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I. Introduction 

As non-store distribution channels have diversifi-

ed in recent years, it is difficult to interact directly with 

consumers and there is the issue that products cannot 

be seen or used directly. Seller communication thus 

gains importance in increasing consumer satisfaction 

and purchase intention. In particular, the importance 

of show host communication of TV home shopping, 

which has a large market size and the role of sellers 

among non-store channels, cannot be overlooked (Ko-

rea Television Homeshopping Association, n.d.).

A show host enables consumers to have an indirect 

experience with a product by physically using or ex-

periencing it on their behalf. By utilizing the product 

on behalf of the consumer and successfully conveying 

the experience of using it, the show host may trigger 

the consumer's purchase intention. Several studies on 

show host persuasion suggest that the show host's me-

ssage influences purchase intention (Hwang, 2022; 

Lee & Park, 2021; Park, 2021). The product descrip-

tion, indirect experience, and purchase recommenda-

tion provided by the show host play a vital role in cus-

tomers' purchasing decisions (Jeong & Kim, 2018; Kim 

& An, 2015). In terms of the show host's effect, it was 

reported that 77.4 percent of purchases were made as 

a result of a host's explanation and suggestion, where-

as 20.0 percent were made on an impulse while watch-
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ing the broadcast without a purchasing plan in place 

(Kwon et al., 2011; Park, 2021). In some cases, impul-

sive and unplanned purchase intentions are often ma-

de after hearing information about show host's scar-

city message that limits sales time and quantity (Park, 

2020). Show hosts boost sales through TV home shop-

ping (Park, 2021).

Show host communication is verbal and nonverbal, 

and each has its own subfactors. The former includes 

content language, paralanguage, professional expla-

nation, professionalism, vocabulary explanation, ar-

gument persuasion, and empathy; the latter includes 

physical behavior, spatial and pseudo language, and 

physical appearance and contact (Choi et al., 2016; 

Chung & Jung, 2013; Kim, 2020). This communication 

factors show a difference in the influence on consum-

ers' reactions and purchase intentions (Chung & Jung, 

2013; Lee, 2021). However, studies have either focu-

sed on verbal communication alone or have revealed 

the differences between verbal and nonverbal commu-

nication (Jeong & Kim, 2022; Kwon et al., 2011; Yu, 

2007). No study has examined the influence of any of 

the subfactors on consumers. It is necessary to study 

how each subfactor of show hosts' communication spe-

cifically affects purchase intention.

Wu et al. (2022) showed the influence of show host 

reliability on customer purchase intention, while Joo 

et al. (2008) demonstrated that the closer the relation-

ship between show hosts and consumers, the greater 

the purchase intention. In other words, the type of com-

munication of show hosts not only directly affects pur-

chase intention, but also indirectly affects purchase 

intention through the mediators perceived by consu-

mers. It is to clarify how consumers react emotional-

ly according to each subfactor of communication and 

how they react to the reliability of the product, and to 

find out how this emotional response and product reli-

ability affect purchase intention.

Among other forms,  sales through TV home shop-

ping broadcasting amounted to 31,407 billion won in 

2018, 31,462 billion won in 2019, 30,903 billion won 

in 2020, and 31,115 billion won in 2021 (Korea Tele-

vision Homeshopping Association, n.d.). However, as 

newer distribution channels for home shopping have 

emerged in recent times, it is time for new communi-

cation strategy for TV home shopping (Jang, 2022). 

Therefore, this study examines how messages of spe-

cific subfactors of show host communication in home 

shopping react to purchase intention through consum-

er empathy and reliability. If the difference in the influ-

ence of each communication subfactor on consumer 

purchase intention is revealed, it will be possible to es-

tablish a specific communication strategy for show 

hosts. Based on the literature, the communication sub- 

factors of show hosts in this study comprised para-

language, friendliness, and professionalism, and non-

verbal communication factors comprised subfactors 

of demonstration attitude, and appearance reliability 

and attractiveness. A model of the show host commu-

nication process of this study was established based on 

the communication process model (Lasswell, 1948, as 

cited in Ko et al., 2012). Show host's scarcity message 

is also affecting consumers' purchases, so additionally 

the sensitivity of consumers to quantity limiting fac-

tors and time-critical factors is verified, and purchase 

status of TV homes hopping is revealed. The results of 

this study can be used for the new specific marketing 

mix of show hosts.

 

II. Theoretical Background

1. Communication of the Show Host

1) Types and Roles of Communication

Communication is a human behavior that connects 

people and builds relationships. Various methods such 

as gestures and language are used. According to the 

communication process theory, when a communicator 

encodes and delivers what he or she wants to convey, 

the receiver decodes the encoded content and responds, 

and this response is fed back to the sender (Lasswell, 

1948, as cited in Ko et al., 2012), that is, communica-

tion is the exchange of information through messages 

to accomplish a specified objective, such as the pur-

chase or sale of products or services. It is a set of pro-

cesses that causes the communicators' behaviors and 
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attitudes to change (Chung & Jung, 2015; Lee & Park, 

2021). The communication process is shown in <Fig. 

1>. It is essential for a supplier of products or services 

to accurately recognize communication skills such as 

efficient communication planning and selection and 

effective usage of proper verbal elements (Kim, 2007). 

In particular, TV home shopping's show host evokes 

purchase intention or favorable attitude toward the 

product through explanation and direct demonstration 

using information related to the product as a commu-

nicator (Kim, 2020). In a study by Shon et al. (2021) 

and Park (2021), it was also said that the communica-

tion of live commerce show hosts has a significant ef-

fect on consumer purchases.

Communication, the most basic form of interaction 

between product providers and consumers, can be ver-

bal and nonverbal, such as attitude, expression, and 

morality (Hwang, 2022). Verbal communication serves 

as a tool for exchanging opinions and information be-

tween providers and consumers.

