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Abstract

Data home shopping is a kind of T-commerce service with traditional TV home shopping, product DB of data broadcasting, and
advantages of catalog shopping based on data broadcasting technology. Since the data home shopping service was partially started
in 2012, there were no in-depth researches regarding the perception of data home shopping. Therefore in this paper, the traditional
TV home shopping and data home shopping is analyzed how the perception is in terms of platform quality, service quality and
content quality and what the difference in perception is. To verify this, a questionnaire survey was conducted on TV home
shopping and data home shopping 140 workers who have good understanding of data home shopping. The results showed that the
difference of platform quality, service quality and content quality between TV home shopping and data home shopping was
significant and TV home shopping had better quality. In terms of platform quality, TV home shopping was 3.75 on a five-point
scale and data home shopping was 2.93. Service quality was significantly different between TV home shopping (3.60) and data
home shopping (3.25). For the quality of contents, TV home shopping had better quality as 3.21 while data home shopping was
2.82. There was no interaction effect in gender, age, position, and work field except between the age and platform quality.
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Table 1. The difference between TV home shopping and data home shopping

division

TV home shopping

data home shopping

media broadcast channel or digital STB digital STB

communication

unidirectional

bi-directional

program broadcast time

60 min. ~ 120 min.

10 min. ~ 30 min.

audience characteristic

passive audience

active audience

business license status television broadcasting channel operator data broadcasting channel operator

live broadcast

possible

prohibit

bi-directional service regulation

no regulation

must be bi-directional

initial screen size no limit configures more than one-half of the data
characteristics unilateral information transfer select information, such as clicking, searching, etc.
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Table 2. Demographic information of survey participator
division (pegon) %
onder male 74 53.6
9 female 64 46.4
20-29 age 33 23.9
distribution 30-39 age 55 39.9
of age 40-49 age 44 31.9
50-59 age 6 44
employees and agents 54 39.1
position section chief and deputy chief 61 44.2
department head and executive 23 16.7
broadcasting 29 21.0
sales 36 26.1
business
field support 33 239
customer management 21 15.2
IT 19 13.8
total 138 100.0




224 WEEErE =R AM2BE A2, 20203 32 (JBE Vol. 25, No. 2, March 2020)

22 EME ZHo| =AM FHo| ¥ EHES A & OFE MuaE oA dAee Fde ¢
SHE FES AF A9 2 7 5ol UEe Fetko] o FagolA 2nRe FujdEe] d¥Fe vAE &
AeEy Fufsks Ao FAE BT FE AERE 2 g FEAZL Tl Ad, g L ukE
A AE F AL A A FHEFL FHHL o AH|Zzof gk Q12 HER F& gtk TVERY
2 A4E Zlon, 1384 &2 FYPFS AR d4 LSS Tl AAT ERAIEEE AFEL Jom,
g Zloltt. o2 FHA 7€ TVELRE LS B A% H3A o] FEH 9 el HolEEae Hate JA
I ZrE et S, volHFad e HRAE T o £ESH Ogd AES e AR S ds
FoAEE AT F e PEF LS ATI A VOD MElAE Algstal ok ol@s Mu| e Zpe)zt
A EAES] 7NE 229 A AEED, A 2o oAm g FFE vAEA EA AT B9 Hole
o] PARA, AWALE A FAAYS AN FFE £ TVeaZd 28] A A AFS uds &
o g 9k ol g EYE F2E TV vlofE T = Y, s HolE CGE Tl T L2
SagllM oudt zol7k YRS E4E] Ad ® 3, A EE oMES {4A HT 4 vk 2zl A
F 49} 7o) SAFES AA ST FAE 24 S B AL, S0 net 2 9 e
9, dlolelFad B TVE&Y Y] AH s F4E 1,

2.3 MH|A ZZo| ZRX XMo| 4l EXEE BAY, wid 5 ukg, Aol 2 JdFe et ©
A2 FAE FYPEFS oldated AFFE, 7ol v, T AEIE FAo= o|d 14 A7t A=AE 24

