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Introduction

Consumers have become accustomed to non-face-to-face 
communication. Since the COVID-19 pandemic, non-contact 
marketing has become a new consumption trend. While 
offline stores were hit hard from COVID-19 and social 
distancing, the online-based e-commerce market took 
advantage of this opportunity and has shown rapid growth 
(Kim, 2020). In particular, “live commerce” channels have 
become notable channels in the industry. Live commerce is a 
fusion of live streaming and e-commerce, providing a new 
distribution channel by combining the advantages of offline 
and online, and the advantages of social media and 
commerce. Live commerce allows sellers and consumers to 

actively communicate through real-time video streaming, and 
consumers can ask questions about products in real time, 
receive immediate responses, and purchase products more 
conveniently (Huang & Benyoucef, 2013). In South Korea 
(Korea hereafter), the live commerce market grew to about 3 
trillion won in 2021, and it is expected to grow to about 10 
trillion won by 2023 (Shin, 2020). In addition, China's live 
commerce market grew from about KRW 3 trillion won in 
2017, KRW 23 trillion won in 2018, to KRW 75 trillion won 
in 2019, but has shown explosive growth recently to about 
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166 trillion won in 2020 (Seo, 2022). Representative live 
commerce channels in Korea include Naver Shopping Live, 
Kakao Live, and Grip Live. Naver Shopping Live has had an 
especially significant impact on increasing store sales and 
improving marketing performance. According to the Kim, 
Bae, and Hwang (2021), sales of smart store sellers using 
Naver Shopping Live increased by about 48% and the 
number of regular customers increased by about 128%. 

In traditional e-commerce online shopping malls, 
consumers and sellers ask and answer questions through 
online bulletin boards, but live commerce allows consumers 
and sellers to immediately communicate through real-time 
chatting during live streaming to realize two-way 
communication. This can improve the shopping experience 
of consumers and reduce uncertainty about the sellers, 
thereby creating trust in the company (Hajli, 2015). In 
addition, by actively interacting with the seller, consumers 
can reduce their perceived risk factors in the purchasing 
process and experience positive purchase benefits (Alhakami 
& Solvic, 1994). Live commerce also has a high purchase 
conversion rate because the real-time purchases provide 
similar benefits to face-to-face purchases. Consumers build 
trust with the seller and are satisfied with the experience, 
which has great influence on purchasing products (Jang & 
Chung, 2014). 

It is worth noting that the relational benefits perceived 
by consumers through active interaction with sellers on live 
commerce channels lead a positive perception of the sellers. 
Prior studies on live commerce have examined perceived 
value of sellers (Wongkitrungrueng & Assarut, 2020), the 
characteristics of live commerce (Jung, 2017), and the 
shopping motivation of consumers (Cai & Wohn, 2019). 
However, little research has been conducted focusing on the 
benefits and effects of consumers in terms of forming 
relationships with sellers on live commerce channels. When 
consumers experience relational benefits in live commerce, it 
can reduce their anxiety about the sellers, and can build trust 
and satisfaction with the company. As a result, consumers are 
likely to form long-term relationships with firms and brands. 
In particular, experiencing relational benefits such as 
convenience and economic rewards online positively 
influence on consumers’ behavioral intentions (Berry, 1995; 

Lee & Park, 2013).
The study aims to empirically examine the influence of 

consumers’ perceived relational benefits on trust, 
satisfaction, and behavioral intention (e.g., purchase 
intention, continuous use intention) in live commerce 
channel. This study has academic significance in that the 
findings expand and strengthen the research scope on 
relational benefits by identifying the effect of consumers' 
perceived relational benefits in live commerce. The results of 
this study provide guidelines for fashion companies on how 
to strategically use live commerce channels.

Theoretical Background

Consumers’ Perceived Relational Benefits in 
Live Commerce

Live commerce is a live-streamed channel where sellers 
introduce and sell products to consumers, by combining live 
streaming and e-commerce (Wongkitrungrueng & Assarut, 
2020). Unlike online shopping malls, which are traditional 
e-commerce methods, live commerce enables interactive 
communication between consumers and sellers through 
real-time streaming. Therefore, companies using live 
commerce focus on continuing their relationships through 
active interactions with consumers. Gwinner, Gremler, and 
Bitner (1998) revealed that relational benefits are an essential 
element of relationship continuity. 

Unlike online shopping malls, which are traditional 
e-commerce methods, live commerce enables interactive 
communication between consumers and sellers through 
real-time streaming. Therefore, companies using live 
commerce channels focus on continuing their relationships 
through active interaction with consumers. Gwinner et al. 
(1998) revealed that for the relationship between sellers and 
consumers to continue, consumers should recognize the 
relational benefits. 