It can facilitate mutual understanding and improve 

clarity (Gabbott & Hogg, 2000). Thus, it has the bene-

fit of clearly and rapidly conveying an idea through the 

use of language in the interactions between consumers 

and vendors, and receiving an immediate response 

(Lee & Park, 2017). From this perspective, studies on 

the provision of services have shown that verbal com-

munication has a substantial impact on consumer reli-

ability, loyalty, and satisfaction (Chung & Jung, 2015; 

Park et al., 2013). Nonverbal communication includes 

both appearance and behavior, which consumers ob-

serve; it is a significant element in how they evaluate 

service quality (Sundaram & Webster, 2000). Although 

nonverbal communication is characterized differen-

tly by studies, most studies have suggested that it is a 

more effective technique than verbal communication 

in expressing emotions and representing personality 

or attitudes (Lee & Park, 2021). Nonverbal communi-

cation is critical as it delivers the meaning more simply 

and precisely, based on the context (Argyle, 1994). Non-

verbal communication has a favorable influence on 

consumer's attitudes such as satisfaction, orientation, 

and long-term relationships, in a service context (Kim 

& Lee, 2009). In home shopping, consumers' reactions 

can be shaped based on the show host's message, and 

judgment, emotion, reliability, and loyalty to the prod-

uct can be formed. There may be a response to pur-

chase intention or behavior. Therefore, this study at-

tempts to identify a structural model for the effect of 

specific subfactors of verbal and nonverbal communi-

cation on purchase intention.

 

2) Verbal Communication

Language serves as a primary means of communi-

cation, the mechanism for transmitting and expressing 

meaning, and the core of human communication (Park, 

2021). It involves transmitting a message through sym-

bols that represent the key content, ideas, events, and 

objects (Chung & Jung, 2013). Language is a set of 

phonetic signs and has a system. Choe (2009) argued 

Sender

Channel

Noise

Encoding Message Decoding Receiver

Feedback Reacting

Fig. 1. Communication process model. 

Adapted from Ko et al. (2012). p. 105. 
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that language should be capable of influencing audi-

ences through the acquisition and use of many words 

and appropriate tones. Humans express themselves 

and communicate and interact with each other through 

verbal communication, which is also significant for 

marketing. With increased competition, verbal com-

munication becomes more vital in persuading custom-

ers (Yang & Kim, 2020; Yoon, 2017). It is a necessary 

part of product sales. Verbal communication in prod-

uct sales shapes consumers' psychological and behav-

ioral reactions. According to Choe (2009), vendors can 

elicit positive sentiments and reactions from consum-

ers by welcoming and interacting with them from the 

moment they enter the store until they leave, deliver-

ing an easy-to-understand and straightforward expla-

nation of the products and services available, and ex-

pressing empathy for the consumer. He argued that such 

communication can have a positive effect on the com-

pany. As the purpose of the show host's language in TV 

home shopping is to enhance a consumer's purchasing 

behavior, the host's language should encourage pur-

chase desire while also providing information (Kim & 

An, 2015; Park & Kim, 2018; Tak & Shi, 2013; Yang & 

Kim, 2016). Consumers can empathize with their pro-

blems or effects through the show host's product ex-

planation and demonstration, and gain faith and reli-

ability in the product. If consumers believe that the 

show host provides accurate product information and 

high-quality items, it may result in increased product 

reliability (Kang & Jin, 2018). Kim and Heo (2021) 

found that when the show host demonstrates expertise, 

the customer's purchase intention increased. A con-

sumer's belief in a product is based on the professional 

explanation provided by the show host.

Verbal communication subfactors include profes-

sionalism and veracity (Choi, 2011), linguistic com-

petence, the explanatory and persuasive power of vo-

cabulary, and empathy (Chung & Jung, 2013). Kim 

(2017) classified verbal communication as a factor of 

professionalism, reliability, and attractiveness. The 

key factors affecting verbal communication include 

the use of appropriate language, delivery of an orga-

nized message in the product description, profession-

alism and reliability of the product description, and 

ability to communicate in an attractive and empathetic 

manner.

The tempo and intonation of speech, pronunciation, 

professional information delivery on products, and the 

capacity to communicate verbally in a manner that eli-

cits empathy or intimacy were all considered compo-

nents of verbal communication in this study. After the 

analysis of the factors of verbal communication and 

confirming specific subfactors, the effects of these sub- 

factors on empathy or product reliability and purchase 

intention were identified as the research hypothesis.

 

3) Nonverbal Communication

Nonverbal communication is involves the transmi-

ssion of meaning and emotion through facial expre-

ssions, gestures, postures, gaze, behavior, and varia-

tions in voice tone and body forms. Verbal messages 

are conveyed along with nonverbal messages. Some-

times, nonverbal communication may convey a great-

er degree of meaning than verbal communication. The 

host's nonverbal communication is used to persuade 

and marketing is employed to elicit product purchase 

intentions and induce product purchase behavior 

(Chung & Jung, 2013). Nonverbal communication con-

tributes toward the formation of intimacy and empathy 

between a show host and consumers, which precedes 

the formation of purchase intentions. Birdwhistell (1970) 

defined nonverbal communication as the exchange 

of information through nonverbal signs, arguing that 

action language accounted for 65% of communica-

tion situations and spoken language accounted for 

35%.

Studies have defined nonverbal communication as 

all forms of communication other than verbal ones. It 

may express various messages and feelings directly or 

indirectly. Nonverbal communication factors have a 

significant role to play in persuasion. A speaker's ap-

pearance and voice, instead of the quality of the mes-

sage, have an effect on persuasion. Studies on the in-

fluence of nonverbal communication on audiences ha-

ve been conducted based on such evidence. It plays a 

critical role in enhancing purchase intentions and be-
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haviors (Kim & An, 2015; Lee, 2021).