¥ 3. TVEALS| E2iE =X

Table 3. The platform quality of TV home shopping

no content not at all not normal yes ;3211
1 TV home shopping is sent to channels with high ratings 0) @) ® ® ®
2 TV home shopping is convenient in use @) O] ®
3 Screen composition of TV homg shopping ha.s a high level of ability to 0 ® ® ® ®
communicate information
4 TV home shopping guarantees the safety of the transaction process O] @ ® O] ®
5 TV home shopping offers a variety of payment methods 0] @ ® ® ®
6 TV home shopping platform is familiar to viewers 0] @ ® ® ®
E 4. HolHzLTel EE E2
Table 4. The platform quality of data home shopping
no content not at all not normal yes ;32;1
1 Data home shopping is sent to channels with high ratings ® @ ® ® ®
2 Data home shopping is convenient in use ® @ ® ®
3 Screen composition of data homg shopping hgs a high level of ability to ) ® ® ® ®
communicate information
4 Data home shopping guarantees the safety of the transaction process @ @ ® ® ®
5 Data home shopping offers a variety of payment methods ® @ ® ® ®
6 Data home shopping platform is familiar to viewers 0] @ ® ® ®
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¥ 5 TVELZ MHA EF

Table 5. The service quality of TV home shopping

no content not at all not normal yes very
much
1 TV home shopping is quick to deliverable 0] @) ® ® ®
2 The purchasing procedure of TV home shopping is simple O] @) ® ® ®
3 Promotion or events conducted on TV home shopping are easily recognizable ® @) ©) ® ®
4 Shipping and return services at TV home shopping are convenient ® @) ® ® ®
6. HO|HELZo MH|A EF
Table 6. The service quality of data home shopping
very
no content not at all not normal yes much
1 Data home shopping is quick to deliverable 0] @) ® ® ®
2 The purchasing procedure of data home shopping is simple O] @) ® ® ®
3 Promotion or events conducted on data home shopping are easily recognizable ® @) ©) ® ®
4 Shipping and return services at TV home shopping are convenient 0] @) ® ® ®
7] 98 & s, % 63 o] $4YES G, o 520 W FR7F gk AU FAzdE =
23 AEAT TR, 02 5 BT 290 £
24 FHIx FHo| ZAX Mol 3l ZHAZ Ak AL A g3l Eefuiy o ==
T2 FALZ U AA A E = FHlZe] 24, o) A 2o, 2% 2 AA, P 5 ARG
A, Fol, AEE T AL R A2 FEA 22 A4S A% A AEAo] Fos ol AY TVEL
Azgel] 2 G 2 S e FEL DA TV FulolHERY e U= FHE oW F 2ol7} YE
549 23 24 F shve FU =9 FRolth TV A5 wA8] 8l & 7, & 84 o] SAIES AAs)
Ade Zd=t B3, 08 AA, 2¥2 T U b glok
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Table 7. The contents quality of TV home shopping
very
no content not at all not normal yes much
1 The contents of TV home shopping are differentiated 0] @) ® ® ®
2 TV home shopping offers entertainment to viewers @ @ ® O] ®
3 There are many opportunities for viewers to participate in TV home shopping ® @) ® ® ®
4 The content of TV home shopping programs is highly reliable 0) @) ® ® ®
5 The CG on the TV home shopping sgregn has a high level of information 0 ® ® ® ®
transmission
6 The video and audio of TV home shopping are excellent @ @ ® ® ®
7 You can easily find out product information through TV home shopping content ® @ ® ® ®
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Table 8. The contents quality of data home shopping

no content not at all not normal yes r:fjg]
1 The contents of data home shopping are differentiated 0] @ ® ® ®
2 Data home shopping offers entertainment to viewers 0] @ ® ® ®
3 There are many opportunities for viewers to participate in data home shopping 0] @ ® ® ®
4 The content of data home shopping programs is highly reliable 0] @ ® ® ®
5 The CG on the data home sho;:ping §cr§en has a high level of information 0 ® ® ® ®
ransmission
6 The video and audio of data home shopping are excellent ® @ ® ® ®
7 You can easily find out product information through data home shopping content ® @ ® ® ®
V. AT7HR Y ol Qo Al /A £9% A

I3 0 2= Mplus 7& A =
o7 FAUHS WLSMV(Welghte Least Squares with

[}

FAL, Aol 5

3} dleleF 54T Zhzbo) et o1 QoA Ay

1.1 EE U
AEHEe] BHYEE gelshy] sl 208 2074 9, 3% 103 7tk
(confirmatory factor analysis)S 2Alett 4% #4 TVELRSY F40 g 814 8R1wA A3, 2y A%
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Table 9. A result on the confirmatory factor analysis of TV home shopping

