482 e =RA) A299W A43, 20249 79 (JBE Vol.29, No.4, July 2024)

UHt= (Regular Paper)

HRE 8| =22 A29W A43, 20249 72 (JBE Vol.29, No4, July 2024)
https://doi.org/10.5909/JBE.2024.29.4.482

ISSN 2287-9137 (Online) ISSN 1226-7953 (Print)

TVELY o]&749 ghold AnxRe A oce

&40, 4 4

>

L =

;(O o T )

o
X
o

Analysis of Factors Affecting TV Home Shopping Users' Switching
Intention to Live Commerce
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Abstract

This paper aims to provide an analysis of the factors that influence the switching of TV home shopping users to live commerce
services based on the PPM(Pull-Push-Mooring) model. For this study, we used a professional research firm to survey 239
respondents, and analyzed the results of 239 surveys. As a result, inferiority in usefulness and inferiority in usability of TV home
shopping as push factors had a positive effect on dissatisfaction of TV home shopping, and dissatisfaction had a positive effect on
switching intention. Interactivity and enjoyment of live commerce, which were set as pull factors, had a positive effect on
immersion, and immersion had a positive effect on switching intention. As such, the switching cost set as a Mooring factor had a
negative effect on the Push and Pull factors that showed a positive relationship with the switching intention, showing a moderating
effect. switching cost independently had a negative effect on switching intention, and when combined with the push factor, it
changed the relationship with switch intention, which was originally positive (+), to a negative (-) relationship. However, when
switching cost was combined with the pull factor, it had no relationship with switching intention.

Keyword : TV home shopping, Live commerce, Push-Pull-Mooring Model, Switching Intention and behavior
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Table 1. Difference between TV home shopping and live commerce
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Division TV home shopping

Data shopping

Live commerce

Service medium Pay broadcasting

(CATV, satellite broadcasting, IPTV)

On-line medium
(portal, SNS, special app etc.)

Service model Channel Contents
Broadcast programming Real time Non real time Non real time
Interactive X o (0]

Jurisdiction law Broadcast Act

Telecommunications business act, Electronic commercial law

License regulation Approval system

Report system

Expression regulation

Strong regulations (contents are regulated by the
Broadcasting Act, regulations on product introduction,
and deliberation on sales broadcasts)

Weak regulation (Application of general regulations in
accordance with the Act on Fair Labeling and Advertising)
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Table 2. Measurement items for variables

Construct

Operational definitions

Inferiority in usability

It is difficult and not convenient to use TV home shopping, so it requires a lot of effort to use it

Push | Inferiority in usefulness

When using TV home shopping or purchasing products through it, it does not meet expectations

Dissatisfaction

It is a state of mind that does not meet the expectations of TV home shopping and is not satisfied in general

Interactivity The extent to which two-way communication between performers and users of live commerce is possible
Pull Enjoyment The fun and interesting feeling of using live commerce
Immersion When using live commerce, you can't feel other things by focusing on the content

Mooring Switching cost

The disadvantages you should pay when switching from TV home shopping to live commerce

Switching intention

TV home shopping users are more interested in live commerce and want to use it
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Table 3. Operational definitions of variables

Construct Measurement item

| don't think it's convenient to use the TV home shopping service

irl]nzesr::)rilltii/y How to use the TV home shopping service is not clear and easy to understand
TV home shopping service requires a lot of effort to use
| don't think TV home shopping is useful for purchasing products
Inferiority TV home shopping is difficult to shop quickly
Push in usefulness | don't think TV home shopping gives me much profit

TV home shopping does not provide information that allows me to make better product purchase decisions

Overall, | am not satisfied with the purchase of products through TV home shopping

The TV home shopping service does not meet my expectations

Dissatisfaction
The payment method of TV home shopping is inconvenient

TV home shopping does not respond quickly and deeply to users' reactions

Live commerce allows real-time communication between viewers

In live commerce, you can talk to the influencer through the chat window

Interactivity
In live commerce, you can exchange product review information with other viewers in real time

You can get feedback on my shopping-related questions in real time on live commerce through the chat window

| have fun using live commerce

| am interested in using live commerce

Pull Enjoyment
| get a refreshment through live commerce

Live commerce is like entertainment to me

When watching live commerce, | think | tend to focus on the contents of the broadcast

While watching the broadcast on live commerce, you won't get distracted other than shopping

Immersion
You won't really feel like time has gone by while you're watching the show on live commerce

I will immerse myself in shopping while watching live commerce broadcasts

If 1 use live commerce, | will not be able to use the accumulated mileage accumulated in home shopping

Mooring Switching cost
If | use live commerce, | will lose the same preferential treatment as in this home shopping

| would like to use live commerce rather than TV home shopping service when purchasing goods

| want to spend more of my time and energy on live commerce than on TV home shopping