Consumer's interest in products increases as con-

sumer sympathizes with the effectiveness or reliabili-

ty in products through the appearance of show hosts 

or the changed appearance of models (Jeong & Kim, 

2018). Empathy for the message that the show host 

wants to deliver in TV home shopping is the factor that 

has the greatest influence on the purchase intention of 

the product. Kim and An (2015) said that show hosts 

have a direct influence on purchase intention by evok-

ing emotional reactions Lee (2021) empirically ana-

lyzed that a show host's nonverbal communication has 

a positive effect on purchase intention as it conveys the 

emotions of the person who wants to deliver the me-

ssage. Chung and Jung (2013) also revealed that phys-

ical behavior, which is a non-verbal communication of 

show hosts, affects purchase intention. Show host is to 

stimulate consumers' purchases by inducing emotio-

nal engagement through non-verbal communication.

Previous studies on subfactors of nonverbal com-

munication have shown that Previous studies on sub- 

factors of nonverbal communication were classified 

by Lee and Park (2017) as physical behavior, similar 

language, and physical appearance, while Cho an Kim 

(2016) defined elements according to empirical abil-

ity, communication ability, and rapid response. In the 

study of Hwang (2022), it was classified into body lan-

guage and appearance language. The factors were re-

vised and supplemented for this study based on pre-

vious research, with an emphasis on the reliability and 

attractiveness that customers perceive via the demon-

stration attitude and the appearance and impression of 

the show host such as appearance reliability, appear-

ance attractiveness. After verifying the subfactors of 

nonverbal communication through factor analysis, the 

influence of these factors on empathy, product reli-

ability, and purchase intention was developed as the 

research hypothesis.

 

2. Empathy and Product Reliability

1) Empathy and Purchase Intention

Emotions in the consumption process are reactions 

that occur immediately when encountering the ele-

ments constituting the purchase environment (Lee, 

2021). Show hosts' emotional ties in the course of in-

teracting with consumers while explaining products 

and advising on purchases lead to satisfaction with 

products and purchase intentions. Empathy has pos-

itive effects (Ferguson et al., 2021).

Emotions occur immediately after encountering 

the elements constituting the purchase environment 

(Lee, 2021). According to Kim and An (2015), empa-

thy for show hosts in TV home shopping was found to 

be a factor that had the greatest influence on purchase 

intention. Empathy is an important variable in attitude 

change, and in TV home shopping, it can be seen that 

the change is sympathized with the change through the 

explanation of the show host or the changed appear-

ance of the demonstration model, and interest in the 

product increases. Positive empathy through a show 

host's experience with product use or the changed ap-

pearance of the demonstration model increases prod-

uct satisfaction (Jeong & Kim, 2018).

Based on one's level of empathy, it may have a posi-

tive effect in encouraging purchase (Jeong, 2016; Jeong 

& Kim, 2018; Lee & Kang, 2012). A show host's ex-

planation or changed appearance of the demonstra-

tion model sympathizes, and it can be seen that interest 

in the product also increases (Jeong & Kim, 2018; Lee 

& Joo, 2011). Through the message of the home shop-

ping host, consumers see, feel, and empathize with the 

experience of the protagonist in the advertisement.

Emotions elicited by a home shopping host may be 

transferred to other stimuli (Mitchell & Olson, 1981). 

Consumers who experience empathy become interest-

ed in the products, which eventually results in a pur-

chase. Consumers who give meaning to a product rec-

ognize the relationship between the brand and product 

and themselves as if it were a human relationship and 

develop empathy (Lim et al., 2015). If this takes place 

repeatedly, it can evolve into purchase behavior. The 

greater one's emotional involvement in a beauty show 

via TV home shopping, the greater one relies on broad-

casters and items (Park, 2017). This implies that pos-

itive empathy fosters trust, and that the stronger the 
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emotional response and the more favorable the senti-

ment, the more consumers develop trust in the product. 

These feelings and product reliability will lead to more 

purchases. Therefore, the effect of empathy on prod-

uct reliability and purchase intention was set as a re-

search hypothesis.

 

2) Product Reliability and Purchase Intention

Reliability refers to the degree to which customers 

trust a company's products and services. Trust is im-

portant in interpersonal interactions and manifests be-

tween buyers and sellers in product sales situations 

(Gefen, 2000). Reliability is constantly established and 

is significant in creating loyalty and sustaining long- 

term relationships. In a transaction, trust-related re-

sponses function as antecedents for satisfaction, trans-

action intention, or purchase behavior (Chun & Park, 

2012). Park (2022) identified that trust-based loyalty 

has a considerable influence on the intention to revisit. 

Bae (2006) also found that the formation of emotional 

and cognitive trust in service providers had a signifi-

cant effect on purchase intention. Reliability is a ne-

cessary emotion for the establishment of relationships 

between people or objects, and is widely considered 

the most critical component of marketing (Kim, 2016). 

Communication plays an important role in building 

this trust (Lee, 2021).

A product comprises numerous attributes. Intrinsic 

essential attributes pertain to the physical aspects of a 

product that affect its quality (Lee, 2009), whereas ex-

trinsic secondary attributes refer to information on the 

product, such as its price and design. Kim and Koh 

(2010) demonstrated that when consumers lack exact 

information on intrinsic product features, they evalu-

ate products based on external clues, that is, consum-

ers with little product knowledge rely heavily on ex-

trinsic attributes as they are unfamiliar with intrinsic 

ones. Given that consumers cannot examine a product 

directly in the case of a purchase through TV home 

shopping, product reliability is critical as it serves as 

an important medium to resolve anxiety. Product reli-

ability has a positive effect on the purchase intention 

of a product or service (H. J. Lee, 2019). When a con-

sumer trusts the information provider, product relia-

bility emerges. It leads to considerations for purchase. 