Relational benefits refer to various types of benefits and 
rewards that consumers experience by forming relationships 
with sellers (Gwinner et al., 1998). In a live commerce 
channel, consumers perceive various relational benefits that 
help them maintain a relationship with the seller and satisfy 
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the consumers’ needs (Katz, Blumler, & Gurevitch, 1973). 
Satisfaction theory explains the relational benefits and use. 
Since most previous studies have pointed relational benefits 
as an essential variable for forming long-term relationships 
between consumers and sellers (Patterson & Smith 2001), it 
is necessary to investigate the relational benefits perceived 
by consumers. 

Relationship benefits have been divided into various 
sub-dimensions. Wilson and Jantrania (1994) presented 
economic benefits, strategic benefits, and behavioral benefits 
as sub-dimensions of relational benefits. Anderson, 
Håkansson, and Johanson (1994) classified relationship 
benefits as economic benefits, technological benefits, social 
benefits, and service benefits. Hennig-Thurau, Gwinner and 
Gremler (2002) classified relationship benefits as social 
benefits, confidence benefits and special treatment benefits, 
Heo and Kim (2014) classified these benefits as social 
benefits, customization benefits, economic benefits and 
confidence benefits. Chae (2013) classified the relationship 
benefits of online shopping into three dimensions: economic 
benefits, psychological benefits, and informational benefits. 
Gwinner et al. (1998) classified them into four factors: social 
benefit, psychological benefit, customization benefit and 
economic benefit. In particular, based on the literature, 
benefits related to active interaction and convenience or 
economic rewards are important online, and the four factors 
of social benefits, economic benefits, psychological benefits, 
and customization benefits are prominent in online context. 
(Hennig-Thurau et al., 2002; Jung & Yang, 2013).

Psychological benefits are described as a psychological 
state in which consumers perceive that the service provider 
(seller) is not different from what the consumers expected, 
thus reducing anxiety and increasing their comfort level 
(Gwinner et al., 1998). In live commerce, consumers can 
communicate with the seller in real time and receive 
immediate answers to their questions, so they can easily feel 
comfortable and perceive psychological benefits. Social 
benefits are related to the emotional aspects of relationships 
with service providers or other users, and the social benefits 
are higher when personal relationships are close (Gwinner et 
al., 1998). In live commerce, consumers can perceive social 
benefits by receiving information such as reading online 

reviews and maintaining close relationships through 
real-time chats.

Economic benefits are the basic motives for consumers 
to maintain relationships. They refer to financial benefits 
including price discounts, coupons, or time savings from 
quick service (Peterson, 1995). Companies that stream in live 
commerce channels have recently provided economic 
benefits to increase sales. The customization benefit is also a 
special treatment or service provided for consumers, which is 
different from other sellers. In live commerce, sellers can 
communicate with consumers and provide special services 
tailored to each individual. Based on these studies, we divide 
the relational benefits perceived by consumers in live 
commerce into four dimensions: psychological benefits, 
social benefits, economic benefits, and customization 
benefits.

Consumer Trust and Satisfaction

Relational benefits are antecedents for continuing the 
relationship with consumers. These benefits have a positive 
influence on consumers’ trust, satisfaction, and loyalty 
(Reynolds & Beatty, 1999; Patterson & Smith, 2001). In social 
commerce, relational benefits have a positive influence on 
consumer trust, loyalty, and immersion (Choi & Kwon, 2019). 
Shin and Yoo (2017) also found that social, economic, 
psychological, and customization benefits have a positive effect 
on consumer satisfaction. Accordingly, relational benefits 
positively influence on consumers’ trust and satisfaction. In 
particular, given that trust has been identified as a prerequisite 
for satisfaction in most previous studies (Moorman, Despande, 
& Zaltman, 1993), it is expected that relational benefits will 
affect consumer satisfaction through trust. 

Trust is the willingness to take risks through a belief in 
the actions of others, and it is an important factor in eliciting 
positive consumer behavioral intentions (Rousseau, Burt, 
Camerer, & Sitkin, 1998). Trust is even more important in 
online contexts because it is impossible to directly face the 
seller or physically experience actual products and services 
(Gefen, 2000). Trust is formed through relationships between 
individuals. Thus, consumers can establish relationships 
through real-time interactions with sellers and feel more 
friendly and comfortable with sellers in live commerce 
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channels, which eventually builds consumer trust (Ra & 
Woo, 2015; Wongkitrungrueng & Assarut, 2020). 

