TVEHd MHIASEC &A=

The Effect of TV Home Sh

EISSN 2234-0793

PISSN 1225-1151

Journal of the Korean Society of Clothing and Textiles
Vol. 39, No. 6 (2015) p.899~909
http://dx.doi.org/10.5850/JKSCT.2015.39.6.899

2 JPPHSES0l T

Salos-

d
il

A
o

opping Service Quality

on Relationship Commitment and Customer Loyalty

-Fashion Products-

Keum Hee

HongJr

Division of Fashion Industry, Silla University
Received August 10, 2015; Revised September 15, 2015; Accepted October 14, 2015

Abstra

ct

TV home shopping maintains annual growth in the midst of harsh competition by numerous fashion ret-

ail channels. This study investigated the dimensions of

service quality of TV home shopping for fashion

products as well as the effect of service quality on relationship commitment and customer loyalty. Questio-
nnaires were distributed to consumers in their 20s to 40s who purchased fashion products via TV home
shopping in the past 6 months. A total of 240 questionnaires were put into the analysis. The results are as
follows. First, four dimensions of service quality of TV home shopping were found: convenience, economy,
entertainment, and information seeking. Relationship commitment had two dimensions of affective commit-
ment and calculative commitment. Second, the service quality of TV home shopping affected customer loyalty
through a relationship commitment. The predictors of affective commitment were entertainment, economy,

and information seeking; in addition, those of calculative commitment were economy and entertainment.
Third, both affective commitment and calculative commitment predicted customer loyalty to TV home shop-
ping. The affective commitment had more predictive power. The findings show that the service quality of TV

home shopping did not directly affect customer loyalty, b

ut they had influence through relationship commit-

ment variables. Entertainment and economy were the most powerful predictors among service quality dimensions.

Key words: TV home shopping, Service quality, Affective commitment, Calculative commitment, Custo-
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Fig. 1. Research model.
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Table 1. Respondents' TV home shopping purchase behavior

Purchase behavior Frequency (%) Purchase behavior Frequency (%)
i i _shi 1-2 148 (63.2
Smgle items (t-shirt, 44 (19.1) Purchase (63.2)
shirt, blouse, and others) frequency 3-4 54 (23.1)
Ca§ual clothes (trainer suit, 30 (13.0) énnrlzjiﬁts 5-6 17( 7.3)
shirt-pants set, and others) Over 7 15( 6.4)
Outdoor wear 8(25) NB 58 (27.4)
Purchased Sports wear 12(52) pEZcp]fa:efd PB 40 (18.6)
item Underwear 23 (10.0) brand Imported brands 98 (45.6)
Bag/purse 37 (16.1) Others 18 ( 8.4)
Shoes 52 (22.6) Below 49,000 59 (25.1)
Accessories (watch, necklace, Price range of 50,000-99,000 87 (37.0)
10 ( 4.3) purchased item
bracelet, and others) (KRW) 100,000-199,000 49 (21.0)
Others (hat, socks, and others) 14 ( 6.1) Over 200,000 40 (16.9)

Table 2. Purchase method through TV home shopping

Purchase method through TV home shopping Frequency (%)
1. Phone call purchase while watching TV home shopping 89 (37.1)
2. Phone call purchases: after first checking on the internet rather than immediately purchasing while watch- 37 (15.4)
ing TV home shopping
3. Purchasing online after checking the internet rather than purchasing while watching TV home shopping 61 (25.4)
4. Watching TV home shopping on a smartphone and purchasing on a smartphone 18 ( 7.5)
5. Watching TV home shopping online and purchasing online 35 (14.6)

o
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A 9l Z2#4E Tl AMOS 18.08.2 <Ta-
ble 4>14 14 QIEA 0= HZ3IT) o|& $5t
o] BAEEA4(AVE)Y E-3H4] 2] %= (composite reliabi-
lity)5 Attt gR14 et o] SR F o] At

~904 -
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IFL, TLI, CFI 2 3HE 2|27} 25 0.9 oo 2 582
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% CR(Critical Ratio)Zt=
ol FEEAT 182 S8 =
3t AE = ASolM = ZF 8918 Cronbach's afk
2 AR A E Al
8462 2 ER} vl F

+ .649, 810, .756, 801, .834, .601,
Paslo] 488 7 Ak
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TR B AT <Fig. 2>9] R4
ZARE AIeS B 47=320232 dF202 p=000, GFI
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Table 3. Exploratory factor analysis