In the case of TV home shopping, trust in the product 

is very important because you cannot see the product 

in person. In addition, show hosts play an important 

role in relieving consumers' anxiety by using products 

on behalf of consumers and communicating their expe-

riences. Thus, the effect of the sub-elements of commu-

nication on purchase intention through empathy and 

product reliability was set as a research hypothesis.

 

III. Methodology

Confirmatory factor analysis (CFA) was used to de-

termine the verbal and nonverbal communication sub- 

factors. The structural equation model (SEM) was ve-

rified by concretizing the research hypotheses.

 

1. Measurement Tool and Data Collection

One of the products with a high sales rate on TV ho-

me Shopping was beauty products (Jeon, 2021). There-

fore, this study examines message effects of specific 

subfactors of show host communication among beau-

ty products in home shopping. This study measured 

the verbal and nonverbal communication factors of 

TV home shopping show hosts, empathy, product re-

liability, and purchase intentions using questionnai-

res. Questionnaires from Choi (2011), Chung and Jung 

(2013), and Kim (2017) were relied on for items on 

verbal communication. Questions on nonverbal com-

munication were modified and adjusted versions of 

those from Cho and Kim (2016), Chung (2013), and 

Lee (2007). A total of 13 questions were drafted to as-

sess empathy, including modified and new items de-

veloped by our research team in a previous study (Je-

ong & Kim, 2018). The questionnaire items in Kim 

and Kim (2011) were referred to as measures of prod-

uct reliability, and in Choi (2016) and Chung (2013) as 

measures of purchase intention.

Following a preliminary survey, questions were re-
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vised and updated to create the final questionnaire. 

SPSS 23.0 and AMOS 23.0 were used for data analy-

sis. Exploratory factor analysis, Cronbach's α, CFA, 

and structural equation modeling were conducted.

 

2. Research Hypothesis and Model

In this study, the hypotheses centered on the verbal 

and nonverbal communication subfactors of home 

shopping show hosts, product reliability, and the em-

pathy and purchase intention of consumers. A research 

model was drawn up (Fig. 2). The verbal communica-

tion subfactors, determined through CFA, were para-

language, friendliness, and professionalism (Cho & 

Kim, 2016; Choi, 2011; Chung, 2013; Lee, 2007; Tak 

& Shi 2013). The nonverbal communication subfac-

tors were demonstration attitude, and appearance reli-

ability and attractiveness (Chung, 2013; Kim & An, 

2015). The theoretical background of each of the fol-

lowing research hypotheses is not described again 

here due to the limitation of the number of pages, but 

it was established based on the previous theoretical 

background. The hypotheses are as follows:

 

H1: The show host's verbal communication sub- 

factors have a positive (+) effect on empathy 

and product reliability.

H1-1: Paralanguage has a positive (+) effect on 

empathy.

H1-2: Paralanguage has a positive (+) effect on 

product reliability.

H1-3: Friendliness has a positive (+) effect on 

empathy.

H1-4: Friendliness has a positive (+) effect on 

product reliability.

H1-5: Professionalism has a positive (+) effect 

on empathy.

H1-6: Professionalism has a positive (+) effect 

on product reliability.

H2: The show host nonverbal communication sub- 

factors have a positive (+) effect on empathy 

and product reliability.

H2-1: Demonstration attitude has a positive (+) 

effect on empathy.

H2-2: Demonstration attitude has a positive (+) 

effect on product reliability.

H2-3: Appearance reliability has a positive (+) 

effect on empathy.

H2-4: Appearance reliability has a positive (+) 

effect on product reliability.

H2-5: Appearance attractiveness has a positive 

(+) effect on empathy.

H2-6: Appearance attractiveness has a positive 

(+) effect on product reliability.

H3: Empathy has a positive (+) effect on purchase 

intention.

H4: Empathy has a positive (+) effect on product 

reliability.

H5: Product reliability has a positive (+) effect on 

purchase intention

H6: The show host's verbal communication sub- 

factor has a positive (+) effect on purchase in-

tention through empathy and product reli-

ability.

H6-1: Paralanguage has a positive (+) effect on 

purchase intention through empathy and 

product reliability.

H6-2: Friendliness has a positive (+) effect on 

purchase intention through empathy and 

product reliability.

H6-3: Professionalism has a positive (+) effect 

on purchase intention through empathy 

and product reliability.

H6-4: The show host's verbal communication sub-

factor has a positive (+) effect on product 

reliability through empathy.

H7: The show host's nonverbal communication 

subfactor has a positive (+) effect on purchase 

intention through empathy and product reli-

ability.

H7-1: Demonstration attitude has a positive (+) 

effect on purchase intention through em-

pathy and product reliability.

H7-2: Appearance reliability has a positive (+) 

effect on purchase intention through em-

pathy and product reliability.
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H7-3: Appearance attractiveness has a positive 

(+) effect on purchase intention through 

empathy and product reliability.

H7-4: The show host's nonverbal communica-

tion subfactor has a positive (+) effect on  

product reliability through empathy. 

 

3. Sensitivity of the Scarcity Message and Pur-

chase Status of Home Shopping

As a result of verifying the sensitivity of home shop-

ping consumers to quantity limiting factor and time- 

critical factor (paired t-test, p<.001), the time-critical 

factor (m = 3.34) was higher than the quantity limiting 

factor (m = 3.22). It can be seen that consumers are 

more sensitive to time-critical factor.

The current state of TV home shopping purchase is 

as follows. First, automatic order telephone (33.7%), 

mobile apps (31.6%), internet shopping malls (16.1%), 

caller connection auto-order phone (15.1%), and oth-

ers (3.5%) were used to purchase beauty products. Con-

sumers purchased products, followed by 43.8% in the 

middle of the broadcast (within 15 minutes to 45 mi-

nutes). 31.0% in the second half of the broadcast 

(within 45 minutes to 5 minutes before the show), 

10.3% in the first half (within 5 minutes of the show), 

and 37% immediately after the show. Of the total, 

69.2% viewers watched TV home shopping acciden-

tally, whereas 16.1%, 13.8%, and 1.0% viewed it to 

purchase products, obtain product information, and 

for other reasons, respectively. 