When consumers perceive that the seller (i.e., service 
provider) is providing relational benefits, consumers can 
build trust with the seller (Byun & Oh, 2006; Dwyer, Schurr, 
& Oh, 1987). Berry (1995) also stated that consumers can 
build trust with the seller through various benefits provided 
by the seller. In particular, in live commerce, consumers can 
perceive social benefits while actively interacting with other 
consumers as well as with the sellers, which leads to 
consumer trust (Gwinner et al., 1998). Chae (2013) found 
that psychological benefits, economic benefits, and 
informational benefits have a positive effect on consumer 
trust. Companies can provide economic benefits such as price 
discounts and coupons during live streaming on live 
commerce channels. Since it is a channel with high consumer 
participation, sellers can also provide special customization 
benefits tailored to individual consumers, which can increase 
the level of consumer trust. 

Moorman et al. (1993) showed that when consumers 
build trust in service providers in the process of delivering 
services, they perceive a higher level of satisfaction. Dorsch, 
Grove, and Darden (2000) identified satisfaction as a key 
variable for long-term relationships between consumers and 
firms. Satisfaction is described as a comprehensive 
psychological state in which the consumer's emotions and 
expectations are combined in the consumption experience. In 
other words, consumers can be satisfied when they compare 
what they expected and what they actually experienced with 
the service (Oliver, 1981).

Westbrook and Fornell (1979) defined satisfaction as 
the degree to which consumers experience favorable 
emotions in the process of purchasing, comparing, 
evaluating, selecting products and services. Satisfaction with 
the online shopping mall is the overall evaluation of the 
online shopping mall, which is an important factor in the 
marketing exchange process. It is also an essential factor in 
predicting consumer behavior. Therefore, in this study, we 
expect that consumers will perceive relational benefits in 
fashion live commerce, which can affect consumers’ trust 
and satisfaction.

Consumer Behavioral Intention 

This study investigates purchase intention and continuous 
use intention as consumer behavioral intentions. Purchase 
intention is a consumer's intention to purchase a specific 
service or product (Morrison, 1979). Continuous use 
intention refers to a consumer's willingness to continue to use 
the purchased product or service and loyalty to the current 
seller (Bhattacherjee, 2002). It is necessary to examine the 
intention of continuous use because the success of services 
and products is from continued use, not from the first use of a 
product or service (Bhattacherjee, 2002).

Consumer-centered marketing focuses on sellers 
building long-term relationships with consumers. Sellers seek 
to maintain customer loyalty and long-term relationships by 
forming an interdependent relationship between the 
consumers and sellers to increase consumer trust and 
satisfaction (An, 2003). Dorsch et al. (2000) stated that 
consumer satisfaction and the benefit of expectations are 
essential to form the intention of continuous use. Many 
previous studies (e.g., Jung, 2014; Oliver, 1981) have shown 
that when satisfaction with services or products continues, 
consumers feel happiness and pleasure, which has a positive 
influence on their intention to reuse or purchase the service 
or product (Jung, 2014). Therefore, it can be expected that 
consumer satisfaction formed in live commerce will lead to 
positive behavioral intentions of consumers including 
purchase intention and continuous use intention.

Research Method

Research Model and Hypothesis Development 

This study aims to empirically verify the effect of relational 
benefits (i.e., psychological benefits, social benefits, 
economic benefits, customization benefits) perceived by 
consumers on consumer trust and satisfaction, and consumer 
behavioral intentions (i.e., purchase intention, continuous use 
intention). Thus, we present the following research 
hypotheses and the research model is shown in Figure 1.

H1. Psychological benefits will have a positive effect on 
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consumer trust. 
H2. Social benefits will have a positive effect on consumer 

trust. 
H3. Economic benefits will have a positive effect on 

consumer trust. 
H4. Customization benefits will have a positive effect on 

consumer trust. 
H5. Consumer trust will have a positive effect on consumer 

satisfaction. 
H6. Consumer satisfaction will have a positive effect on 

consumers’ purchase intention.
H7. Consumer satisfaction will have a positive effect on 

consumers’ continuous use intention.

The variables used in the study were modified from 
previous studies to suit the purpose of this study. The 
operational definitions of variables are as follows. 
Consumers' perceived relational benefits are divided into 
psychological benefits, social benefits, economic benefits, 
and customization benefits. First, psychological benefits refer 
to consumers’ comfort or stability in live commerce and 
social benefits refer to the emotional relationships from 
receiving information through active interactions with sellers 
or other consumers. Economic benefits refer to economic 
rewards such as price discounts or coupons provided by the 
seller in live commerce, and customization benefits indicate 
that consumers receive special services tailored to the 
individuals in live commerce. Trust is the degree to which 
the seller believes that the services and products provided by 

the seller in live commerce meet the consumer's expectations. 
Satisfaction is defined as the emotions and overall evaluation 
experienced by the consumer in live commerce. Purchase 
intention refers to the willingness to purchase products sold 
by sellers in live commerce, and continuous use intention is 
the willingness to continue to use the live commerce channel.

