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Abstract China's huge population and industrial diversification have driven increased demand for IoT,
and in a social environment where IoT technology is changing all aspects of personal and family life,
including smart shopping, this study was conducted in Changchun, China. The study aimed to find ways
to meet the Fashion needs of female college students living in the country and promote the
development of the fashion product industry by improving the service quality of Chinese fashion
product live commerce. The analysis results are as follows. First, the service quality characteristics of
Chinese fashion product live commerce had a positive effect on customer satisfaction. Second, the
service quality characteristics of Chinese fashion product live commerce had a positive effect on reuse
intention. Third, customer satisfaction had a positive effect on reuse intention. Based on these results,
it can be concluded that improving the service quality of live commerce can directly promote product
sales and create direct economic benefits. In addition, based on the results of the study, which show
that the service quality of fashion product live commerce affects customer satisfaction and reuse
intention, it is judged that it will provide useful information in establishing marketing strategies for live
commerce platforms by region and target.

Key Words : SERVQUAL Model; Service Quality; Customer Satisfaction; Fashion Products; Live
Commerce; Reuse Intention
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g oR NS AH|A 8510} QIAlS olsfslal 7]
AMu| 222 FEska sk 4o WS
7] sl AulA AQlollA] g ARE-EITHI0].

0]5H1(2022)= SERVQUAL EE-S ARg3lo] glojx
AL AHIAEL E4o] 7|&48 W4E AR A&
7 olg9ro| X FIFE AotdE, AEE AL
AZE, &% AP, HWoY, AR, AEd F 571 &
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(Table 1) Service Quality of Chinese Fashion
Products Live Commerce

Researcher Service Quality Characteristics
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2018)[17] AH|2A7F 1.289] 7|4
19| 7|HE 2AFE o AL sk,

Ao} FHo| AUAE FH7HA] T 5 AeS LI
th@Z4t, 2018)[18].

B410](2023) 5 it AHAEEC] A2AKY M3}
AAHE 0§ o oje 8Qlo] 1A T} ALl
9ol JFE HA=AE Ao, EAETo] o
29 ZHE 549 A4 2A £ Hoiol 1
A o] Rogt IFE HAE o= Y &
F 5400 A& 7L 1 ol {93t 4
S UAE Z2oE FRIHATHI9L
AUA(2020)= THFYE 2PTAA Hfdag ZF
A f £449 S840 IANZLEL} FALo] 1
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Foll Tt AollA AU FERle] AAFAY B4
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£ 9Jujsl=t], NGUYEN et al.2021)2 AL e
UetE OAHE dhe 3% 9HEAQI AH|A o] 7hs
3& AlAFeksirH24].

T 5(2023)2 2Rl S 7HF ofm| Ao of
gAML ARYA 0l AF7E 7MY ofu]|A] A3} 7]
o 9@ PR ool uX= FFS AFe At 289

g 7HE olmA|9] s ZIHAI7E AR Aol #
5 3R] I TR AeE YEen, $A
of 224l HiE T2 AN &Eske AFes AAF
& 2=l fFefuidt S4AR] JFE2 A A= yE
WEH25]. Li, et al.(2021)2 = A4S 7IHte s
S 0209] AH|AFZEo] 2BRRe] AARE: ko] u]
e YT AR A, 78/ AR Hegol v
o] FolRk+) 9T miAle Aer Uepdon whE
Ee AR Qo] fFRHEFE vl AR Y
ERATH20). HoFE 5(2021)2 = AAAHN ERE
o] 54, E9F He, AF 95E 9 AR 9= 71
A A7 2 ERE et AlF ST A
& 2= 3HA IF= vIAE Aoz HErTH27

o3t APdTtol w=r ARt ARG ==
It 2ore] vl Y Ferg F= A
gfo| B A0] AulAFgdo] 17 e} ZARE: 2
Lo mAls 9ol gt A7 27t Aok 3.