Factors Ttems Factor Eigen Variance explained %
loading value | (Cumulative variance %)
. I prefer TV home shopping because it is convenient. .800 7.034
Convenience - - - 1.618
I can save time and effort when shopping by TV home shopping. | .762 (1 7.034)
Products on TV home shopping are available at a lower price. .848
Products on TV home shopping are available at discounted pri- 203
ces than usual. ’ 11.508
Economy - — 2.647
Payment method in TV home shopping is secure. .649 (18.542)
TV home shopping offers additional product compositions or val-
. .564
uable free gifts.
I prefer TV home shopping because it offers three-dimensional
. . 709
details of fashion products.
. TV home shopping tells me about the right fiber blend ratio of 650
Inform.atlon the wardrobe. . 2087 9.075
seeking - - - - (27.617)
I get valuable information from watching TV home shopping. 553
TV home shopping helps me decide on a purchase based on ac-
. 542
tual models wearing the products.
TV home shopping is directed to entertain viewers and it is fun 735
to watch. ’
Entertainment | TV home shopping offers a variety of notable features. 733 2.420 (;ggé)
Watching TV home shopping is refreshing. .673 '
I lose track of time when I watch TV home shopping. .584
I feel intimate when TV home shopping. 851
Affective - 12.511
commitment I am attracted by TV home shopping. .673 2.878 (50.649)
I enjoy shopping through TV home shopping. 587
Other types of shopping (versus TV home shopping) require more 766
Calculative | time and money. ) 1.964 8.539
commitment | [ should forgo many benefits of the channel I use now if I switch 703 ' (59.188)
to another TV home shopping channel or shop in stores. ’
I will make another TV home shopping purchase. 774
It was a wise decision to purchase fashion products by TV home
Customer honpi 671 10.765
shopping. 2476
loyalty — - - (69.953)
I am willing to continue to use TV home shopping. .630
I am willing to recommend TV home shopping to others. 607
=901 IFI=.953 TLI=.940 CFI=.952 RMSEA=.049% L}E} 3ol AW vFH S =7)w AaF oz Fgo] 9l
U Age Ao yebstth 22 2 A R T =7 FAE Yol 2 v AAFH =T} mopithE
£ AW E S HoAF = t5 A5 (squared multiple AL & F Atk
correlations)Zt-g BH, &4 IASATE 772, BA ZAEY tisk Au|aFFe] JIS BH FAH
A EUZ 564, A U2 44002 Aol v Edole S84 (474)3 AAE(277), BEA(213) &
=S o 14, TVE4g o] o] BAE 7} BaL

=

SEO
2 JFe ™
A=}
RN

<Fig 2> B, ARZEA M7 BABGS ) AR mgo] Hr 0BQ) A% AnE AT
MeE slo] 2AE0) QS nAE A0 Yedtth, sl uo APl RS Puls BohHe 4
= gagel AuzEde) $patia dld 2 a4%  BrAelu AR Eol Tl F4go] F4Hol 4
HER ololAi o] ofle} M AEAR A3 TVE  AA9 o2 1l 34A 29E she Ao% e
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Table 4. Confirmative factor analysis

Construct Estimate S.E. t-value Sta.ndardlz.e < AVE CR Cronbach's o
factor loading

