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The Impact of KOS Characteristics on
Consumer Purchase Intention in Taobao Live Commerce

: Perceived Value and Engagement as Mediating Variables
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Abstract

This study analyzed the impact of the characteristics of KOS (Key Opinion Sales) on consumer purchase
intentions in Taobao Live Commerce, and examined the mediating role of consumers' perceived value and
engagement in the relationship between KOS characteristics and purchase intentions. For this purpose,
surveys from 349 consumers aged 20 to 50 who have shopping experience on Taobao Live Commerce
were used for analysis. The analysis results are as follows: First, the characteristics of KOS (expertise,
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reputation, and attractiveness) influenced perceived value and engagement. Second, in Taobao Beauty Live
Commerce, only the attractiveness of KOS had a positive impact on purchase intentions. Third, consumers'
perceived value and engagement positively affected purchase intentions. Fourth, the expertise and reputation
of KOS had a full mediating effect on purchase intentions through perceived value and engagement, while
the attractiveness of KOS showed a partial mediating effect. The findings of this study will help in
understanding how the characteristics of KOS, along with consumers' perceived value and engagement,
affect purchase intentions in future live commerce contexts.

Keyword : KOS Characteristics, Perceived Value, Engagement, Purchase Intentions
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(64.53%), 2|AH 78H(22.17%), Z|El 18H(5.42%), A BY 17H4.93%), SF& 9 (2.46%), HEE 2
H(049%) =22 22X UL},
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=24 4n 2y ML X0|M x2(7H0IME) #f2 2084, (df=120, p=.000)0|0, CMIN/df=1.737,
GFI=939, NFI=921, RFI=899, IFI=965, TLI=965, CFI=964, SRMR=.0351, RMSEA=04622 7|=X|
QF H|WSH0] RE X|H7F DHEEAFA LI 2 Motes THHCoR Yot o= HEHEICH
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[Table 2] Factor Analysis and Reliability Analysis of Variables

& BESHA H EE3HA 5 SE | CR(p-value) P | MEMEE
al 691 1.000
HMEM a2 701 986 104 9.496 ok 0.737
a3 694 1.039 110 9.464 ok
bl 682 1.000
of2fA b2 24 978 .096 10.241 ok 0.762
b3 748 1.043 101 10.343 ok
cl 744 1.000
K= 2 752 1.028 .096 10.661 ik 0.766
c3 670 933 091 10.210 ok
dl 814 1.000
XIZ= 78K | d2 802 920 .060 15.348 ok 0.816
a3 816 1.025 .066 15.574 ok
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el 755 1.000
=Y e2 839 1.145 079 14.458 ik 0.838
e3 791 1.074 077 13.922 ik
fl 819 1.000
TOie|= 2 788 955 065 14.735 Rk 0.838
f3 768 895 062 14.402 ok

X2=208.4, df=120, p=.000, SRMR=0.0351, RMSEA=046, CFI=.964, GFI=939, AGFI=914, NFI=921, TLI=.954
#5001, *P<.01, *p<.05

[E 3] THEEIEY 2M4nt

[Table3] Correlation Analysis

o] T A
=" AVE 1 2 3 4 5 6
HEN 0.483 1
of = 0.516 (‘323) 1
268 277
OIX| = )
| 0523 (.038) (.040) !
343 407 395
X|Zt=l 7HK]| 0.657 (052) (056) (osd) 1
463 428 364 520
Sol . . . .
== 0633 (.050) (.051) (.048) (.068) !
402 478 368 556 561
e =4 ,
Tl 0627 (.054) (.038) (.053) (.076) (.069) !

#()RH| X|= ZEAS| HZEQX|(standard error)Zf Y

43 A712 43

431 74 A3

2 AN E EfRHte 2t0|E HHAONM KOse| ME4, QIR ofy, X|ZE 7t 2¢, 2
2l O ol ZHe| AE &QASEI| Hlsh AMOS 2408 AHBOHY Fx WHY REAYS +AKA
Ch. o3¢ Z¥ol Aotk X5 CMIN=242014 (df=122, p=000), CMIN/df=1984, GFI=932,
AGFI=905, NFI=908, RFI=855, IFI=.952, TLI=939, CFI=952, SRMR=0594, RMSEA=0532 L}EtL},
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[Table 4] Path Test Result

Estunate
77t aq= E23kp) |HEZSHE) S.E CR P
Hi-1 | H2E>K12ZE 74K 234 332 .095 3.510 ok KHEH
Hi-2 | Oi3E->X|ZHE 71K 289 393 .095 4.158 ook KHEH
HI1-3 | QIX|E->X|ZHE 71K 293 399 089 4.480 ok KHEH
Hl1-4 HEM>=Y 354 446 .088 5.056 ok KHEH
H1-5 ojEd>=2 290 350 083 4.188 ok KHEH
H1-6 x| E>E 243 294 077 3.817 ok KHEH
H2-1 HEM>T0He= 115 161 099 1.631 103 712t
H2-2 O3> = 203 272 .095 2.863 ok KHER
H2-3 QIX| =>F040| = 091 122 089 1.381 167 7|12
H3-1 | X[ZE ZEX>FOHRl= | 276 272 068 4.010 ok KHEH
H3-2 =g->Foiel= 256 284 082 3.463 ok KHEH

CMIN=242.014(df=122,p=0.000), CMIN/df=1.98, SRMR=0.059, RMSEA=053, GFIF0.932, AGFI=0.905, NFI=0.908,
RFI=0.885, IFI=0.952, TLIF0.939, CFI=0.952

432 7zt AS
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[Fig. 2] Results of Causal Analysis of Research Model
(B 5] = 43
[Table 5] Indirect effect verification
Y% rMB| 17k
iz Amsn 2mEn | oPoE
Lower Upper
- _ pAd|

H4-1 Yy NEALZ DN 161 L090%* 032 191

H5-1 >2¢ 126+ 053 240

H4-2 SK|ZEl 7FK 107 .043 203

RS '1, & >Tojol= 272
H5-2 >=Y L099%* 038 197
H4-3 SK|ZHE THK| 109 .043 220
oIX| = o= 122

H5-3 >=Y 083%+ 032 180
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