Data Collection and Research Design 

An online survey was conducted from December 3 to 30, 
2020, on 291 women in their 20s and 30s living in Korea 
who had an experience watching videos which sells fashion 
related products on Naver Shopping Live channel. 
Participants were recruited through convenience sampling. 
Data on 281 participants were finally used for analysis, after 
excluding 10 insincere responses. Naver Shopping Live is a 
representative live commerce platform in Korea with a large 
number of sellers, increasing sales, and great growth 
potential (Kim et al., 2021). Thus, it is suitable for this study. 

The questionnaire was adapted from existing scales by 
modifying them to fit our study including from Choi and 
Kwon (2019), Gwinner et al. (1998), Mittal and Lasser 
(1998) and Reynolds and Beatty (1999). Our questionnaire 
included items related to consumers’ perceived relational 
benefits, trust, satisfaction, behavioral intentions on live 
commerce, and demographic characteristics. For relational 
benefits, we measured psychological benefits, social benefits, 
economic benefits, and customization benefits. For 
psychological benefits, three items were used, and for social, 

Figure 1. Research model
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economic, customization benefits, two items were used for 
each type of benefit. To measure trust, two items were used 
from Wongkitrungrueng and Assarut (2020), and for 
satisfaction, two items were modified from questions used in 
Anderson et al. (1994) and Henning-Thurau et al. (2002). 
Two items for purchase intention were adapted from Davis 
(1989). Two items were used for continuous use intention by 
modifying questions from Gao et al. (2015). And all items 
were measured on a 7-point Likert scale (1 = “strongly 
disagree,” 7 = “strongly agree”).

The data were analyzed using SPSS 25.0 and AMOS 
23.0 statistical programs. The SPSS 25.0 program was used for 
reliability analysis, exploratory factor analysis, confirmatory 
factor analysis and correlation analysis. AMOS 23.0 program 
was used for verifying the research model by conducting path 
analysis with structural equation model analysis.

Research Results 

General Characteristics of Subjects

For age, 103 (36.65%) of the total sample were in their 20s 
and 178 (63.35%) were in their 30s. For educational 

background, 147 (52.31%) were university graduates, 91 
(32.38%) attended graduate school or higher, 32 (11.39%) 
attended university, and 8 (2.85%) graduated from high 
school. In addition, 185 (65.84%) were single, and 96 
(34.16%) were married, which is a typical distribution for 
these age groups in Korea. In terms of occupation, 125 
(44.48%) were general office workers, 60 (28.47%) were 
students, and 48 (17.08%) were professional workers. As for 
the average monthly income, 103 (36.65%) earned from 2 to 
3 million won, 69 (24.56%) from 3 to 4 million won, and 31 
(11.03%) earned 1 million won or less.

Measurement Model Results

The conceptual structure of relational benefits perceived by 
consumers in live commerce were identified by conducting 
exploratory factor analysis through principal component 
analysis (varimax rotation). As a result, consumers’ 
perceived relational benefits were divided into four factors 
including psychological benefits, social benefits, economic 
benefits, and customization benefits as predicted in the 
hypotheses of this study. Cronbach's α values of all 
measurement variables and all factor loadings were 0.7 or 
higher, and the eigenvalue was 1 or higher, so the reliability 

Construct Items Factor loading t -value AVE CR Cronbach’s α

Psychological benefits
I enjoy shopping at Naver shopping live. .76 12.97

.70 .97 .87I like shopping at Naver shopping live. .79 14.07
Shopping through Naver shopping live is comfortable. .78 -

Social  benefits
The reviews in Naver shopping live is helpful for my purchase decision. .79 -

.68 .95 .80
Seller's response in Naver shopping live helps me purchase products. .87 11.06

Economic benefits
Naver shopping live has many opportunities to purchase products at low prices. .8 -

.81 .96 .90
Naver shopping live has many price discounts. .87 16.06

Customization benefits
The seller of Naver shopping live gives me a specific and quick response. .81 -

.65 .93 .79
Naver shopping live provides a variety of products and services suitable for me. .84 11.11

Trust
It is reliable to purchase products through Naver shopping live channel. .91 -

.76 .97 .86
I trust the information provided by the seller of Naver shopping live channel. .82 14.76

Satisfaction
I feel satisfied with Naver shopping live channel. .92 -

.66 .96 .79
I am satisfied with the atmosphere of Naver shopping live channel. .74 13.42

Purchase intention
I am willing to purchase some products on Naver shopping live channel. .87 -

.78 .97 .91
I want to purchase some products sold on Naver shopping live channel. .86 16.45

Continuous use intention
I am willing to continue using Naver shopping live channel. .88 -

.83 .97 .91
I will use Naver shopping live often in the future. .83 19.20

Table 1. Results of measurement model
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and validity of the measurement variable were all verified 
(Table 1). 

