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The Influence of Seller’s Source Credibility in Live Commerce: Role
of Parasocial Relationship, Authenticity, and Immersion Experience
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Abstract Recently, live commerce, in which the sellers experience products through live broadcasting
and promote products through interactions with consumers, is attracting attention. The seller's
capabilities are important because live commerce is a service model that reduces the consumer
transaction uncertainty through the seller's information provision activities in real time. This study
applies the source credibility model to live commerce and proposes a mechanism that links seller
perception and immersion experience of the consumer to purchase intention. This study surveyed adults
who had experience purchasing products in live commerce and verified the hypothesis established using
AMOS 22.0 and SPSS 21.0. As a result, the seller's source credibility increased the purchase intention
through parasocial relationships and authenticity, and the immersion experience influenced purchase
intention through the moderating effect of parasocial relationships and authenticity. This study is
expected to help establish strategies for seller management and customized services of live commerce

platforms.
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Table 3. Result for Discriminant Validity

Constructs 1 2 3 4 5 6 7
Tru |0.727°

Exp | .438" |0.784*

Rep |.4917 | 5127 |0.812°

PR | .453" | 479" | .618" | 0.775°

Auth | 423" | 518" | 534" | 484" | 0.784°

PI | .537" | 624" | .627" | 588" | .681" | 0.860*

IE | .425" | 484" | 490" | .508" | .520" | .606" |0.775

Tru(Trustworthiness), Exp(Expertness), Rep(Reputation),
PR(Parasocial Relationship), Auth(Authenticity), PI(Purchase
Intention), IE(Immersion Experience)

a: square root of the AVE, * p < 0.01
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Fig. 2. Results of Main Effect Tests (H1~3)
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Table 4. Moderating Effect of Immersion Experience

Coefficient | t-value Result
Constant 5.393 117.5317
PR 0.386 8.136
H4a IE 0.456 8594 | Supported
Interaction -0.114 -3.378"
F=112.1471, R = 0.4894
Constant 5.393 126.814"
Auth 0.461 10.915"
H4b IE 0.383 7.798" | Supported
Interaction -0.102 -3.498"
F = 152.3591, R = 0.5656

PR(Parasocial Relationship), Auth(Authenticity), IE(Immersion

Experience), **: p < 0.01
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Fig. 3. Moderating Effect of IE (H4a)
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Fig. 4. Moderating Effect of IE (H4b)
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