L& TLI=0.924, CFI=0.935, RMSEA=0.093°.2 E}%k

factor no non standardization factor standard error t standardization factor
1 1.000 0.591
2 1.236 0.145 8.52%* 0.730
platform 3 1.418 0.170 8.32%* 0.838
quality 4 1.263 0.156 8.12%+* 0.746
5 1.149 0.135 8.50*** 0.679
6 1.078 0.142 7.58*** 0.637
7 1.000 0.693
. ) 8 1.161 0.105 11.05*** 0.805
service quality
9 1.011 0.117 8.66** 0.701
10 1.108 0.107 10.39*** 0.768
11 1.000 0.747
12 0.930 0.093 10.03*** 0.695
13 0.875 0.094 9.29*+* 0.654
Z%’:ﬁ’;t 14 1.026 0.086 11.96** 0.766
15 0.834 0.105 7.97%** 0.623
16 0.877 0.103 8.53** 0.655
17 0.971 0.097 10.04*** 0.725

x*=253.14, df=116, p<.0001, TLI=0.924, CFI=0.935, RMSEA=0.093, ***p<.001
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Table 10. A result on the confirmatory factor analysis of data home shopping
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Shopping Workers)

factor no non standardization factor standard error t standardization factor
1 1.000 0.497
2 1.240 0.216 B.74%** 0.616
platform 3 1.332 0.202 6.59"** 0.662
quality 4 1.209 0.216 5.59%** 0.601
5 1.079 0.178 6.05%** 0.536
6 0.712 0.173 4.13%* 0.354
7 1.000 0.527
service 8 1.396 0.199 7.03%** 0.735
quality 9 1.399 0.233 6.00** 0.737
10 1.374 0.211 6.50** 0.724
11 1.000 0.561
12 1.299 0.161 8.06*** 0.729
13 1.140 0.174 6.54** 0.640
content 14 1.326 0.177 7.49** 0.744
quality
15 1.201 0.168 7.16%** 0.674
16 1.307 0.175 7474 0.733
17 1.228 0.176 6.96*** 0.689

x*=225.50, df=116, p<.0001, TLI=0.919, CFI=0.931, RMSEA=0.083, ***p<.001

. dukA © 2 TLI9F CFI= 0.9 o)A, RMSEA+ 0.08 ©]
[e]

kY Zg S dtth. RMSEA7E 0.08S tha 73] shA|Th A7lolt}. wEkA vlolE 4 F42 HE9 BEEE F
AAos £ vt AYEE B+ vk TF BE & k53 FFEoE 2 4 vk
o] ZF3 A7 0.5 oo R FEe Aotk
Heb TVELY $3 A9 Bes £4 7158 55 (PRIELS
°g & F itk Lol geld a912.lel tish A2 =S FAskdTh A=)
tlolBl Z4g F4o ek 914 291eA A3 Y T SHAREe] 3l tial ddEA ukeE g ovlst
gt = TLI=0.919, CFI=0.931, RMSEA=0.083°. & '}E} = A0 R & AFdME WA AL Al sigehs A8
Wtk TVE43 3} rh7E 2 RMSEAZE 0.08S tha A Hls duls AEeigith AF R A= Ade ® 113 2k
s, AN $4F Ne APEE 2 5 9 NHE B4 Az, dolHEa SPE FLS A
E 1. AEE 24 Z3t
Table 11. Reliability analysis result
division question number cronbach alpha
platform quality 6 0.813
TV home shopping service quality 4 0.772 0.907
content quality 7 0.832
platform quality 6 0.661
data home shopping service quality 4 0.724 0.882
content quality 7 0.813
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& RE 81912919 AR} 0.7 oo FEalsit). ¢ 2.7 45
oHEFaY SYF FH AHEE 06612 tha SO,
23 227} rflo] et AL vEsd daHow 28 2.1 TvELZ3 Ho|HELZe| R st H|w
Jbse 207 Helth TVEa3 3 volE i F4 AolE & 133 o]
SAASE AFsAh
13 J|=EH 2 YT FHAA AR F Aol g Hwol B R
7} 319 Q019 NEEATLS % 129 2o BE 3198 -3 % 2 74 (paired sample t-test)©] A3t} o) S &
olol A o} Hre) Ahgho] 28 ZHslA oz A tA4 A3, ZYE FA, A 4, = F2F 25|
TEE /MRS 2551 oz B £ 9k TVELF Y A TV 3 vl olEEag 9] zpo]7F BAACE fols)
AL ZYE FAL vyt 224901, 57 HLoA 375 Ak FAHCRE 3714 821 BF TVEg 9| gho] dlof
dolH & Hat 17.60, 53 H Lol A 29380t =2 3% HEag o ET =gt ol 9 #-AE0] TVER
S UeE ‘211:} AH] 2 %ZJO 73% TVELY LS ¥ FAE tolE 3y FHAETG 3 2R Q14