 

IV . Results

1. Model's Goodness-of-fit and CFA

CFA was conducted using the AMOS 23.0 software 

to assess the validity of the measurement variables. 

The following subfactor structure was found. Verbal 

communication comprised paralanguage, friendliness, 

and professionalism, and nonverbal communication 

comprised appearance reliability and attractiveness, 

and demonstration attitude. Product reliability and pur-

chase intention had an independent factor structure. 

Empathy

Purchase 
intention

Product 
reliability

Professionalism

Verbal 

communication

Non-verbal 

communication

Paralanguage

Friendliness

Appearance

reliability

H3    

H1-1

H1-3

H1-5

H2-1

H2-3
H2-5

H1-2

H1-6

H1-4

H2-2

H2-4

H2-6

H4

H5

Appearance in

attractiveness

Demonstration 

attitude

H6, H7

Fig. 2. Research model.
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The model's goodness-of-fit was χ 2 = 3096.600 (df = 

674), RMR = .042, GFI = .768, IFI = .886, CFI = .886, 

and RMSEA = .081, all of which satisfied requisite con-

ditions. Four subfactors appeared for empathy, but to 

reduce the complexity of the model, they were inte-

grated and applied as one because the complexity of 

the model increased when many items were used as 

observation variables in the SEM (Yu, 2012). To as-

sess the convergent validity of each factor, factor load-

ing, significance, AVE, and construct reliability were 

assessed. At the p<.000 level, all factor loadings were 

above .500, all CR values were above 1.965, the AVE 

values were above the accepted level of .500, and the 

construct reliability was above the accepted level of 

.700. Thus, it was confirmed that each construct had 

convergent validity (Table 1).

 

Factor Item
Factor

loading
S.E. CR

Standar-

dized

factor

loading

AVE
Construct

reliability

Verbal 

com-

muni-

cation

Paralangu-

age

The pronunciation of the home shopping 

host is accurate.
1.000 - - .898

.717 .884
The home shopping host is good at explai-

ning things clearly.
.962 .038 25.273*** .854

The speech tempo of the home shopping 

host is appropriate.
.912 .041 22.078*** .785

Friendliness

The home shopping host appears to be 

speaking directly to me for the explana-

tion.

1.000 - - .809

.655 .850
The explanation given by the home shop-

ping host is as if given by an acquaintance 

or friend.

1.076 .050 21.713*** .877

The home shopping host's explanation is 

appealing.
.819 .046 17.739*** .736

Profession-

alism

The home shopping host is skilled at pre-

senting the characteristics of beauty pro-

ducts.

1.000 - - .774

.675 .861
The home shopping host provides clear ex-

planations of the most recent information 

on beauty products.

1.078 .058 18.639*** .803

The home shopping host's description of 

beauty products is professional.
1.173 .058 20.203*** .883

Non-

verbal

com-

muni-

cation

Demonstra-

tion 

attitude

The home shopping host manages eye-con-

tact appropriately depending on the cir-

cumstance.

1.000 - - .870

.738 .894
The home shopping host is skilled at de-

monstrating. 
.955 .042 22.716*** .804

The facial expression of the home shop-

ping host is appropriate for the topic and 

circumstance.

.970 .035 27.323*** .900

***p<.001

Table 1. Result of confirmatory factor analysis 
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Factor Item
Factor

loading
S.E. CR

Standar-

dized

factor

loading

AVE
Construct

reliability

Non-

verbal

com-

muni-

cation

Appearance

reliability

The home shopping host is reliable. 1.000 - - .907

.830 .951

The home shopping host is trustworthy. 1.015 .029 34.665*** .921

The home shopping host seems to be frank. 1.046 .031 33.941*** .914

The home shopping host seems to be hon-

est.
1.050 .032 32.758*** .902

Appearance

in 

attractiveness

The appearance of the home shopping host 

is attractive.
1.000 - - .921

.759 .934

The home shopping host attract the atten-

tion.
.993 .027 36.476*** .930

The home shopping host has a charming 

face and physical attractiveness.
.907 .030 29.794 .861

Home shopping host is good-looking .917 .035 26.571*** .819

Empathy for 

the effect 

of product 

usage

I sometimes empathize with the altered 

look of the home shopping model.
1.000 - - .842

.748 .899

When describing the product, the effect 

that occurs with the home shopping model 

seems to be occurring with me as well.

1.093 .042 25.854*** .897

I have felt that the effect of product usage 

demonstrated in home shopping would ha-

ppen to me.

.947 .040 23.975*** .854

Empa-

thy

Empathy for 

model 

problem

The problem with the model demonstrat-

ing home shopping products seems to be 

the same as mine.

1.000 - - .885

.760 .905
I feel that the situation for the usage of the 

product described in home shopping is the 

same as my situation.

.948 .037 25.552*** .837

When I watch home shopping, I feel like I 

am one of the home shopping models.
1.089 .038 28.971*** .892

Empathy for 

the problem

The explanation given by the home shop-

ping host appears to be concerning prob-

lems with my face, skin, and hair.

1.000 - - .893

.738 .918

The explanation given by the home shop-

ping host appears to be concerning features 

of my face, skin, and hair.

.992 .035 28.510 *** .876

The home shopping host seems to under-

stand exactly what I want in terms of my 

appearance.

.966 .035 27.495*** .861

The description of the home shopping host 

seems to be referring to my physical ap-

pearance.

