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ABSTRACT

Live commerce 1s rapidly expanding worldwide, and Vietham is no exception, with an increasing number
of consumers engaging with these platforms. This study uses the Uses and Gratifications (U&G) Theory to
examine how the motivations of Viethamese live commerce users influence their intention to continue using
these platforms, with a particular focus on the moderating effect of gender. The study is based on data from
306 questionnaires collected from Vietnamese consumers over the age of 18 who have used live commerce
in the past year. The data were analyzed using SPSS 27.0 for descriptive statistics and reliability analysis and
AMOS 22.0 for structural equation modeling and confirmatory factor analysis. The results indicate that per-
ceived enjoyment, information-seeking, self-expression, and social interaction significantly influence consumers’
mtention to continue using live commerce. A multi-group structural equation analysis revealed that for wom-
en, Intention to continue using live commerce 1s driven by higher perceived enjoyment and information-seek-
ing motivations, whereas for men, perceived enjoyment is the primary motivator. In other words, the impact
of usage motivations on the intention to continue using live commerce differs by gender among Vietnamese
users. This study offers practical isights for developing effective live commerce marketing strategies and con-
tributes to the theoretical understanding of gender-based differences in consumer behavior in a market where

female consumers play a key role.
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ato] 37802 Stk AHAR- k= Agarwal =gl Ad
and Prasad(1999)¢] +& FaLste] 3EIo=E 20214 1149 59%H 129744
SAAY FHHoRE AFEATH 54 (o, m, FHE o
A, A4, 1&FE AFY) S S EHUT A= 306719
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o2 AR AR 71 Dynatad AL 3

SHAe 54w

{Table 1> Respondents’ Demographic Information

80.6%% H|Zol

FEe 434 o 24

Variable Category Frequency  Percentage(%)
Gender Male 133 438
Female 171 56.2
Employed full time 245 80.6
Employed part-time 22 7.2
Emstlzif;slent Unemployed looking for work 7 2.3
Unemployed not looking for work 2 0.7
Student 28 9.2
High school 22 7.2
Some college 33 10.9
2-year college degree 38 125
Education 4-year college degree 194 63.8
Master degree 10 3.3
Doctoral degree 5 1.6
Professional degree (JD, MD) 2 0.7
Lower than VND 24,000K (=KRW 1,370K) 19 6.3
24,000K - 48,000K (=KRW 1,370K~2,742K) 16 5.3
48,000K-84,000K (=KRW 2,742K ~4,780K) 12 3.9
Annuf‘:w};?;esehdd 84.000K-120,000K (~KRW 4.780K ~6.855K) 39 12.8
120,000K-156,000K (~=KRW 6,855K ~8,912K) 69 22.7
156,000K-180,000K (~KRW 8,912K ~10,283K) 68 224
More than 180,000K (=KRW 10,283K) 81 26.6
Ha Noi 110 36.2
H6 Chi Minh 91 29.9
Region Can Tho 12 3.9
Binh Duong 11 3.6
Ca Mau 9 3.0
others (less than < 5) 71 23.4
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(299%) <22 YelgtTable 1). 313 tlolH TE BAFoE AT g £34 2
= ] % At AFe E4L $8] SPSS 27.0< < #3939t WA Cronbach’'s a @S =
AHESte] BAEYOH, &7 89 BAG Fx WHLAAS AES A3} vty 7]F9
A gd s s AMOS 2205 AH&-3keith 3] 3te] (Nunnally & Bernstein, 1994) &
o] AFAe] FHHIJLE o2 &4 3

Iv. o1zt T4 MEe AgsFE 55 Qa8 Fo

HoZ {FostA AT H3 FUd &

1. SHETY EEE & AR HS S AAE An, SAHRYL /df(94) =3.

—y My o uE
S 9o
xox S 4y e & 1 of
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Meoofm it b
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(%)
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001, CFI=948, NFI=928, TLI=.934, RMSEA

{Table 2> Measurement Assessment

=088% WE2EE BIAYLE N 343

Standardized Cronbach's
Factors Items factor o AVE CR
loadings
I find using/participating in live commerce to be enjoyable. .835%
Pe'rcelved The actual process of using/participating in live commerce 881 895 746 898
enjoyment is pleasant.
I have fun using/participating in live commerce. 8751
Through live commerce, I can get the required information. 834*
Information ) . . -
seeking Through live commerce, I can learn how to do certain things. 832 863 679 864
Through live commerce, 1 learn about the latest news. 8061
I use/participate in live commerce because I want others Q78*
to perceive me as open. ’
I use/participate in live commerce because I want others 868"
Self- to perceive me as keeping pace with trends. ’ 801 - 636
presentation 1 use/participate in live commerce because I want others 8341 ’ ’ ’
to perceive me as sociable. ’
I use/participate in live commerce because I want others 788
to perceive me as trendy. ’
Using/participating in live commerce enables me to maintain «
. . . . . 863
a daily, personal connection with friends and family.
A Socla} Uslng/part}clpat}ng 1nA live comme}rce enables me to 889* 912 779 914
interaction connect with friends in my real life.
Using/participating in live commerce enables me to keep
. . . . . 8961
in touch with friends in my real life.
I plan to use/participate in live commerce in the future. 907*
Conti I intend to continue using/participating in live commerce 892*
ORHIUANCE 4 the future, : 904 762906

intention
I expect my participation in live commerce to continue

in the future. 8181
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{Table 3> The Correlations, Squared Correlations and AVE of Variables