3.1 g7zd
2 A7 AFEFS olEF HBE veeE I
/AR Bto]HAm L Al AEdo] Higk SERVQUAL
Hag 7Hto s dgste] ARyl e = wAA
F9 golBA A MuAFo] 17 W9t AARE:
Ao vAe IF TAE SASLA A
AT [Fig. 113} 2t
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[Fig. 1] Research Model
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3.2 et
Q7o) 0|24 AL vitow F3 WAREe] ol
BATA0) AUAEE 4t A4, F94, WA,
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2% WAAEY golnAAY AulAEY R4S F
o) 77 W AL o) 7he] WAE Eolalo] 3
A B eloluAm L) AHAELS Bk BY
A AN 919 Theat 2 AHae ARSI
HI: 33 AAE olusnac) quagy 54
o 17 gEwe] FHA G v Holck
H2 33 WAAE eolusuae] qulagd 54
g ool 2H AFE ¥ Holt.
WEEL S o] AR JHe
Aolet.

H3:

o Kl orlo
w5

3.3 40| ZRN Ho|

SERVQUAL2 AH|AEES Agshs I 28&
o] AA AFske AHA% Z|diElE Aua 2F £E
Aol Frlske mdolth AFL(2022)[28], F3
(2022)[29], £43(2023)[30] S°] SERVQUALS] Z+
94.9] Z4zko] Hog AuEd o3 gt

AEgoldt “FAZ s ZAshE AHlA of&g Al
HE o A3 A olFT = A= sH R & T
St Aol =24 A1, AEl 9 AuA 1S
EZooh= W2 Tot, HkgAdold " FaL A
& FES AGSH MdsHITe JATE, 2 A
A ofhg QP A o|aL A o]FT o e 5’
< ToH, T2 AL HiHstaL /e AR A
k= Aoz Aot

ol& Hige

B q3LoA9] SERVQUALY] Z+ 84
Ao (Table 2)9 2t}

{Table 2> Definition of service quality

Factor Definition

Service Quality
Reliability

The ability to deliver service commitments reliably
and accurately.

Service Quality
tangibility

It means the contents of physical facilities,
equipment, and service personnel.

Service Quality
Responsiveness

[t means a willingness to help customers and
quickly improve their level of service.

Service Quality
Confidence

The ability to reliably and accurately deliver
service commitments.

Service Quality
Empathy

[t means paying attention to customers and
providing individual services.

1
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4, 3439 571 84AR FAE] itk 7 =
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(Table 3) Measurement variables and survey items

Sources

Chen(2023),SHI(2023),
23 questions in Lee(2022)), Jin(2022)

total JIA2022), TIAN(2021),
Moon(2021), Xi(2022)

Factor Category

Service Quality

Customer 5 questions in LiNa(2021), Moon(2021),
satisfaction total Gong(2021)
) ) 4 questions in Go0o(2023), Lee(2022),
Reuse intention total Yoon(2023)

Demographic 6 questions in
characteristics total

Authoring researchers

bS]

=2 1__
Azshe oltiioln, BEA $271Kke 20234
3

AEAle F 40370] wiRseH sled dEA F
EASHAY thee] Ao gokA] 2 2672 AlQl%
3777°] HFEH0l 28t 1" HolEo SA14
A2z SPSS 27.0& ARSIl Al A7, B4
4, A 24 9 oF 99 #4845 9t

4, d134

4.1 QEA N Ed

£ A7 AL tPdAl= 180 sHgo] 1127( 29.71%)
oF 7P Woral, AF-2 AE-AR -} Agol 10193
(26.79%) 02 713 Wttt gfo]EAmMA o] A7k o
T 2~4A7k0] 1527(40.32%)2 71 @kt ¥BT
852 1500-2500RMB(E= 19157} 22678(59.95%)
o7 71 gokal glo|EAMAA 71} gol Fafjsh=
YAZEEo 2L 12278(132.36%) 22 74 Wkt 71

A0 AGEE golu Ay BRE 3 49 3
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(Table 4> Demographic characteristics

77 e E

_|_|"l

, ATA BIQHQE HH ZHPE
(Table 4)%} Zt}.

sklem, KMO gt 0.9372 Uehg e, Bartlettd
T34 HEE Fe=Eel 0019 W 29 F2
3210.608% EAZ & W%}oq 8 Aol #dghs
el itk IS = (Table 7)3 o] KMO %