.910 .038 24.001*** .803

***p<.001

Table 1. Continued I 
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Factor Item
Factor

loading
S.E. CR

Standar-

dized

factor

loading

AVE
Construct

reliability

Empa-

thy

Product 

purchase 

empathy

It seems as if the host of the home shopping 

host delivers a wealth of information on 

the product.

1.000 - - .823

.675 .862
When I watch the home shopping show, I 

feel that I should use the product.
1.157 .051 22.598*** .862

I could sense the benefits of the product 

that the home shopping host was attempt-

ing to demonstrate.

.953 .048 19.728*** .778

Product 

reliability

Beauty products from the home shopping 

channel are reliable.
1.000 - - .925

.730 .915

Beauty products from the home shopping 

channel are trustworthy.
1.011 .029 35.234*** .921

Beauty products from the home shopping 

channel do not disappoint me.
.920 .034 26.771*** .822

Beauty products from the home shopping 

channel are always satisfactory.
.862 .040 21.620*** .736

Purchase 

intention

I'm considering repurchasing beauty prod-

ucts from home shopping.
1.000 - - .885

.799 .941

I will tell other people the benefit of the 

beauty products that I purchased from the 

home shopping channel.

.986 .035 28.355*** .873

I will recommend the beauty product I pur-

chased from the home shopping channel to 

others.

1.017 .032 31.343*** .914

I have a repurchase intention for the beauty 

products I bought from the TV home shop-

ping channel.

1.105 .036 30.612*** .904

***p<.001

Table 1. Continued II 

 

2. Validity Test

To assess the discriminant validity of the measure-

ment variable, the AVE value of the latent variable was 

compared to the squared value of the correlation co-

efficient between both variables. The square of the cor-

relation coefficient among all variables was less than 

the AVE value, indicating that the discriminant validi-

ty between latent variables was confirmed (Table 2).

 

3. Testing the Hypotheses

The SEM was examined using the covariance ma-

trix and maximum likelihood estimation (MLE). The 

model's goodness-of-fit was χ
2 = 2144.932, (df = 

429), GFI = .796, IFI = .893, CFI = .892, RMSEA = 

.088. After allowing a covariance between error terms 

in the model using the modification index, the model 

fit was improved to  χ 2 = 1918.144 (df = 425), GFI = 

.818, IFI = .907, CFI = .906, RMSEA = .083 (Fig. 3). 

Although it did not meet the GFI standard of .900 or 

more, it was considered good because it was close to 

.900 at .833 (C.-K. Lee, 2019).

H1-1 and H1-2 were rejected. H1-3 was supported 

with a path coefficient of .236 (t = 3.488, p>.001). H1-4 

was rejected with a path coefficient of ‒.169 (t = ‒2.380,  
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p>.05). H1-5 was supported with a path coefficient of 

.122 (t = 2.170, p>.05). H1-6 was rejected. The para-

language, such as the show host's pronunciation and 

speech tempo had no significant effect on empathy or 

product reliability. If the show host explained the pro-

duct in a friendly manner, consumers developed em-

pathy for the product as if it were meant for them, re-

sulting in purchase intention. 

However, friendly explanations had a negative ef-

fect on the reliability of the product. A friendly de-

scription of a product did not lead to the product 

reliability. If the show host's explaining skills were 

professional and effectively conveyed the most recent 

information, consumers empathized with them and ac-

cepted their explanation, which resulted in purchase 

intention. This empathy affects purchase intention 

(.259) and may lead to purchase in the future. These 

findings are consistent with those of Chung and Jung 

(2013) and Cho and Kim (2016), who demonstrated 

that the show host's verbal communication skills had a 

significant influence on purchase intention. However, 

it did not appear to have a significant effect on product 

reliability. It was thus confirmed that it is difficult to 

obtain trust in the product with verbal communication 

factors alone. For nonverbal communication, the path 

coefficient of H2-1 was ‒.220 (t = ‒2.613, p>.01). It 

was rejected because it had a negative (‒) effect. H2-2 

was rejected, too. H2-3 was supported with the path 

coefficient of .276 (t = 4.624, p>.001). H2-4 was also 

supported. The path coefficient of this hypothesis was 

Factor
Paralan-

guage

Frien-

dliness

Profes-

sional-

ism

Demon-

stration 

attitude

Appear-

ance 

reli-

ability

Appear-

ance in 

attrac-

tiveness

Em-

pathy 

for the 

effect of 

product 

usage

Em-

pathy 

for 

model 

problem

Empathy

for the 

problem

Product 

pur-

chase 

em-

pathy

Product 

reli-

ability

Pur-

chase 

in-

tention

Paralanguage .717

Friendliness ..494 .655

Professionalism .612 .607 .675

Demonstration 

attitude
.752 .587 .609 .738

Appearance 

reliability
.324 .722 .484 .498 .830

Appearance in 

attractiveness
.476 .524 .463 .662 .608 .759

Empathy for 

the effect of 

product usage

.280 .511 .389 .346 .564 .429 .748

Empathy for 

model problem
.231 .547 .485 .473 .522 .633 .616 .760

Empathy for 

the problem
.403 .598 .354 .329 .617 .488 .817 .796 .738

Product 

purchase 

empathy

.496 .474 .515 .506 .536 .616 .766 .706 .728 .675

Product 

reliability 
.355 .519 .442 .431 .675 .437 .634 .491 .572 .580 .730

Purchase 

intention
.528 .411 .460 .599 .430 .562 .578 .531 .428 .656 .663 .799

Table 2. Average variance extracted and squared correlation coefficient of variables
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.508 (t = 8.110, p>.001). H2-5 was supported with the 

path coefficient of .396 (t = 6.386, p>.001). H2-6 was 

rejected with the path coefficient ‒.202 (t = ‒3.028, 

p>.01). It was rejected because it had a negative (‒) 

effect. The show host's demonstration attitude had no 

significant positive influence on empathy and product 

reliability because the effect of the show host's effec-

tive presentation skills were perceived as the effect of 

the demonstration skills rather than that of the product. 