Enjoyment Social interaction Inform}atlon Self-presentation antmu;nce
seeking intention

Enjoyment 0.746 0.652 0.804 0.604 0.892

Social interaction 0.425 0.779 0.743 0.836 0.686

Information 0.274 0.552 0.679 0.718 0.660
seeking

Self-presentation 0.364 0.699 0.515 0.710 0.642

Continuance 0.795 047 0.592 0412 0.762
intention

Note. The diagonal values represent average variance extracted: the above-diagonal values represent squared correlated
coefficients: the below-diagonal values represent correlation coefficients between variables.
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{Fig. 2> The Result of the Structural Equation Model

Aol et 2t 2elo] eolnAm A&AHE
SJmo VA& Go] BHEA Asus] SAs 48

A JAd 7+ ZpelE Eelshr] S8 F Ad 7
FUEYLe A AFAAT B4 A% A
Z2ARYl AL xY/df(160) =248, p< 001,

CFI=.936, IFI1=.937, TLI=.917, RMSEA=.070%
Uen} BEse e AREES ud ggow 3

AEURS AZH N8l ¥ AR ZAETY

=

{Table 4> Model Fit Comparison for Measurement Invariance

AAA LS At Bus AckA e wy

of Hald FHET} A
F9) thgw 22EY BHS
& NFos A,

$4 A3}, (Table 54 e vhs} o] o
4 AHEAES goluslnz ol g A A4 FA
$(8=353, p01), AR FF(3=506 p01)E
Fo B2 Agsgon, ot A&AEe|wo
SOl FAA QS WA e, ASE g
<

22 (5 =042)F ANEA(B=.063)°] mRE

Chi-square df TLI CFI RMSEA
Unconstrained 398.275 160 917 936 .070
Constrained 412.599 170 .920 935 .069
Difference 14.32 10 .003 .001 .001




ez ghole7

=

=

HEE &H|zt

=3
e

Mkt 2575% 1

FA kst

[

T(3 =-210, pC.001), AH31 2 73

oxo] EAHOE Ho

=
=

Q.
o

_74

]_

4 AR
PO0L) ROl A &AL 9] ol

B

=

Hom, JH

1
2}

.

|
%0

o

T

7
N

Agel 7}

=

=2

ol T UAH

F AE

_Z,_

o]

=

4 Ad
=

=
)

o4 AHgA

L

.

& ASE Yehdth
T7h A AR 9] el
°]

o}

-

=

A et

S

14

AR

o

g]

)
,
55 %

-

=
o|J
7E
ey
o

~

DN
il

)

str, ghol B 27}

S

229 AN

2

=
E

N
Nl
W
OL

ol
Y
s
o

jay:!
oyl

)
-
.ZT

o
oo

vA
i

g &9

Aol A TA

a3es 7N1E

o] o] uv]

=
=

A AR

- v
- H

Qg2 vt o

& <lel7k gk

AAIZE

L

T

=

3

A

=

Alell, 2ho]EA ™ e}

7ol A ol

=

[¢)

0|

Sl

g A

2 AHAHE o] =l

A
ar

FPsh 2]

Rl AR

A 2 A= Aol7t FAAL

2 F

s

"
—_

N
i

gol A&Ag o xo] VA

"
Jo

w27k AR Ageld A7 EEH

gl o4 Puuch 544

3

A

A

Hel

L
.

HAR, ol

3|

gl nAn 27} 22

£ 7149

L

.

Ao AgAe a4 WEYR S7RG

g FE2E YEET °

+7F A

-210, X
o] A%AHE9]

=
T

A71xd

2 Ao AN FAAETH
m

3

Y A ehth foy-506 vs. By
2.9

2z

R C

353 vs. Byy-.854, pX01). T3 AR

001). AHe14

e

Kl
)

N
o

i

[N

UTK Table 5).

Chi-square
difference(df=1)
8.58"*
12.39%**
ns
ns

KLY
B=-.210
.046
.276

Male

B
B

B

Std. estimate

Female
= .353%*
506%**
8 =.068
8=.042

B
B

Paths
Information seeking — Continuance intentions
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{Table 5> Comparison of Multi-Group SEM Analysis between Two Groups
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