=

Category Classification Frequency| % 2 0.804, Bartlette] +34 HAZL {9o&0] 0.01¥
Tth Grade 12| 2971 o x29] Zhof| 7Pk 815.2272 EAZFOCRE 5950
e yor Zh G 7 |27 | gol gde] HUPL ehpglor], AHE olmi
9d Grade % _| 28 (Table 8)3 Zo] KMO aki 0.7742 UEpto
4th Grade 82 21.75 Bart] 9] 5'3/\3 A=0 20 o] 0.01% EH 2.,] %l
Humanities * Social * Law 101 26.79 artlett2] 73 Ho- x
EA4z] 0 ol BAATNE
Engineering field 77 20.42 o] 456347§ o 74] Ao "T"] O]-’*"E]" EJ’}
Major Natural sciences 69 18.30 <Table 5>, (Table 6>, <Table 7>, <Table 8)31,]- %‘E}
Design 84 22.28
Guitar 46 1220 (Table 5) Reliability validation results
Less than 2 hours a day 117 31.03
Factor Cronbach's a
Time to use 2-4 Hours a day 152 40.32 P 239
A eliabilit .
live commerce More than 4 hours a day 71 18.83 - ”y
Tangibility .627
Guitar 37 9.81 Service —
Quality Reactivity 748
1500 RMB Less 44 11.67 Certainty 803
15002500 RMB 26 | 5995 Empathy 772
Monthl
a\loownange 2500-3500 RMB 84 22.28 Customer satisfaction .850
3500-4500 RMB 20 5.31 Reuse intention 794
4500 RMB More 3 0.80
Fashi 122 32.36 . . . .
Fashion ashion (Table 6) Validation of service quality
products that Miscellaneous Goods (Shoe, Bag) 98 25.99
you buy mainly Jewelry 79 20.95 Service Quality % of Eigen
through live Accessories (Hat, Belt, Scarf, Etc) 67 1777 Reliabili{TangibilReactiv|CertainEmpath Variance | value
commerce ! ! ! . ’ ty ity ity ty y
Guitar N 2.92 01 609
TIKTOK 99 | 2626 A IS
Little Red Book 84 | 2228 S |93 | 522 143 | 3299
Taobao 69 1830 Q4 | 612
- Q5 | .b41
Live commercel Pinduoduo 51 13.63 o1 s
that | buy often Jingdong 43 1141 - -
Tangibi| Q2 .503 133 3,053
Suning 17 4.51 lity | Q3 707 ' '
Kuaishou 12 3.18 Q4 585
Guitar 2 0.53 Q1 .590
*Allowance 100 CNY = Approximately 18,000 won Reacti Q2 723 12.2 2803
ity Q3 667
Q4 541
42 Hglg E_:I EI-L_él'A‘| Q1 725
| 757
2 A7 HEAV} ks ATE 92 S A= 4 T 758 19 | 2731
w2 89 A= ege WStk £ Aol o &7
e 124 A5E 949 Cronbach's ¢ AFS3IT o s
A= EAATE ZF Wl AT B S BT Q2 574
Empat
& RO A=Y BHEIE (Table S Bzl [ ay 18 e I B
= Yo Cronbach s @ Al 3ol 6Bt AA 2 A 5 o7
ol AFEH 7F Y490l AlF|AJo] HAES FelstYL). KMO=0.937, Bartlett's Test of Sphericity=3210.608, df=253, p=0.000""

REES =)

<Tab1e 6y} o] 5714] 5191891

O ==

= T=
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(Table 7> Validation of customer satisfaction

Distributed
Sortation Factor Loading Explanatory  |Eigenvalue
Power
1 813
Q2 .817
Customer
satisfaction 3 713 626 3131
Q4 794
Q5 .815
KMO=.804, Bartlett's Test of Sphericity=815.227, df=10, p=.000""

(Table 8) Validation of reuse intention

Distributed
Sortation Factor Loading Explanatory  |Eigenvalue
Power

Q1 .838
Q2 777

Reuse intention 62.0 2.481
Q3 .692
Q4 .834

KMO=.774, Bartlett's Test of Sphericity=456.347, df=6, p=.000"

4.3 YA
£ AT AGE W 7h] AT FHHE 2
7] Slef JuARGS Susigon, 1 Aue

(Table )9} @eh. AulE4o] QlotAle] A4, 99
A, WA, A, B4 8 14 BEEe AXE o
5o] BE 24 wasle] YAVt A7 wust sHo] A
Alske gl Sk Ao Blsgich

(Table 9) Correlation analysis

Service Quality Cus_tome_r
Factor satisfacti| <
Reliability[Tangibility|Reactivity|Certainty|Empath: on |merton
Reliabili
1
ty
[Tangibil - g1 1
ity
[Service|Reactiv|
Quality| ity 716 .627 1
Cortainl - 4o3 | 418 | 482 | 1
ty
Empat
hy 703 | 633 | .658 | .461 1
Customer | geg | 600 | 695 | 531 | 655 | 1
satisfaction
Reuse 1 a6 | o5 | 713 | 473 | es2 | 718 |
intention

4.4 JH3E5

7 1 F= fAAES] olBAHA ] Aul A
EAdo] 17 WS AR I vE ZolH.

