.518] 13.247|0.000"""
Gender (a constant) 0.013 0.418(0.676
Purchase  |Practical value 0.637| 0.661| 19.797|0.000"""
Femal enase ++10.691 |0. 207.324/0.
emale | atisfaction |Entertainment value | 0.418] 0.431] 12,890,000 |71 0688 |207.324/0.000
Reliable Value 0.341] 0.359| 10.748(0.000"""
(a constant) 0.058 1.026(0.309
; Purchase  |Practical value 0.687| 0.704| 14.332(0.000"""
1 clase —+10.878 |0.871 [124.458]0.
Os satisfaction |Entertainment value | 0.340( 0.303| 5.112[0.000 0.878 0.8 >8/0.000
Reliable Value 0.348 0.289| 4.912(0.000"""
(a constant) 0.070 1.096(0.277
, Purchase  |Practical value 0.694| 0.692| 12.143(0.000"""
20 epase —=+10.776 [0.767 | 80.898/0.000
s satisfaction |Entertainment value | 0.356| 0.335 5.911/0.000
Reliable Value 0.414 0.325| 5.704{0.000"""
(a constant) 0.004 0.062(0.950
Age , Purchase  |Practical value 0.582| 0.537| 7.414(0.000"""
30 enase ++0.588 [0.572 | 38.456/0.000
group ° satisfaction |Entertainment value | 0.570] 0.590| 7.922|0.000
Reliable Value 0.348| 0.439| 5.940[0.000"""
(a constant) -0.196 -2.737/0.009"
, Purchase  |Practical value 0.543| 0.599| 7.045(0.000"""
40 cnase ++10.665 |0.644 | 31.121/0.000
s satisfaction |Entertainment value | 0.408| 0.478| 5.656/0.000
Reliable Value 0.343| 0.327| 3.837/0.000°""
(a constant) 0.013 0.191/0.850
, Purchase  |Practical value 0.764| 0.799| 9.974(0.000"""
50 cnase +10.807 |.788 43.198/0.000
s satisfaction |Entertainment value | 0.430| 0.504| 6.070/0.000
Reliable Value 0.339 0.441| 5.290[0.000°""
p<0.01, “"p<0.001
EA5te A2 I ol& A7t AFdd =5

2 A3E A= Table 49 2t

A, 8 A A&5H Fujoe A
ol oI5 86.5% A= F 7HA FuiEE &
QIR A8 THA S e Thae] SUtEeE
A& el Frbel= o] HAVE A
£ Ao =R o4 Ao A&H T
o FuiEE o 51.9% A= Al 7h
A T 8909 H8H T, ek AR
A=A TRl IUFEE AEH FuoER
7tk Ao @A EAlske Aoz SI=g]

=A, 100 o] A&z Fojoles o
ol o8 77.9% AEEH Al 72 FoAEd &
QI ARH TR, A=A TR, (eery JpR
o] F7FFE A&A Fujor: FItste Ao
TAZE 2Rt Aoz FQEt 200 Aok
o A&AH Fuiol=s Fuigdd o8 66.4%
AgEm Al 7HA e 2919l AeH Tt

A, cesd AR, AHA AAo] EAESE
A&4 ojeler ks o] P} 245}

= Ao SRl 30t o] 242 Fuj
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Table 4. The effect of cosmetics purchasing experience through live commerce on continuous purchasing