Convenience 2 1 703
.637 7178 .649

Convenience 1 .882 133 6.619 .686

Economy 4 1 .676

Economy 1 .829 103 8.016 .628
.529 817 .810

Economy 2 1.102 119 9.241 740

Economy 3 960 .109 8.796 .682

Information 3 1 .706

Information 2 878 107 8.226 .606
.543 .828 756

Information 1 831 105 7916 578

Information 4 1.175 122 9.615 735

Entertainment 4 1 783

Entertainment 2 .678 .074 9.196 .600
724 .830 .801

Entertainment 1 .644 .067 9.548 628

Entertainment 3 1.019 .080 12.681 825

Affective 3 1 838
Affective 2 858 .072 11.993 722 .633 .890 .834

Affective 1 .892 .088 10.152 815

Calculative 1 1 .621
463 633 601

Calculative 2 1.108 .149 7.437 .689

Loyalty 4 1 835

Loyalty 3 945 .064 14.743 .836
.687 .897 846

Loyalty 2 668 .058 11.566 694

Loyalty 1 714 .062 11.604 .694

Convenience [ ~~_ _

Affective
commitment

S09*H*

Customer
loyalty

Information

seeking AB5Hxx

Calculative
commitment

P
Entertainment 386

— Significant relationship
------ Non-Significant relationship

#p<.05, ¥p<.01, ¥*%p<.001, Tp<.1

Fig. 2. Structural model (standardized coefficient).
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AV FEES Mo uE HaFE AA|E AFEA 7] o]-& 53 AlatkE &Y 9] 7tasiM = ol ek
o} R &9 24 E 52 53 dAdE tist o] Aol A 71 2-1, 2-2= A A= YT}
HRAZ GA] TVELRF te A F B4 E0l
£ Aoz bt va E
I3 AL Bl MulAa B4 3 A4 (568)
3} QA (386)t0] Froldt JakS mFlom, £3) A LEY HAFEIAE 702 AR ¢ o) My
2de] Jgko] 2 F o2 Yelgt). o] A1l &9 o APt BrFs e vE X EsA A 54 fEAd
olFo] Atk AZFsAY H7HE el AEAd ol AR of] thak Anjxte] IAFAHEE 7|7 A o7
Fol] & v 18] ALY tlFAEHo| kst AR Yk 2B o] 9ol = TVELRE LS mid A
27 W) TVEL o] thk AlAy B91S ditte A S 31 Qo] B As Ut f5AE Sl TV
S ¢ & Ut olu L E Fofdt JFS viHon o] AR w7 o] TVE L o] Alg-8hs AH] 2~
2 TVELTe] 987¢ AZ3} A S AT B FHE 53 AvAte] BAEYC Joka B, s AA
g7 Bod g2 f5o 29 HS v AlnkE B9 EL TR TVEARF L Mu|2~Eda) AAEY &
T oAt A 47t Tk FA L AAS Golr v} 33T o] 2 Bl A= 670
olo]] H]ale] WA W= AAF B3} ALtE 2 4 5 TVERTS B3 A EEE 28)e 7
Y 25l fodt FES vXR gsit) wEhd He 3 Ao Y= 2040t AHAS OB HEAH O
23 o)L AvRte] TVELY IAEY A JaFe v 2 AEE P39 F 240571 AEEA o] AHE-E|
o] o] F-e ot s e &= Ut o] A= Lee Rown, AT dse v 2t
(2011)2] AollA] TVELRT o] 85 7] Tl WX 5 1. TVELES 54 52 Frjshs fAaxEL A
717} 7P B0 e Eo M e HejAd o] g gke] 7t B2 5o vhEo 2 /A= s~105 Aoz g B
A =9 AFE xpo] S Helth 2 H 28l & Fig=
o] ZghEo] Z zho) 7 Aol E HolA An|x 2. TVELT O FudbEe TVE FaS B Fo
ZAZ TVERF L IAEYS o] ZWrdE = I Aol Az Frfjsle A7 7P Bekon, o
sl AS & 4 Uk tgo] TVE E43E & 3o egul oz A3kl sl
ool A M 1-1, 122, 1-6& 7]1ZF= 2, 714 143, 1 QeI o 2 FudhE A2 UERT
4, 1-5, 1-7, 1-8& AR = AT}, 3. TVER O MU e Holy, AAA, HA,
283 BAEYY TVELY FAE thsh 93k LA Ml 2oz Uelgton AAI QLS M H
M AME B3 AMNE BYo] BF G v th B AL Bl 7)) Aoz YERdT)
I FAME A BYo] A Edrn Jo] o 4. TVELTD ARAZALS AAEYS B A4S
& Ao=2 Yeytt upeha] A sge] il o2 o] J&F2 v e Aoz el ZAF 23 A
WAFEAL R Ag]|go] Aty 7= ALy & 2bA B9l mErL JekS mAth AME Bl o
JETE TVERT ) thall S0 A= vz s = A, 73A, A Aol Y v o, ALkE Blole
e ZAE BYol F o 4% FALF HY wU= AT 2 2o S vx
RS & S Atk o] AF= Ryou(2009)2] AollA TV o]l AFAZA HEo] TVELS AH|=FE
Ea¥ AR FuiAge 984 HERTE HEys PAEYS WASE sl FAx IS
gzo| 3 A<l B o8] ATty Ay uzon, 53 QA AAAL] Jao] E o=
Tz} wghs o] gt} ek 25 o S| yehstth 2 Aol whg A2 A" dEke
dEo] Xt AA ol A Ag-3h= Au] 288l o] 1] o3} 7t
s A H e A o] = $= e WS dEE S AR, TVELTE FAENE FART ZA 7 299
HEH @47 LuxjofA U vjH S w74 3 Jgko] Zith AMH B9 Folnt QAo & uj
o A B wolvhd E4d FAEE BY 5 9 YUehgoerg TVvELRDS ZE7A 0 o34 d&3
£ Aoz Yt oju) AlabE E9lo) %F3} 3] A 3 BAYE AT Fart Ik Fago o
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