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[Abstract]

Currently, due to the activation of SNS live broadcasting, online services based on influencer live broadcasting
are becoming a major consumption trend around the world. This study aims to verify the relationship between
service quality, customer satisfaction, product characteristics, and acceptance intention for influencer broadcasting
based on nfluencer broadcasting experiences in an Internet environment. This study conducted a survey of
users who experienced live broadcasting on social media in Taiwan from June 29 to August 30, 2020, and
a total of 253 copies were used for empirical analysis. The collected data were analyzed through SPSS 25.0.
The results of the empirical analysis are summarized as follows. First, it was found that the service quality
factors (reliability, tangibility, responsiveness, certainty, and empathy) of Taiwan's influencer live broadcast
had a significant effect on live broadcast satisfaction. Second, it was found that the product characteristics
of Taiwan's influencer live broadcasting had a significant effect on product satisfaction. Third, it was found
that live broadcasting satisfaction and product satisfaction had a significant effect on the acceptance intention
of new brands in Taiwan's influencer live broadcasting. This study will provide useful data for establishing
efficient marketing strategies to improve live and product satisfaction and increase acceptance of new brands

by identifying service quality factors and product characteristics of Taiwan's influencer Live Broadcasting.
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3. Service Quality
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2.4 Assurance
2.5 Empathy
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5. Product Characteristics and Satisfaction
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6. Adoption Intention of New Brands
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IlI. Research Method

1. Research Model Design
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Fig. 1. Research Model

3.1 The Relationship Between Service Quality
Factors of Influencer Live Streaming Satisfaction
H1 : QIZFRIA 2o]8 ¥h-5o] Au|AZA a0l (A1

RS/ STH/ENY/BRY)e) A Azl §

3.2 The Relationship Between Product
characteristics and Product Satisfaction in
Influencer Live Streaming

AlEEde BHE, 34, HAR, 714
donf, AE B8 £/4d0] Al UHE=
QL vl sigirt e2el 3L 53

AR

o -
oln
b
2
-~ :ml
olr
ol

O
0%
=

N
—
o)‘{
rlu

P~
=
>
]
o)

oo=xa

—

i B

S~
Lo
o
N

ojm oot
=OIL_I‘
o ot Q

£ 8
i)
2 o
e
My

-
=)
Do)
>,
wn

o O
Mo nlo oo =

>

off
l-'El
Pr
1
N
)
ol
ol
M
2
ot
4>
)
tjo
pa
o
a0
o tjo
i)
ro,
[eX0) O:>|‘:1
2 ok

d|m

oX, ﬁ H1
oo -
b S
=

>~

>

il

e

r>~

fol

ol

ol

T
OH 0.
=
rr
=
offl
2

-

rOlt OLI
of op-

i)
o
i

oE Jp

oH
ol
—_
rr
a0
o
> M=)
ko
— Ol
-

>

U 4o
d

off 1o =
-
oA
N
-
4 oo &
J:-' on

o8
o
oln
i)

o
o
do

ol
o



A Study on the Effect of Service Quality and Product Characteristics on the
Adoption Intention of New Brands in Taiwan’s Influencer Live Streaming Platforms 175

=)
o
2

pc)
al ]
‘l‘l
(e}
mk’:
Q'L‘

o2H Au|29t AlF

2400} ZPE £ 84
et 27450l 3YHQ HEE PRRoA AE U5
2 I 5 9le Aolnh

gjo] MYATE EO2 teTt e sp2E MK
1x} et

H2 © A5294 B9 HESHo] AEUSE §
ogt Jakg Ul ot

3.3 The Relationship Between Live Streaming
Satisfaction, Product Satisfaction and Adoption
Intention of New Brands
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3. Operational Definition of Measured Variables
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Table 1. Operational Definition of Measured Variables

Variable Operational definition Source
The ability of influencers
to reliably and accurately
execute promised
services
The ability of influencers
to reliably and accurately
execute promised
services streaming.
Quality Responsi Influencer's ability to
(SERV veness provide immediate
QUA) service.
Influencers' knowledge,
manners, and ability to
instill trust and confidence
in customers.
Individual attention and
Empathy consideration for each of
the influencers' clients.

Credibility

Tangibles
Parasura
man,
Zeithaml,
and Berry
(1988)

Service

Assurance

Mokhlis
Characteristics, including and
quality, design, Yaakop(20
information, etc. of the 12) Mugge
product presented in the and
live streaming. Schoorma

Product
Characteristics

ns(2012)
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Overall and subjective
reaction to consumers'
experiences through
influencer live streaming.
Consumers' overall and
subjective reaction to the
acquisition and
consumption experience  Oliver(1980)
of product characteristics

of influencer live

streaming.

Consumers acceptance

Choi and
Hahm(2019)

Live Streaming
Satisfaction

Product
Satisfaction

Adoption nd purch intention of
Intention of New and purc asg entio .O Lee(2015)
new brands introduced in
Brands

influencer live streaming.

IV. Results

1. Survey Respondents
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2o tfshEe] 9 thstdolAto] 164%(64.8%), thahdo
gol 27.7% ERTh 222 1]2o] 173%(68.4%),
Eéﬁi%ﬁ 1009+ O]9t 34.4%= xmsﬂq SNS=
3e= 19 A =7H20Y
(47.4%)2& LJfE} on, 12d }\}_9.}\]7]- njgto g
63.2%, 6719 Lo &4 53] ]9k 81.8%2 LIERILY.