intention
Division Djfﬁggle:t Independent variable| B B t Sig. R’ Mﬁ)zd ify F Sig.
(a constant) 0.000 0.000{1.000
Continuous [practical value 0.563]0.563| 14.628|0.000™ .
Total h : . : ———=10. ) 125. 000"
ot purchase 15 reainment value | 0.4070.407] 10.577]0.000° |0 [(-233 | 123:969)0.000
Reliable Value 0.278(0.278| 7.214[0.000"""
Continuous |@ constant) -0.338 -2.457 0.026:**
Male purchgse Practical value 0.769(0.549| 5.587[0.000 " |0.880 |0.865 58.578]0.000
Itention | Epertainment value | 0.752|0.545| 5.547)0.000°"
Gender (a constant) 0.016 0.397(0.692
Continuous [practical value 0.551]0.571| 13.767]0.000"""
Femal h : : : ——+10.524 10.519  [101.952/|0.000"""
o ention  |Entertainment value | 0.389]0.401] 9.665/0.000
Reliable Value 0.27310.287| 6.925/0.000°""
(a constant) 0.103 1.377/0.174
Continuous [practical value 0.648/0.657| 10.253]0.000™""
10 h : : : ———0.791 |0.77 65.774/0.000"""
S enten  |Reliable Value 0.451/0.371] 4.830/0.000 0L 477
Entertainment value | 0.232/0.205| 2.651[0.011°
(a constant) 0.143 1.981]0.052
Continuous practical value 0.540(0.569] 8.312|0.000""
20° h : : : ——+10.677 0.664 | 49.007/0.000"""
S |purchase g rtainment value | 0.389]0.386] 5.6830.0007 |07 664 | 4900710000
Reliable Value 0.432/0.359| 5.238/0.000"""
Age (a constant) 0.002 0.023[0.982
Continuous : o
group Practical value 0.488]0.470| 5.091|0.000 .
30’ h : : : ~—10.328 [0.303 | 13.180]0.
Os fpurchase 1 rtainment value | 0.335]0.362] 3.800]0.000™ |22 -0 80j0-000
Reliable Value 0.233]0.307| 3.256(0.002""
Continuous |@ constant) -0.302 -3.254 o.ooz:*
40’s purchgse Entertainment value | 0.464(0.513| 4.969(0.000 0.489 10.468 22.976|0.000
INtention praetical value 0.461|0.479| 4.644/0.000"""
Continuous (a constant) -0.079 -0.797 0.432“* »
50’s _purchgse Entertainment value | 0.535/0.579 5.235[0.000 0.611 [0.586 25.112(0.000
INteNtion  1ppactical value 0.595(0.576| 5.204]0.000"""

ko

"p<0.05, “"p<0.01, ""p<0.001
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Table 5. The effect of purchase satisfaction on continuous purchase intention

Division | Dependent | Independent | g pe [Modify) g g
Continuous (a constant) 0.000 0.000{1.000
Total purchase | Purchase e [0.751 10750 | 901.156/0.000""
intention | satisfaction 0.867| 0.867|30.019|0.000
Continuous (a constant) | —0.083 -0.931{0.365
Male |purchase | Purchase e [0.939 10935 | 260.425(0.000"""
- intention | satisfaction 0.972] 0.969] 16.138|0.000
enaer Continuous | (@ constant) | 0.004 0.122/0.903
Female |purchase | Purchase . [0.723 10722 | 731.823]0.000"""
intention | satisiaction 0.851] 0.850{27.052(0.000
Continuous | (@ constant) 0.080 1.353|0.182
10's purchase | Purchase . [0.851 0.848 | 308.043|0.000"""
intention | satisfaction 0.931] 0.922|17.551{0.000
Continuous | (@ constant) 0.079 1.456|0.150
20's | purchase | Purchase v [0.811 [0.809 | 309.345/0.000"""
intention | satisfaction 0.852| 0.901|17.588|0.000
A Continuous (3 Constant) -0.003 -0.065]0.948
&¢ 30 h ...]0.718 10.715 | 211.498|0.000"""
group S e f;ﬁgg?;on 0.811] 0.847| 14.543(0.000""* |~ |*" i
Continuous (a constant) | =0.157 -1.907{0.062
40’s purchase | Purchase vre [0.610 10.602 76.599(0.000"""
intention | satisfaction 0.828] 0.781| 8.752(0.000
Continuous (a constant) | —=0.078 -0.812|0.423
50’s purchase | Purchase «vr |0.608 10.596 51.078[0.000"""
intention | satisaction 0.842| 0.779] 7.147|0.000
""p<0.001
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