http://www.jsebs.org The Journal of Society for e-Business Studies
ISSN: 2288-3908 Vol.21, No.2, May 2016, pp.61-79
http://dx.doi.org/10.7838/jsebs.2016.21.2.061

TV 7|3k A= (TV Home—Shopping
T-Commerce)®| ¥4 4 +4& &3
PP E ST

TV-Based Commerce Factors Increase Customer Satisfaction Through the
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ABSTRACT

Recently, digital broadcasting service is growing as a TV-based commerce market spread.
However, in previous studies, many researchers studied TV home shopping and T-Commerce
separately each other, and there is little research on the attribute to increase the satisfaction
of consumers. In this study, we analyzed the attribute to increase satisfaction of consumer
using TV-based commerce, and we propose to the direction to move forward. We selected
characteristics of TV home shopping and T-Commerce through previous studies, and analyzed
satisfaction of customers with quality attributes of TV-based commerce using KANO model
and ASC(Average Satisfaction Coefficient).
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(Table 1) Products Sales Type T-Commerce Provider(29)]

Company name

Channel Name

GS Home Shopping Inc. GS SHOP
CJ O shopping Co., Ltd. CJ O shopping
Hom.e Lotte home Shopping Co., Ltd. Lotte T-Mall
shopping
NS home Shopping Co., Ltd. NS T-Shop
HYUNDAI Home Shopping network corporation TV Hyundai home shopping
KTH Co., Ltd. K shopping
Idigital home shopping Co., Ltd. Shopping n T
Non Home SK broadband Co., Ltd. Btv Shopping
shopping

Shinsegae TV  Shopping Co., Ltd.

Shinsegae Shopping

W Shopping Co., Ltd.

W Shopping




CHEAE HAFE 5 s A HTE 2.4 TV-based commerce? 12 E&
FESAAE 23 AL 7143 AFS 22 7 29l
=2 &kA4). Zel= & T-Commerce?] 7
$IV B ol 444 2a=E Adse B ATt TV 499 aeloz
Ao Z AY, ¢ 59 U2 E, SMS AH| & & AYEAD TS 817, 20, 457 &3
o] slgHrth 2= AFelA TV S48 T2E 22117, 20, 22, 24, 36, 45], 18]aL, TV
AR FEQ dE Bl T-Commerce T oA AHEEE SNSUHISE)E
(<Table 1>)& A B3t} o] &3t A7 FA} vk HA4S wkeA 29
(Table 2) Quality Attributes of TV-Based Commerce
Factors Definition TV home shopping T-Commerce
reference reference
. It is possible to browse data
Bidirectional in the TV while watching. Sull44]
T-Commerce | . It is possible to order and . Suh[43],
Convenience v by remote control Kim et al.[12],
bay by ‘ Moon[30], Ahn[1]
VOD Video on demand. Ahn[1]
There are shopping host or | Lee[22], Takl[45],
Shopping host specialized guest on the Kwon[20], Kim[14],
broadcast. Lee[22], Lee[24]
Live broadcast it is live broadcast is that | Kim[14], Kwon[20],
TV home you are watching. Tak[45]
shopping Through SNS, it is possible | SNS participation
Responsive to participate in the current | reflects as current
broadcast. service
) Shopping broadcast and Lee[22], Tak[45],
Playfulness shopping host are Fun. Kwon[20]
It is possible to question
i about the product that you | Park and Park[35], .
Informative | o watching(Q & A, con— | Kwon[20], Lee[22] Kim{13]
sulting, etc.)
There is safety when or-
) dered payment. Park[35], Jool8], .
Common Safety There are payments Kwon[20], Tak[45] Kiml11], Sull44]
stability.
Accessibility | Om€r p"‘yr:ae:yt PIOCESS 1S | park[35], Kwon[20] | Kim[11], Sull44]
o The good quality of the sale| Park[35], Joo[S8],
Reliability tems, Kwon[20], Tak[45] Kim[11], Sul[44]
Promptness The delivery is fast. Park(35] Sull44]




fol

66 F=dAANGB A A21A A2

T-Commerce 89122 3= Alkol| A:H]
A7t deste] AlF o] 7hsd VOD 8.41[1]3%
YRS o] &ato] T AA7E 7hFs g HEld
291[1, 12, 31, 432}, T-Commerce?] 713 E44
A Fad aRl[44]e AAsHATh