Confirmatory factor analysis (CFA) for the entire 
measurement model showed that all of the fitness indices 
were satisfactory, indicating that the measurement items 
measured the composition concept well (χ2=135.89 (d.f=91), 
χ2/d.f=1.49, p=.00, GFI=.93, TLI=.97, CFI=.98, 
RMSEA=.049). The results also confirmed the convergence 
validity and discriminant validity between the measured 
variables. Convergence validity requires that the factor 
loadings are statistically significant. Each standardized factor 
loading should be .70 or more, the average variance extracted 

(AVE) value should be .50 or more, and the construct 
reliability (CR) value should be .70 or more. (Lee & Lim, 
2013). The standardized factor loading values of the 
variables in this study were all 0.70 or higher, the AVE 
values were all 0.60 or higher, and the CR value was 0.90 or 
higher. Thus, the validity of convergence was verified (Table 
1). In addition, the squared values of the correlations between 
the latent variables were lower than the AVE values of all 
latent variables. Thus, the discriminant validity was 
confirmed (Table 2).

Structural Model Results

Mean (S.D.) PB SB EB CB TR SA PI CI

PB 5.03 (1.17) .70a

SB 5.60 (1.05) .48b .68

EB 4.98 (1.32) .45 .27 .81

CB 4.90 (1.20) .42 .32 .40 .65

TR 5.11 (1.22) .38 .33 .40 .32 .76

SA 5.31 (1.14) .53 .36 .32 .47 .48 .66

PI 5.26 (1.21) .50 .38 .42 .36 .45 .54 .78

CI 5.06  (1.35) .52 .36 .44 .34 .45 .52 .61 .83

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal
b: Numbers below the diagonal are squared correlation estimates of two variables
PB: Psychology benefits, SB: Social benefits, EB: Economic benefits, CB: Customization benefits, TR: Trust, SA: Satisfaction, PI: Purchase intention, CI: Continuous use 
intention

Table 2. The squared correlations and AVE of variables

*p＜.05, **p＜.01, ***p＜.001
The model fit index: χ2(d.f)=219.24(106), Normed χ2=2.07, p=.00, GFI=.89, TLI=.95, CFI=.96, RMSEA=.07

Figure 2. Research model of results
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We conducted Structural equation model analysis to verify 
the hypotheses and model of the research (Figure 2 and Table 
3). The structural model showed acceptable levels of model 
fit as χ2(d.f)=219.24(106), normed χ2=2.07, p=.00, GFI=.89, 
TLI=.95, CFI=.96, RMSEA=.07. The analysis of the 
structural model also showed that psychological benefits (β
=.25, p<.05), social benefits (β=.31, p<.001), economic 
benefits (β=.20, p<.001), and customization benefits (β=.25, 
p<.01) all had a significant positive influence on consumer 
trust. Thus, hypotheses 1~4 are all supported. Previous 
studies (e.g., Gwinner et al., 1998; Chae, 2013) have found 
that psychological, social, economic, and customization 
benefits affected consumer trust. This study supported their 
results in a live commerce environment. We also found that 
consumer trust had a significant positive influence (β=.94, 
p<.001) on satisfaction. Thus, hypothesis 5 is supported. 
Moorman et al. (1993) found that consumer trust affects 
satisfaction. The results of this study supported their findings. 
Satisfaction had a significant positive influence on 
consumers’ purchase intention (β=.91, p<.001) and 
continuous use intention (β=.89, p<.001). Thus, hypotheses 6 
and 7 are supported. Our findings are consistent with 
Anderson et al. (1994) that satisfaction is a predictor of 
consumer behavior. In addition, Shin and Yoo (2017) found 
that social, psychological, customization, and economic 
benefits have a positive influence on relationship 
maintenance intention through customer satisfaction. The 
results of this study strengthened their results. 