The show host's appearance reliability had a substan-

tial influence on empathy and product reliability, whi-

ch resulted in purchase intention. If the show host 

seemed trustworthy, consumers empathized with the 

product's effects, and felt as though the show host was 

telling their own story, and gained confidence in the 

product. If the show host was attractive, consumers 

empathized with the show host's message, but this had 

a negative effect on product reliability. When a show 

host was appealing, consumers felt like the show host's 

appearance differed from their own, and believed that 

the physical beauty of the show host was attributable 

to the appearance attractiveness of the show host, rath-

er than the effect of the product. Thus, it is presumed 

that this will have a negative impact on product reli-

ability. Nonverbal communication subfactors such as 

a show host's appearance reliability and attractiveness 

had a greater effect on empathy than did verbal com-

munication. The show host's nonverbal communica-

tion factors, such as appearance reliability and attrac-

tiveness are critical, as consumers cannot directly uti-

lize beauty products and must evaluate them based on 

visual information. Consumers who felt empathy for 

the show host eventually developed purchase inten-

tions (Jeong & Kim, 2018). This finding was similar to 

that of previous studies (Chung, 2013). H3 was sup-

ported with the path coefficient of .259 (t = 4.830, 

p>.01). H4 was supported with the path coefficient of 

.464 (t = 8.385, p>.01). Empathy had a direct effect on 

purchase intention and product reliability. This is con-

sistent with the findings of Jeong and Kim (2018), who 

reported that potential customers empathize with the 

show host's description or model, which results in 

purchase. H5 was supported with a path coefficient of 

.458 (t = 9.554, p>.01). This finding is consistent with 

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

Empathy

Purchase 
intention

Product 
reliability

Professionalism

Verbal 

communication

Non-verbal 

communication

X² = 1918.144 (df = 425)
GFI = .818
CFI = .906
RMSEA = .083
IFI = .907

Paralanguage

Friendliness

Appearance

reliability

.259***

.099

.236***

.122*

-.220**

.276*** 

.396***

.094

-.169*

.047

.136

.508***

-.202**

.464***

.065

.325***

-.088

.021

-.253***

.166** .458***

Appearance in 
attractiveness

Demonstration 
attitude

Fig. 3. Result of research model.



Journal of the Korean Society of Clothing and Textiles Vol. 46 No. 6, 2022

– 1174 –

those of Cho and Kim (2016) and Kang and Jin (2018), 

indicating that product reliability is a significant factor 

influencing purchase decisions.

 

4. Mediating Effect Test

Effect decomposition was conducted to analyze the 

mediating effect of the show host's verbal communica-

tion and nonverbal communication on purchase in-

tention through empathy and product reliability. Thro-

ugh this, indirect effects were confirmed, and statisti-

cal significance for indirect effects was analyzed (Ta-

ble 3).

Subfactors of show host's verbal communication 

did not have a indirect influence on purchase intention. 

However appearance reliability which are subfactor 

of nonverbal communication, indirectly affected pur-

chase intention through empathy and product reliabi-

lity.

As a result of confirming the significance of the in-

direct effect, friendliness, a subfactor of verbal com-

munication, was affecting product reliability through 

empathy, and indirect effects of appearance attracti-

veness and appearance reliability, subfactors of verbal 

communication, were also significant. Empathy indi-

rectly effect on purchase intention through product re-

liability. Thus, the mediating effect of empathy and 

product reliability was partially adopted. That is, when 

consumers feel familiar with the product explained by 

the show host and feel the same as those explained by 

the people around them, the product described by the 

show host feels like a product for them, and consumers 

feel empathy and this affects the reliability of the pro-

duct. If consumers perceive that the problems of home 

shopping show hosts or models are similar to them, or 

sympathize with changes through the changed appear-

ance of the demonstration model, they can also see an 

increase in interest in products (Jeong & Kim, 2018; 

Lee & Joo, 2011). This is similar to the results of a stu-

dy by Jeong and Kim (2018) that potential consumers 

sympathize with the product through the explanation 

and model of the show host, leading to purchase.

The hypothesis of H6-1, H6-2 and H6-3, each sub- 

factor of verbal communication, will have a positive 

(+) effect on purchase intention through empathy and 

product reliability were rejected. The hypothesis of 

H7-1 and H7-3, demonstration skill and appearance 

attractiveness of nonverbal communication , will have 

a positive (+) effect on purchase intention through em-

pathy and product reliability were rejected. But on the 

other hand, appearance reliability will have a positive 

(+) effect on purchase intention through empathy and 

product reliability accepted. The hypothesis of H6-4, 

H7-4, friendliness, demonstration skill and appearan-

ce attractiveness, will have a positive (+) effect on pro-

duct reliability through empathy were accepted. It can 

be inferred that the positive empathy formed on the 

consumer leads to reliability, and the higher the emo-

tional response, the more product reliability the con-

sumer forms, which can eventually lead to purchase.

     Independent 

variables

Dependant 

variables

Paralan-

guage

Friendli-

ness

Profession-

alism

Demon-

stration 

attitude

Appearanc 

reliability

Aappear-

ance 

attractive-

ness

Empathy
Product 

reliability

Empathy
Indirect 

effect
- - - - - - - -

Product 

reliability 

Indirect 

effect
.046 .110* .057 ‒.102 .128** .183** - -

Purchase 

intention

Indirect 

effect
.090 .034 .079 ‒.041 .363* .094 .213** -

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

Table 3.  Indirect effect analysis 
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Hypotheses H1-3, H1-5, H2-3, H2-4, H2-5, H3, 

H4, H5 were accepted, H1-1, H1-2, H1-4, H1-6, H2-1. 