_41

oHn mi&’

2. Validity and reliability of measurement

items
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AB[AZA QQlif AIES/do] tigt EAA QRIRAS
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Qo8 M(exploratory
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Table 2. Convergent Validity of Service Quality

Fact

Com . % of cron
. Measurem or Eigen .
Variable monal varian bach
ent Items Load . value g
. ity ce s a

Product 1 | .766 .752
Product Product 2 .759 785

Charact Product 3 .749 767 3573 19.848 .907
eristics  Product 4 744 778
Product 5 564 764
Credibil Credibility 1 .802 861
ty Credibility 2 .798 = .853 2918 16.209 .903

Credibility 3 .751 .833
Empathy 1 773  .858

Empathy Empathy 2 739 854 2.639 14.660 .908
Empathy 3 702 827
Tangibles 1 .868 .858

Tangibles Tangibles 2 .697 775 2228 12380 .820
Tangibles 3 566 .654

" Renspons1|ve 780 819
i:s:ons R oee ; 1.676 9310 .742
eness Responsive 677 793
ness 2

Assuran Assurance 1 .702 841
ce Assurance 2 558 766 1406 | 7.810 | .743
KMO(=.945), Bartlett's sphericity (x2=3440.303, p=.000)
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Table 3. Convergent Validity of Live Streaming
Satisfaction, Product Satisfaction and Adoption
Intention of New Brands

Factor Com . % of cron
. Measurem . Eigen .
Variable Loadi mona varian bach
ent Items X value :
ng lity ce s a
Live

Streaming .893  .799
Satisfaction 1
Live

Live. Streaming .867 @ .751
Streami Satisfaction 2
ng . 2.974 42483 .884
Satisfac Live
tion Streaming .848 726
Satisfaction 3
Live
Streaming .838 .702
Satisfaction 4
Product — o75  g59
Satisfaction 1
Product Product
Satisfac 09Ut 886 785 2412 34459 876
) Satisfaction 2
tion Product
872 765

Satisfaction 3
KMO(=.780), Bartlett's sphericity (x2=926.975, p=.000)
Adoption
Intention
of New
Brands 1
Adoption
Intention
of New
Brands 2
Adoption
Intention
of New
Brands 3
KMO(=.737), Bartlett's sphericity (x2=509.830, p=.000)

936 875

Adoption
Intention
of New
Brands

934 790 2538 84597 .909

.889 872

3. Testing research hypotheses
7} 24 MRS Zho) M2 ol BAe Wapde
X2 2] Sl AP $4E AsIc 2
A

e

47
B 7 PPREE 2 WA A0l Fpel 2
5 2

Table 4. Correlation Analysis

Variable 1 2 3 4 5 7 8 9
Credibility 1
Tangibles 'i16 1
Responsive | .561 .585 1
ness *x Kk

677 592 587
Assurance . ", 1
empatny 7 7 0
Live
Streaming '*7*27 687 'i58 '*7*73 '*7*99 1
Satisfaction
Product 686 644 706 752 766 .839 1
Satisfaction  ** *% *% *% *% *%
Adoption
Intention of 578 .618 535 .609 .607 .686 .713 1
New * %k * %k * %k * %k * %k * %k * %k
Brands
*xp< 01

3.1 Validation of Hypothesis 1
7Hd19] A5<S sl thseldeds AAIRE 2 o
<Table 5>0f UEhd v}t 2t} F4H 40 al
AP A(R2)2 76.5%010, 2] HAl 4
2 452 A FeAIF W2 161
UEfL 2l HAlo] sAM c 2 ROl 2
20 FAA 785 ks HHe Hall =
P A}, IZSQIA 2to]8 o] AulAgd 29l
S478(B=.294), =A17(B=.294), A1=]/d(B=.294),
d(B=.294), 3274(B=.294) o2 YL W=
gt F&= URlE 2oz UEth gty 7Pd1
Eolcth

o i

r

24 Jo do o U Hu o ox 2 dlo
18 1O o2 Hn my gl
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Table 5. Effect of Influencer Live Streaming Service
Quality Factors on Live Streaming Satisfaction

B S.E. Beta t-value | p-value
(constant) | .263 137 1.916 .057
Credibility | .140 .046 146 3.029*x .003
Tangibles | .182 .043 180 | 4.176%x*x .000
Responsiv | 101 | o044 | 099 | 2292+ | 023
eness
Assurance | .240 .042 277 | 5.674%x*x .000
Empathy 290 .048 320 6.407 *** .000
R=.875, R?=.765, Adj R*=761, F=161.213, p=.000

*p< 05, **p< .01, ***p< 001

3.2 Validation of Hypothesis 2

7120] A5S Ysto] ThESARMS AR A,
& <Table 6>0 UEpd ulol 2}, S4wad] %49
AR HHA(R2)L 63.1%0]0, 371210] oje EAA 5
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Table 6. Effect of Influencer Live Streaming with
Product Characteristics and Satisfaction

B S.E. Beta t-value |p-value
(constant)] .512 154 3.325 .001
Product
Character| .824 .040 796 |20.803**x| 000
istics
R=.796, R*=.633, Adj R?*=.631, F=432.768, p=.000

**+xp< 001

3.3 Validation of Hypothesis 3
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Table 7. Effect of Live Streaming Satisfaction and
Product Satisfaction on New Brand Acceptance
Intention in Influencer Live Streaming

B S.E. Beta p-value
(constant) | 1.097 | .167 6.548 .000
Live
Streaming | .291 .078 294
Satisfaction

t-value

3.714%x%x .000

Product | Jo7 | 079 | 467 | 5889+« | 000
Satisfaction
R=731, Ri= 535 Adj Ri= 531, F=143.660, p=.000
eorp< 001

V. Conclusions
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