Conclusions

As consumers become accustomed to a noncontact culture 
and as the effects of the 2020 COVID-19 pandemic are 
prolonged, live commerce has been established as a new 
distribution trend with rapid growth. On live commerce 
channels, consumers have high and interactive participation, 
so relational marketing is important. For successful relational 
marketing, it is essential for consumers to perceive relational 
benefits. Therefore, this study empirically examined the 
effect of relational benefits perceived by consumers in live 
commerce, mediating consumer trust and satisfaction on 
consumer behavioral intentions (i.e., purchase intention and 
continuous use intention).

The results indicate that the perceived benefits of live 
commerce for consumers included psychological benefits, 
social benefits, economic benefits, and customization 
benefits. Consumers felt that live commerce was comfortable 
and enjoyable, and they felt happy emotions. In particular, 
they perceived emotional and social benefits while 
interacting with other customers as well as with sellers 
online. In addition, they perceived economic benefits such as 
price discounts, coupons, and the accumulated mileage (or 
points) the sellers provided during live commerce streaming. 
They also perceived that they received special treatment or 
special services that were customized for each individual 
consumer.

The findings confirmed that consumers' perceived 
relationship benefits including psychological, social, 
economic, customization benefits had a positive effect on 

Hypothesis Standardized coefficient S.E. t -value Results

H1  Psychology benefits → Trust .25 .10 2.10 Accepted

H2  Social benefits → Trust .31 .08 3.30 Accepted

H3  Economic benefits → Trust .20 .06 2.40 Accepted

H4  Customization benefits → Trust .25 .08 2.68 Accepted

H5 Trust → Satisfaction .94 .07 12.08 Accepted

H6 Satisfaction → Purchase intention .91 .09 12.93 Accepted

H7 Satisfaction → Continuous use intention .89 .06 13.35 Accepted

Table 3. Results of structural equation modeling and model fit
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consumers’ trust, which, in turn, had a positive influence on 
satisfaction. In addition, satisfaction had a significant 
positive influence on consumers' intention to purchase and 
continue to use the product. Thus, fashion companies should 
strive to increase consumer trust and satisfaction, which 
directly affect purchasing behavior by allowing consumers to 
perceive relational benefits in live commerce channels. In 
particular, social benefits had the greatest influence on 
consumer trust and satisfaction since online streaming allows 
consumers to receive immediate responses from the sellers 
and product reviews from other consumers through active 
real-time interaction between consumers and sellers. 
Therefore, it is important for companies to promote 
interactive communication between consumers and sellers in 
a live commerce channel and to allow consumers to write 
positive reviews so consumers can perceive social benefits in 
live commerce and feel a high level of trust and satisfaction.

This study adds to the literature on consumer behavior 
in live commerce channels. It also has academic implications 
by expanding the theoretical framework of research on 
consumer relational benefit. In particular, it empirically 
verifies previous research findings on the consumer 
relationship benefits of live commerce. The results of this 
study can help fashion companies using live commerce 
channels establish effective marketing strategies. 

The limitations of the study and recommendations for 
future research are as follows. The subjects of this study only 
had watched a video about selling fashion products in live 
commerce since relatively few people have used live 
commerce. However, follow-up studies should attempt to 
generalize the results of this study to those who have actually 
purchased products on a live commerce channel. In addition, 
it would be interesting to examine the difference between 
each age group by expanding the study subjects to all age 
groups, instead of only 20-30 year old women.

References 

Alhakami, A. S., & Slovic, P. (1994). A psychological study 
of the inverse relationship between perceived risk and 
perceived benefit. Risk Analysis, 14(6), 1085-1096. 

doi:10.1111/j.1539-6924.1994.tb00080.x
An, W. G. (2003). The influence of customer-loyalty by the 

relational benefit of low-level in the hotel restaurants. 
Journal of Tourism Services Research, 3, 99-131.

Anderson, J. C., Håkansson, H., & Johanson, J. (1994). 
Dyadic business relationships within a business 
network context. Journal of Marketing, 58(4), 1-15. 
doi:10.1177/002224299405800401

Berry, L. L. (1995). Relationship marketing of services—
Growing interest, emerging perspectives. Journal of the 
Academy of Marketing Science, 23(4), 236-245. 
doi:10.1177/009207039502300402

Bhattacherjee, A. (2002). Individual trust in online firms: 
Scale development and initial test. Journal of 
Management Information Systems, 19(1), 211-241. 
doi:10.1080/07421222.2002.11045715

Byun, K.W., & Oh, H.H. (2006). Relationship between ski 
resort CRM and relation benefit, customer satisfaction, 
trust, relation commitment and customer loyalty. The 
Korean Journal of Physical Educaion, 45(1), 495-513.