Switching intention
I'm more interested in live commerce than TV home shopping recently

When | purchase something, | am more likely to purchase it from live commerce in the future
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Table 4. Demographic characteristics of the sample
Division Frequency Percentage(%)
Sex Male 98 41%
Female 141 59%
20s 45 18.83%
30s 82 34.31%
Age 40s 79 33.05%
50s 19 7.95%
Over 60s 14 5.86%
Less than 1 million won 35 14.64%
Less than 1 to 3 million won 89 37.24%
Income
Less than 3 to 5 million won 98 41.00%
More than 5 million won 17 7.11%
High school graduation 32 13.39%
College graduation 102 42.68%
The master course 25 10.46%
Education level
Master degree 14 5.86%
Doctor course 48 20.08%
Doctor degree 18 7.53%
Less than 100,000 won 14 5.86%
Average monthly live commerce Less than 100,000 to 500,000 won 198 82.85%
consumption Less than 500,000 to 1 million won 20 8.37%
More than 1 million won 2.93%
Less than 100,000 won 2.51%
. Less than 100,000 to 500,000 won 2.93%
Average monthly TV home shopping —
Less than 500,000 to 1 million won 206 86.19%
More than 1 million won 20 8.37%
Offline 15 6.28%
v 26 10.88%
Live commerce main shopping medium
Mobile 188 78.66%
PC 10 4.18%
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Zo) A7 BEE ojujad, A4 AEMESe Ay vy AFE 2 OPNOE YT A W4T & dE A4
2 0|2 Ao] TP AFAlolTh whEh A HEws A LFE grdnt ol S0 gl 9 vIAH,
£ 47 BEE gelol Aok AL dE(skewness)t AT R W AT o) ALS A= AAE 2
A (kurtosis) B 71AE Selsjol sinl, gEs Az @4 Atk mebd SOUWANE gaAA A ey
+1.9658 233W I 0T Ay, L= 02 2 < 3] 3 FE 24 Aol o] AHAsATh
b Fogre 7 sasit A 4= A= 7 59 TS A7) feiME ATFAA GA
7). 71 AT A ngE AU AR BAL 93 AF A RAds Tt SHUSFE A% SEYS TSHUFE
A3 B S Asfahe F44 99 4 B, 2A% 40 AT RIS RS AR AVIE 248l 248
2 AL 4 B ZAC 4 Ba), 29 3wz © 2ol FYWNMBAE ALATIE A el
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Table 5. A review of normality
Observational variable Average i:?,?;?;: Skewness Kurtosis
Inferiority in usefulness 1 3.75 1.488 1.256 .335
Inferiority in usefulness 2 3.83 1.347 -.037 -.323
Inferiority in usefulness 3 3.69 1.353 .072 -.180
Enjoyment 1 3.69 1.748 .056 -918
Enjoyment 2 3.72 1.773 -.002 -.960
Enjoyment 3 3.13 1.484 .560 .008
Interactivity 1 4.62 1.676 -.490 -.654
Interactivity 2 4.38 1.651 -.326 -.803
Interactivity 3 4.46 1.697 -447 -.547
Inferiority in usability 1 3.59 1.384 -.010 -437
Inferiority in usability 2 3.62 1.414 -.065 -.597
Inferiority in usability 3 3.66 1.402 .040 -.331
Dissatisfaction 1 4.17 1.636 -.017 -.560
Dissatisfaction 2 4.56 1.589 -443 -515
Dissatisfaction 3 3.70 1.517 135 -.520
Immersion 1 4.15 1.616 -.254 -.657
Immersion 2 4.17 1.622 -.257 -.704
Switching cost 1 4.15 1.578 -.018 -.787
Switching cost 2 4.35 1.559 -.116 -722
Switching cost 3 4.16 1.575 .046 -.834
Switching intention 1 3.68 1.632 -.025 -.999
Switching intention 2 3.51 1.621 A1 -.787
Switching intention 3 3.74 1.670 -.005 -.879
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Table 6. Total variance described(extraction squared sum loading)

Sum Variance Accumulation

15.334 33.774 33.774
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Table 7. Reliability analysis results
Variable Number of questions Cronbach’s Alpha DG.rho Eigenvalue
Inferiority in usability 3 0.946 0.965 2.71
Inferiority in usefulness 3 0.919 0.949 2.58
Dissatisfaction 3 0.824 0.896 2.23
Enjoyment 2 0.93 0.966 1.87
Interactivity 3 0.884 0.929 2.44
Immersion 2 0.924 0.963 1.86
Switching cost 3 0.926 0.953 2.62
Switching intention 3 0.938 0.96 2.67
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E 8. PLS 7ZEEo| 23 MEE
Table 8. Model fit of PLS structural model

