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Abstract

The purpose of study is to investigate the customer oriented transaction environment for the customers' convenience, the plan of
public policy in regard to the customer oriented T-Commerce, and the consumption pattern of customers' commercial transaction,
necessary for the marketing strategy by analyzing the demand for the T-Commerce with the purchase intention and maximum
willingness to pay according to the demographic factors, the pattern of commercial transaction, and the technology innovation
types. The results showed that there were statistically significant relations between consumer's willingness price to pay for the
T-commerce and the consumer's technology adoption types, monthly internet shopping amounts, and weekly TV-home shopping
hours. The simulations on a basis of multiple regression analysis for the T-commerce were illustrated by those factors.

Keywords : T-Commerce, Technology Adoption Life Cycle, Digital Broadcasting
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