Cai, J., & Wohn, D. Y. (2019). Live streaming commerce: 
Uses and gratifications approach to understanding 
consumers’ motivations. Proceedings of the 52nd 
Hawaii International Conference on System Sciences, 
USA, 2557. doi:10.24251/HICSS.2019.307 

Chae, J. M. (2013). The influence of consumer’s relationship 
benefit perception on the relationship output in internet 
shopping mall. Fashion & Textile Research Journal, 
15(3), 371-380. doi:10.5805/SFTI.2013.15.3.371

Choi, Y.M., & Kwon, H.G. (2019). Effects of relationship 
benefits on trust, flow and customer loyalty of social 
commerce: Focus of self – determination. Journal of the 
Korea Industrial Information Systems Research, 24(3), 
39-50. doi:10.9723/jksiis.2019.24.3.039 

Davis, F. D. (1989). Perceived usefulness, perceived ease of 
use, and user acceptance of information technology. 
MIS Quarterly, 13(3), 319-340. doi:10.2307/249008

Dorsch, M. J., Grove, S. J., & Darden, W. R. (2000). Consumer 
intentions to use a service category. Journal of Services 
Marketing, 14(2), 92-117. doi:10.1108/0887604001030
9220

Dwyer, F. R., Schurr, P. H., & Oh, S. (1987). Developing 



Shinyoung Park ∙ Su-yun Shin

International Journal of Costume and Fashion Vol. 22 No. 1 2022 61

buyer-seller relationships. Journal of Marketing, 51(2), 
11-27. doi:10.1177/002224298705100202

Gao, W., Zhang, Y., Ramanujan, D., Ramani, K., Chen, Y., 
Williams, C. B., ... & Zavattieri, P. D. (2015). The 
status, challenges, and future of additive manufacturing 
in engineering. Computer-Aided Design, 69, 65-89. 
doi:10.1016/j.cad.2015.04.001

Gefen, D. (2000). E-commerce: the role of familiarity and trust. 
Omega, 28(6), 725-737. doi:10.1016/S0305-0483(00)0
0021-9

Gwinner, K. P., Gremler, D. D., & Bitner, M. J. (1998). Relational 
benefits in services industries: The customer’s perspective. 
Journal of the Academy of Marketing Science, 26(2), 10
1-114. doi:10.1177/0092070398262002

Hajli, N. (2015). Social commerce constructs and consumer's 
intention to buy. International Journal of Information 
Management, 35(2), 183-191. doi:10.1016/j.ijinfomgt.2
014.12.005

Hennig-Thurau, T., Gwinner, K. P., & Gremler, D. D. (2002). 
Understanding relationship marketing outcomes: An 
integration of relational benefits and relationship 
quality. Journal of Service Research, 4(3), 230-247. 
doi:10.1177/1094670502004003006

Heo, E.J., & Kim, S. (2014). The effects of relational benefits 
on customer satisfaction and relational continuance 
intention in the market of cosmetic medicine - Focusing 
on the mediating effects of relational frequence. The 
Academy of Customer Satisfaction Management, 16(4), 
67-86.

Huang, Z., & Benyoucef, M. (2013). From e-commerce to 
social commerce: A close look at design features. 
Electronic Commerce Research and Applications, 
12(4), 246-259. doi:10.1016/j.elerap.2012.12.003

Jang, H.Y., & Chung, S.Y. (2014). The interactions among 
social commerce properties, satisfaction, and reuse 
intention according to the consumer propensity and 
attitude. The Academy of Customer Satisfaction 
Management, 16(4), 167-192.

Jung, C. (2017). The impact of interaction on the purchase of 
donation-items in the live streaming service: Focused 
on Africa TV (Unpublished master's thesis). Korea 
Advanced Institute Science and Technology, Daejeon, 

South Korea
Jung, H. (2014). Laryngeal behaviors and acoustic 

parameters characteristics of people who stutter. 
Journal of speech-language & hearing disorders, 23(2), 
123-138.

Jung, S. G., & Yang, J. H. (2013). A study on relationship 
among relational benefits, satisfaction and customer 
loyalty; Focused on the moderating effects of 
consumer’s innovativeness & rationality. Journal of 
Marketing Management Research, 18(2), 47-72.

Katz, E., Blumler, J. G., & Gurevitch, M. (1973). Uses and 
gratifications research. The Public Opinion Quarterly, 
37(4), 509-523. doi:10.1086/268109

Kim, J. Y., Bae, K  H., & Hwang, J. H. (2021, December 28). 
네이버 D-커머스 리포트[Naver D-commerce report]. 
Naver. Retrieved from https://www.navercnorp.com/na
vercorp_/research/2021/20211227201440_2.pdf

Kim, M. S. (2020, July 6). 태국 이커머스 시장 트렌드 알고 

소비자 잡자! [Let’s understand the trend of Thailand 
e-commerce market and get consumers!], Kotra Overse
as Market News. Retrieved from https://news.kotra.or.k
r/user/globalBbs/kotranews/782/globalBbsDataView.d
o?setIdx=243&dataIdx=183236

Lee, H., & Lim, J. (2013). SPSS 20.0 매뉴얼 [SPSS 20.0 
manual]. Seoul, South Korea: Jyphyunjae.