AB|AFAS (Table 10)3} o] 3124 W50l 9]
T FYH) FFE A AoE YEH. wEbA 7Hd
1S5 Agotar Aol 7Hd 1-1, 7Md 1-2, 7Hd 1-3, 7¢
4 1-4, 7M 1-5%= A=A 7H 2 F= HaAIEe]
gfo|HAH A AuAEE 5442 AARE 2o 344
FZFe wA Zlofoh. AHIAEAELS (Table 113} o] A
ARG Qe froRt Fol(+) FFE A A= YERd
oh wEbA 7Hd 28 AEisia sl M 2-1, T
2-2, 7H4 2-3, 7H2 2-4, 7HE 2-5% A==

(Table 10) Hypothesis 1 Verification

Unstandard Standard
Independent |ized Coefficients |ized coefficient t P | VIF
variable
B [Std. Error| Beta
(Constant| —.094 165 - -.572 | .668 -
Reliability| .17 064 143 2.663 .008™| 2.669
Ouafﬁtv Tangibility| .149 | .054 127 2.756 .006™"| 1.981
O P
service|Reactivity| .322 | .056 .300 5.796 |.000| 2.491
Certainty| .175 | .039 173 4.4351.000 1.410
Empathy| .212 | .055 197 3.863 |.000™| 2.408
R2=.600, RZA%&=595, F=111.334, P=.000""
Dependent variable: Customer satisfaction

*p1 ¥ p.05 *** pC.01

(Table 11> Hypothesis 2 Verification

Unstandardized| Standardize
Coefficients [d coefficient

Indepgndent i P VIF
variable Std
B y Beta
Error
Constant | .14 158 - .884 | 377 -
Reliability | .21 | .061 183 | 3.427.001 | 2.669

Ouaf”tv Tangibility | .118 | .052 104 | 2273 ] .0247 | 1.981
O oxn
service| Reactivity | .356 | .053 343 | 6.664 | .0007 | 2.491
Certainty | .078 | .038 .080 2.06 | .040" | 1.410

Empathy | .214 | .053 205 | 4.051|.000" | 2.408

R2=.604, R&A%&=599, F=113.379, P=.000""

Dependent variable: Reuse intention

* pl1 ** pd.05 *** pd.01

71 3 17 UEEE AAHg owo] 3HH I
513 Aokl thsElRIEA Asdue] tad 1A
ZE& (Table 12)% @o] AXME o] I3 o]
(+) L WA A0 Ueht 44 3% A=k

Q'T"l'l'
o
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(Table 12) Hypothesis 3 Verification

Unstandardized |Standardized|
Independen  Coefficients | coefficient t p VIE
t variable
B [Std. Erro  Beta
Constant | 1.162 | .129 - 9.019 | .000™ -
Customer | gg3 | 035 | 718 | 19.956 | .0007 | 1
satisfaction
Ri=515, R¥AH= 514, F=398.259, P=.000""
Dependent variable: Reuse intention
* pl1 ** pC.05 *** pd.01
3 ojH 4E SoluAniae] Au|AaEdo] 1Ak
3 QAR Qo] HjRE GRS BT Ao v
7} 2} (Table 13).
(Table 13) Assumption Verification Results
Factor Factor Aggzﬂgn
Reliability c_»f service . Cqstomgr Adopt
quality satisfaction
Quality of Service . Customer
tangibility satisfaction Adopt
Service Quality _ Cqstomgr Adopt
Responsiveness satisfaction
Quality of Service . Customer
Confidence satisfaction Adopt
) I Customer
Service Quality Empathy — satisfaction Adopt
Reliability O.f service — Reuse intention Adopt
quality
Quality O.f vse”‘ce —- Reuse intention Adopt
tangibility
RServwce Qual|ty —- Reuse intention Adopt
esponsiveness
Quality of Service . . .
Confidence Reuse intention Adopt
Service Quality Empathy —- Reuse intention Adopt
Customer satisfaction — Reuse intention Adopt
5. A7z
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