H2-2, H2-6, H6-1, H6-2, H6-3, and H7-1, H7-3 were 

rejected. H6-4, H7-4 were partially accepted.

 

V . Conclusions

In this study, the subfactor effects of verbal commu-

nication and nonverbal communication  deployed by 

home shopping show hosts on purchase intention as 

mediated by consumer empathy and product reliabi-

lity were examined. Beauty products with high sales in 

home shopping were targeted. The results of the study 

are summarized as follows.

First, CFA was conducted to confirm that all factors 

were independent. The goodness-of-fit was signifi-

cant, indicating that an appropriate association had 

been developed on logical grounds. The convergent 

and discriminant validity were also confirmed. The 

SEM was examined, which showed that purchase in-

tention is enhanced through the development of em-

pathy and increased product reliability through verbal 

and nonverbal communication. Among the subfactors 

of verbal communication, paralanguage did not affect 

empathy and product reliability. Friendliness had a 

positive effect on empathy, and a negative effect on 

product reliability. This is thought to be because con-

sumers perceive that friendly explanations alone in-

terfere with rational judgments about product trust. It 

was difficult to obtain product reliability with the sub-

factors of verbal communication alone. Among the sub-

factors of nonverbal communication, appearance reli-

ability affected empathy and product reliability. Ap-

pearance attractiveness affected empathy positively. 

However, appearance attractiveness affected product 

reliability negatively, and if the show host's demon-

stration attitude was too skillful, it affected empathy 

negatively. It is interpreted that consumers perceive 

that the attractiveness or demonstration of a show host 

is due to the appearance and proficiency of the show 

host's demonstration rather than the effect of the pro-

duct. Verbal communication subfactors did not affect 

purchase intention directly, though nonverbal com-

munication subfactor did. The show host's appearan-

ce reliability indirectly affected purchase intention th-

rough empathy and product reliability. Verbal friend-

liness and nonverbal appearance reliability and attrac-

tiveness had an effect on product reliability through 

empathy.

Therefore, the show host may boost purchase in-

tention by eliciting customer empathy for the effect of 

products or problems described through the use of ver-

bal and nonverbal messages. Given that empathy and 

product reliability have an effect on purchase inten-

tions, it is important to employ verbal and nonverbal 

communication to elicit empathy and product reliabi-

lity from consumers. Given that the show host's friend-

ly and professional verbal message, and appearance 

reliability and attractiveness have a positive influence 

on consumer empathy, these factors should be consid-

ered critical. A show host with a high level of appear-

ance reliability would be ideal for goods that need high 

product reliability. If a show host is attractive or has a 

good appearance, and explains friendly, the reliability 

of the product would decrease. If product reliability is 

critical, a show host with an excessively attractive ap-

pearance would be inappropriate. Delivering the mes-

sage with high friendliness increases empathy but de-

creases product reliability. The method of delivery is 

determined in accordance with the communication stra-

tegy and characteristics of the product.

Appearance reliability of the show host affected 

purchase intention through empathy and product reli-

ability. Nonverbal factors did not show both the direct 

effect on purchase intention and the mediating effect 

of emphasis and product reliability. This is presumed 

to be because in the case of appearance-related prod-

ucts, if the effect is not visually seen, they are not pur-

chased.  Empathy affects product reliability, which af-

fects purchase intention. Friendly explanation, appear-

ance reliability and attractiveness affect product reli-

ability through empathy as a medium. That is, empa-

thy is a critical path for products that need a high de-

gree of self-involvement, such as beauty or fashion pro-

ducts. To improve purchase intention, it is vital to elicit 

a consumer's positive empathy and reliability toward 
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products, leading them to make a purchase. Show ho-

sts should acquire unexcessive friendly and profes-

sional  explanatory skills for products, appropriate and 

reliable appearance, and demonstration skills and atti-

tudes that do not look too skillful, deliver persuasive 

messages to consumers and elicit empathy. Therefore, 

show hosts should induce purchase motivation by mak-

ing suitable demonstrations for the situation, natural 

expressions, images, etc. fit the product image.

This study supports the communication process the-

ory. That is, based on the above results, applying the 

show host's communication process theory, the sender 

is a show host, and the encoded message is paralangu-

age, friendliness, professionalism, demonstration at-

titude, and appearance reliability, and appearance at-

tractiveness. This message is transmitted through the 

TV. The recipient, namely the consumer, causes a pur-

chase reaction by decoding empathy and product re-

liability. This reaction is fed back to the sender. The 

above show host's communication delivery model can 

be used as a strategic theoretical model for fashion re-

lated product sellers. In practice, it is expected that if 

an emotional interaction takes place between the show 

host and consumer, and the consumer's trust in the pro-

duct increases via effective communication, friendly 

and professional description, demonstration attitude, 

and appearance reliability, and appearance attractive-

ness. It can increase their purchase intention. Accord-

ing to the results of the TV home shopping purchase 

status survey, most consumers ordered in the middle of 

the broadcast, and many watched the broadcast by 

accident. In addition, they reacted sensitively to scar-

city messages such as quantity limiting factors and ti-

me-critical factors, and responded sensitively to time- 

critical messages more than quantity limiting messa-

ges. This is a similar result to the study of Kwon and 

Choi (2021). Therefore, home shopping consumers 

may engage in impulse or unplanned purchases, and 

even if they happen to see it, they can know that they 

purchase it after fully understanding the contents whi-

le watching the broadcast. In this regard, it was con-

firmed once again that the role of the show host is im-

portant. 

This finding may be used to improve the communi-

cation subfactor strategy and enhance the education of 

the show host. In a follow-up study, we will reveal the 

difference in the models according to the age of con-

sumers and the type of product. Future research should 

investigate the influence of live commerce's commu-

nication, which has recently emerged.
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