) Composite
Variable R2 Ry AVE Redundancy
Inferiority in usability 0.000 0.902 0.902 0.000
Inferiority in usefulness 0.000 0.861 0.861 0.000
Dissatisfaction 0.333 0.742 0.742 0.246
Enjoyment 0.000 0.934 0.934 0.000
Interactivity 0.000 0.810 0.81 0.000
Immersion 0.391 0.929 0.929 0.363
Switching cost 0.000 0.695 0.695 0.000
Switching intention 0.442 0.888 0.888 0.361
GOF 0.560
¥ 83} ko] PLS FXEYol e AL PRl veh} JERYS) AYRE Fold $Folth AA, 7 7
A%, AR AYE, Jelw PGS BAEY  Alde) BAAREe S405) e Wssel 47
FR2)9l thal FrHTh A, FREEA 2] AAA 03 ol oR YedTh ol AHRE EE TANYRAW
9l AR StoneGeisser Q2 test SAFO RN W} AZ 2] Fabol) et Aol AAQ 0.1€ ZA}EE T
H FE OR AHY £ ok o] AxE TEREF ¥l AR g3 238 2500
SAFEFO 2N FEEFE IS dephn, 7154 8 Bl A JarEaEse AFel A
£ 584 glo] BE 4ol Bk 38 ol BE G 2] ARASRY Eolo} Ak AVES) AIFE gkl 4
2 ey] e TEEPY A4 REE fosith ASRn 2 202 tehkon, 2E 29l 7o) 4a
£4), LS| 2R A4 AFEE RE S o FEOAVE % F /P 3 2k o Bz oF
BAARERY) ) B 250 AEE FF AN A FAVL S g Ao wHEow AnAe
AFZOR AFATh o] AFES) A7)E A2 01 ool FAES el Wl Bho] GREAT, ¥4 AR R
H HEd, PLS ARR 9 AA ATE AF7L 056022 E AL vEe W gygsE dud A0% Yy
B9 AU Zio| AlpisE
Table 9. Correlation matrix between constituent concepts
Division Infenor.lt.y in, | Inferiorty in Dissatisfaction Enjoyment Interactivity Immersion Switching Smtchlng
usability usefulness cost intention
Inferiority in usability 0.950
Inferiority in usefulness 0.337 0.928
Dissatisfaction 0.562 0.306 0.861
Enjoyment 0.521 0.273 0.601 0.966
Interactivity 0.480 0.003 0.325 0.400 0.900
Immersion 0.572 0.305 0.668 0.596 0.412 0.964
Switching cost 0.071 0.071 0.180 0.157 0.095 0.210 0.834
Switching intention 0.554 0.265 0.583 0.673 0.384 0.578 0.093 0.942

Note) p<0.000 between all variables, diagonal number is the square root of AVE

A 24 493




494 =5 A299W A43, 20249 79 (JBE Vol.29, No.4, July 2024)

1071 2% 23
Table 10. Hypothesis test results

. Original Mean. Perc Perc. t-
Hypothetical path s Boot Std.Error 025 975 value Pr(>|t])
Hypothesis Dissatisfaction 0.695 0.632 0.202 0226 | 1.001 | 4780 | 0.000
1-1 — Switching intention
Hypothesis Inferiority in usability 0.521 0.522 0.051 0420 | 0620 | 9210 | 0.000
1-2 — Dissatisfaction
Hypothesis Inferiority in usefulness 0.127 0.129 0.013 0014 | 0264 | 2250 | 0025
1-3 — Dissatisfaction
Hypothesis Immersion 0.285 0.352 0.156 0.071 0697 | 2040 | 0042
21 — Switching intention
Hypothesis Interactivity 0.207 0.209 0.061 0.061 0093 | 3740 | 0.000
2-2 — Immersion
Hypothesis Enjoyment
_ 0513 0.511 0.062 00624 | 03758 | 9260 | 0.000
2-3 — Immersion
Hypothesis Switching cost 0191 | -0.163 0.175 0191 | 0466 | 2380 | 0018
3-1 — Switching intention
Hypothesis | Dissafisfaction x Switching 0547 | -0.447 0.283 0284 | -0965 | -2.620 | 0.009
3-2 cost — Switching intention
Hypothesis | Immersion x Switching cost 0120 | 0.0234 | 0215 0421 | 0434 | 0628 | 0530
3-3 — 3Switching intention
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Table 11. Causal relationship between switching intention and age

Predictor Outcome Estimate

95% Confidence Interval

Std. Error t-value P Lower Upper

Age Switching intention 0.233

0.103 2.264 0.024 -0.435 -0.031
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