HER 3252 & x}Ol” %EMX] %}%  ZHl = FAe
=¥ H

AL TVERTS B 23.14, 54 AL 321, go|HEx 22 TVELE D HolEHELTe| ZH e Mt H|w
_(L)]_E_ - 19.74, 57 Ax 282§TV Jélv/] = Z37 A AR =2 E,]tgoﬂ u}2} TV% 'g“’]’ EHO]H%J)J\_%Q] =
o] =& Ao E ey A zpol7h oA g EAE AS stk A i
12. 7| =02
Table 12. Descriptive statistics
L 5 point standard minimum maximum .
division N average . skewness | kurtosis
scale deviation value value
platform quality | 138 22.49 3.75 3.43 16 30 -0.04 -0.63
TVhome [ ice quality | 138 | 14.36 3.60 259 9 20 0.03 0.45
shopping
content quality 138 23.14 3.21 415 15 34 0.42 -0.56
platform quality | 138 17.60 293 2.69 10 25 0.12 -0.08
data home o ice quality | 138 | 12.99 3.25 2.49 8 20 0.18 -0.44
shopping
content quality | 138 19.74 2.82 3.77 10 29 0.10 -0.44

E 13. TVELTY HO|HELT Z29| 014! X0

Table 13. Differences in quality perception in TV home shopping and data home shopping

TV home shopping data home shopping
mean t 2
average 5 point star?dgrd average 5 point star.wdz.ard difference
scale deviation scale deviation
platform quality 22.49 3.75 343 17.60 2.93 2.69 4.88 17.40** | <.0001
service quality 14.36 3.60 2.59 12.99 3.25 249 1.37 5.85** | <.0001
content quality 23.14 3.21 415 19.74 2.82 3.77 3.40 11.61*** | <.0001

***p<.001



A 9 2% &

&3 FARE] dolHFaM A 1€ TVELRDY A2Rtolo] # AF 229

(Seong Ryul Jeon et al.: A Study on the Difference of Perception between Data Home Shopping and Traditional TV Home Shopping by Home

ZF 8.91(between-subject factor), TVE4:3 3} dlo]EE
2 AUl 29)(within-subject factor)o| 22 37|

A4 (mixed-design ANOVA)©] s}t £ A3

148} o] g2 2 tAA 0] A viRVIA R ZAF
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Table 14. Differences in quality perception in TV home shopping and data home shopping based on Gender

TV home shopping data home shopping F
variable | gender 5 point | standard 5 point | standard : genderx
average L average o gender media i
scale deviation scale deviation media
platform | male 22.88 3.81 3.46 17.69 2.95 2.78 157 | 303467 .
quality | female | 22.03 3.67 3.36 17.50 2.92 2.59 ' ' '
service | male 14.77 3.69 2.57 13.09 3.27 2.61 230 | 37470 190
quality | female | 13.89 347 2.55 12.88 322 2.36 ' ’ '
content | male 2357 3.37 417 19.95 2.85 4.20 107 | 1a43gme .
quality | female | 22.64 3.23 411 19.5 2.79 3.21 ' ' '
***p<.001
15, g0 0E TvELZ L Ho[HEAT 29| 214 R0|
Table 15. Differences in quality perception in TV home shopping and data home shopping based on age
TV home shopping data home shopping F
variable =g 5 point | standard 5 point | standard ’ agex
average L average L age media i
scale deviation scale deviation media
20-29 21.67 3.61 3.18 17.70 2.95 2.48
30-39 23.13 3.86 3.58 17.16 2.86 2.89
platform 087 |321.01* | 377"
quality 40-49 22.07 3.68 3.43 17.91 2.99 2.54
50-59 2417 4.03 2.04 18.83 3.14 2.79
20-29 13.97 3.49 2.70 12.91 3.23 2.77
; 30-39 14.75 3.69 2.66 12.93 3.23 2.65
service 166 | 3428 | 1.07
quality 40-49 13.91 348 2.39 12.95 3.24 2.13
50-59 16.33 4.08 1.51 14.33 3.58 1.86
20-29 22.85 3.26 437 19.55 2.79 3.61
30-39 23.67 3.38 4.16 20.09 2.87 3.88
content 151 | 13231 | 0.19
quality 40-49 22.36 3.19 3.86 19.20 2.74 3.81
50-59 25.50 3.64 437 21.50 3.07 3.33