TV 7|9 ZAYRRA &40 85 &
H 2o Al ARE AlFshe ARA 221[13, 20,
24, 317 Al AgFl gk 2l
o] ebdA 291[8, 13, 20, 35, 44, 451 F

o

>,
i)
ox,
(e3 t:o
ro

A Arel g5o] s ozt

n=) % flo
o :‘}N <~ k

=

o

it

2

B

3,

10

o

e

0

Ho

ot

Sh

o 1% of Mz op &Y
o

dys—functional) 9] A&S
ek sA4 144 S| S-S <Table 5>
£ o] &3] et A gste] AEEH
Hr} wkoF <Table 4>9] A&EoA A WA
(Functional) ¢} % WA (Dys—functional) A%
off gk wk-go] 13} 4249 o]= <Table 5>l
Al Attractive(m] 5 8.91)ell s stA € T)

3.2 ASC: Average Satisfaction

Coefficient
3 o‘i:T‘L v}l

Kano®| #4 54l gk o] 4 4L 1
3.1 KANO Analysis Aol 2AtE wAe] A weh st
Atk 71E] FH9 EAC & ERoAE
Kano[10]7} 2713 374 2AE 2= (3= TG F4 AN Zk= Afolg Y F
HE BuE)= U3 desta e Ayt A ol fldeh o]9 & FAHES A
= Stk A A o] o] $trH46, 471, o s17] Yt NS ATE o] &8 H ATk
of we} & Ao E 38 YAE Hrrr} AAEAFE o] AFolu AR =E H

(Table 3) Three Questionnaires for Classifying Quality Attributes(16)

Kano's questionnaire Kano's 3-point Likert-scale 5-point Likert-scale

1. I like it that way

2. It must be that way

3. I am neutral

4. I can live with it that way
5. I dislike it that way

1. Very satisfied

2. Satisfied

3. Neutral

4. Dissatisfied

5. Very dissatisfied

1. Satisfied
2. Neutral
3. Dissatisfied
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(Table 4) Kano Survey Method

2. 1 expect it that way.

3. I am neutral.

5. I dislike it.

If shopping in using TV, using the remote control is |1 I like it that way.

available for order, How did you feel?

If shopping in using TV, using the remote control is |4. I can live with that way.

not available for order, How did you feel?

Functional

Dys-functional

(Table 5) Kano Decision Table
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(Table 6) Demographics of Survey Respondents

Demographic characteristics Frequency Percentage

gender Male 62 39.7%

Female A 60.3%

Teenagers 1 0.6%

Twenties 64 41.0%

Age Thirties 50 32.1%

Forties 39 25.0%

Fifties ~ 2 1.3%

Analog TV 3 1.9%

Digital TV 14 9.0%

Media Type Satellite TV 5 3.2%

Cable TV 40 256%

IPTV A 60.3%

Knowing the difference between YES 128 82.1%

T-Commerce and TV home shopping NO 28 17.9%

(Table 7) Kano Result
Product requirement A (0] M R Q I Total | Category classified
Shopping host 59 19 16 5 3 54 156 A(A/D

Live broadcast 77 16 16 2 4 41 156 A
VOD 11 0 5 45 4 91 156 I
Informative 31 56 41 3 2 23 156 0
Bidirectional 92 48 2 0 2 12 156 A
Convenience 97 30 4 2 1 22 156 A
Responsive 106 34 4 4 1 7 156 A
Safety 2 107 41 1 1 4 156 0
Accessibility 29 109 11 0 2 5 156 O
Reliahility 7 120 25 0 2 2 156 0
Promptness 22 114 13 0 5 2 156 0O
Playfulness 9 39 6 0 1 11 156 A




70 F=dAAN B A] 21 A2

2 AeE ol T2 24 A PEA, ol wojoF gt aclelth VOD 2212 F34
E2 A v 24 A, A dEe] 2 gRler i SHAF T 288%7F o
wAI ST e S5 A EETE & Adgsiltt