Lee, S., & Park, J. (2013). The effect of perceived customer 
relational benefit upon repurchase intention on the 
relationship between retailers and consumers: Focusing 
moderating effect of the perceived product 
involvement. Journal of Channel and Retailing, 18(4), 
127-160.

Mittal, B., & Lassar, W. M. (1998). Why do customers 
switch? The dynamics of satisfaction versus loyalty. 
The Journal of Services Marketing, 12(3), 177-194. 
doi:10.1108/08876049810219502

Moorman, C., Deshpandé, R., & Zaltman, G. (1993). Factors 
affecting trust in market research relationships. Journal 
of Marketing, 57(1), 81-101. doi:10.1177/00222429930
5700106 

Morrison, D. G. (1979). Purchase intentions and purchase 
behavior. Journal of Marketing, 43(2), 65-74. 
doi:10.1177/002224297904300207



Relational Benefits in Fashion Live Commerce

International Journal of Costume and Fashion Vol. 22 No. 1 2022 62

Oliver, R. L. (1981). Measurement and evaluation of 
satisfaction processes in retail settings. Journal of 
Retailing, 57(3), 25–48. 

Patterson, P. G., & Smith, T. (2001). Relationship benefits in 
service industries: a replication in a Southeast Asian 
context. Journal of Services Marketing, 15(6), 425-443. 
doi:10.1108/EUM0000000006098

Peterson, R. A. (1995). Relationship marketing and the consumer. 
Journal of the Academy of Marketing Science, 23(4), 27
8-281. doi:10.1177/009207039502300407

Ra, C. I., & Woo, C. B. (2015). The effect of relational 
benefit on relational commitment and long-term 
relationship orientation among hotel customers. 
Tourism Research, 40(3), 169-190. 

Reynolds, K. E., & Beatty, S. E. (1999). Customer benefits 
and company consequences of customer-salesperson 
relationships in retailing. Journal of Retailing, 75(1), 
11-32. doi:10.1016/S0022-4359(99)80002-5

Rousseau, D. M., Sitkin, S. B., Burt, R. S., & Camerer, C. 
(1998). Not so different after all: A cross-discipline 
view of trust. Academy of Management Review, 23(3), 
393-404. doi:10.5465/amr.1998.926617

Seo, M. Y. (2022, February 9). 왕홍 전통이커머스 압박하는 

중국 라이브커머스 시장 [Wang Hong, traditional 
Chinese live commerce market], Chosun Media. 

Retrieved from 
http://digitalchosun.dizzo.com/site/data/html_dir/2022/
02/09/2022020980204.html

Shin, H. H., & Yoo, Y. J. (2017). A study on the structural 
relationships among relational benefits of the franchise 
coffee shop, customer satisfaction, switching cost and 
relationship retention intention. Journal of the Korea 
Contents Association, 17(3), 556-570. doi:10.5392/JKC
A.2017.17.03.556

Shin, K. (2020, October 3). 코로나19에 ‘라이브커머스’ 시대 

빨라졌다… 23년 8조로 성장 [Corona 19 has 
accelerated the era of' live commerce'... Growing to 8 
trillion won in 23 years], News1. Retrieved from 
https://www.news1.kr/ articles/?4074298

Westbrook, R. A., & Fornell, C. (1979). Patterns of 
information source usage among durable goods buyers. 
Journal of Marketing Research, 16(3), 303-312. 
doi:10.1177/002224377901600302

Wilson, D. T., & Jantrania, S. (1994). Understanding the value 
of a relationship. Asia-Australia Marketing Journal, 2
(1), 55-66. doi.org/10.1016/S1320-1646(94)70278-1

Wongkitrungrueng, A., & Assarut, N. (2020). The role of live 
streaming in building consumer trust and engagement 
with social commerce sellers. Journal of Business Rese
arch, 117, 543-556. doi:10.1016/j.jbusres.2018.08.032


	The Effect of Consumers’ Perceived Relational Benefits on Trust, Satisfaction, and Behavioral Intention in Fashion Live Commerce Channel
	Abstract
	Introduction
	Theoretical Background
	Research Method
	Research Results
	Conclusions
	References