*p<.05, **p<.001
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U ymA 2o ME dEle) a2 duxaiAe 45 2 F98k4 29tk mebd TVELZ T delgEan el
AEa 7t FAACE Fo kA BdTh WA TVE T2 Aole FBlEHARE, ok W Abol= v
B} volEFane] 2 Aole Fos tehte A ¥ Ao AT 9
SAF F29 Aol ARl wet va depA e 742_%
UeRtth UeR) 29104 Q] mhe Aol7} ey
A STt v. &4 %
E 15004 9F o], TVEA3 o] F4o] tele &3 e
FHAEG dAHA =ou, AU wE} Zfo|7t ek 2 =AY FA9E F4, Aua 4, SR
= Q0% Yty TAH O F, 20204 9F 40-494) = & FA4E BAS A9 vad 2ok g4l SHE F4
AFeE o190, 30-3941 2 50-59A M= T Aol 7t < AR, st A, A, A, EHE s
B Zrkete A0 FIHIAh 59 ol o3t 24 A}, TVELEYS Hot 2249, 53
Al AR = FEok mEl TVEL 3 dlo8 -S43 9 Ao A 3758, vlolB &4 H 17.60, 58 A= 2.93
£3 Aol7t ol G EAE ATtk Aok RrhTVERRe) F40] B vehdh Fael A2
A7k 20l TVELZ T} golHEaz e Jeh) 29lo] FA2 v, 7rldA, vAE 59 358 53 4%
DR ERHA FahEA el Adsith 4 A3 & 163 A, TVELRES e 1436, 553 A= 3.602 %, tlolH
7o)l WSER (449 AR} AR SYE BA, A F4% W 1299, 58 HE 32580 TVERYE) $40)
HA EA, 22 ER RROA TVELDS dolHEs w2/ Uehdeh 2U2 F39) 79, AR Ay A
9] o7k EAACR oAt T QREokl WA 22, FoiA, A, JHe| A 5L wgow
w2 zto] B oA o] oA A FAA L S4¢ A3, TVELES He 23.14, 58 X 3212 H
F 16. R0 OE TVELZ L} HO[HELD Z82| 14 X0]
Table 16. Differences in quality perception in TV home shopping and data home shopping based on the field of work
TV home shopping data home shopping F
variable work field 5 point | standard 5 point | standard | work ) field
average . average o media )
scale deviation scale deviation | field xmedia
broadcasting 22.31 3.72 3.60 17.10 2.85 244
sales 22.83 3.81 3.41 17.75 2.96 2.56
platform x
quality support 22.67 3.78 3.47 17.85 2.98 2.91 0.39 | 300.94 0.81
customer management 22.29 3.72 3.91 17.00 2.83 3.05
IT 22.00 3.67 2.77 18.32 3.05 2.47
broadcasting 14.31 3.58 2.83 12.93 3.23 2.64
sales 14.33 3.58 2.27 12.83 3.21 2.63
service ok
quality support 14.67 3.67 2.31 13.18 3.30 2.53 0.15 | 33.33 0.10
customer management 14.10 3.53 2.84 13.00 3.25 2.39
IT 14.26 3.57 3.12 13.05 3.26 222
broadcasting 22.48 3.21 3.66 18.72 2.67 3.83
sales 23.17 3.31 4.21 19.94 2.85 41
content -
quality support 23.39 3.34 4.15 19.82 2.83 3.66 0.58 | 131.96 0.30
customer management 23.29 3.33 4.61 19.76 2.82 3.75
IT 23.47 3.35 4.56 20.74 2.96 3.23

***p<.001
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