A WERE7E S7rske, Rk o] 7§ Ewhol

S7hete d9H FH4R A 44 4.2 ASC 24 2t

wAL TF WE S 2Rkl SA] v

g ¥& 8992 A T-commercest TV &4 it WA F(ASC: Average Satisfaction
3 o]&jof 2efelol|Ae] AP FEH L Coefficient) ¥4} ZA3}= <Table 8>, <Figure
2 FQ8H YEelgy 7 VjEH o R BHAd 2>~<Figure 4>9} #t}.

fol

(Table 8) ASC Result

Category A+O/A+Oer+I' O+W(A+Q+MfI)X(—}) ASCj
Extent of satisfaction Extent of dissatisfaction
Shopping host A(A/D 0527 -0.24 0.384
Live broadcast A 0.62 -0.213 0.417
VOD I 0.1 0 0.050
Informative (0] 0576 -0.642 0.609
Bidirectional A 0.909 -0.325 0.617
Convenience A 0.83 -0.222 0.526
Responsive A 0.927 -0.252 0.590
Safety (0] 0.708 -0.961 0.835
Accessibility O 0.896 -0.779 0.838
Reliability (0] 0.825 -0.942 0.834
Promptness (0] 0.901 -0.841 0.871
Playfulness A 0.890 -0.290 0.590
Playfulness
promptness 0.871
Reliability 0.884
Accessibility 0.838
Safety 0.835

Responsive
Convenience
Bidirectional

Informative

VOD
Live broadcast

Shopping host

0.000 0.100 0.200 0.300 0400 0.500 0.600 0.700 0.800 0.900 1.000

(Figure 2) ASCj Value of Product Attributes



(Figure 3) Impact on Product Attributes Satisfaction/Dissatisfaction

Responsive
0.9 + X Bidirectional Accessibility W Promptness
08 Convenience @ Playfulness TS
: Reliability
0.7 -
Safety
0.6 M Live broadcast Y =
. X' Informative K]
05 @ Shopping host ‘§
2
0.4 @
0.3
0.2
0.1 &4 VOD
0
0 -0.1 0.2 -0.3 0.4 -0.5 -0.6 0.7 -0.8 -0.9 -1

Dissatisfaction

(Figure 4) Impact on Product Attributes Satisfaction/Dissatisfaction
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Extent of satisfaction Extent of dissatisfaction
Playfulness, -0.29  Playfulness, 0.89
Promptness, -0.841  Promptness, 0.901
Reliability, -0.942  Reliability, 0.825
Accessibility, -0.779  Accessibility, 0.896
Safety, -0.961  Safety, 0.708
Responsive, -0.252  Responsive, 0.927
Convenience, -0.222 Convenience, 0.83
Bidirectional, -0.325  Bidirectional, 0.909
Informative, -0.642 Informative, 0.576
VOD, 0.1
Live broadcast, -0.213  Live broadcast, 0.62
Shopping host, -0.24  Shopping host, 0.527
-1 1
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(Table 9) b-Point Likert-Scale(Kim(16]), Reconstruction)

Attribute

Explain

OH: Highly One-dimensional

Heavily effect on attribute to customer satisfaction,
when you are satisfied degree better or worse than the current.

OL: Less One-dimensional

Effect on attribute to customer satisfaction less than OH, when you
are satisfied degree better or worse than the current.

OA: One-dimensional with attractive

Attribute is that effect on improvement in customer satisfaction more

tendency than effect on deteriorating in customer complaints.
OM: One-dimensional with must-be | Attribute is that effect on deteriorating in customer complaints more
tendency than effect on improvement in customer satisfaction.

AH: Highly attractive

Even if gratification degree more deterioration than the present, has
no effect on the customer dissatisfaction. But if improve than the present,
customer satisfaction will increase heavily.

AL: Less attractive

This attribute is a small effect than AH attributes.

MH: Highly must-be

Even if gratification degree improve than the present, has no effect
on the customer satisfaction. But if more deterioration than the present,
customer dissatisfaction will increase heavily.

ML: Less must-be

This attribute is a small effect than MH attributes.
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(Table 10) b-Point Likert-Scale Result
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