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ABSTRACT

This study develops measurement items of emotional input components in addition to sympathy
and empathy criteria, which have been used in preceding studies, and clarifies the effect of TV
home-shopping consumers’ emotional input on purchase intention to determine the purchase in-
tention through the empathy of TV home-shopping consumers. A survey was conducted with 324
women in their 30s to 50s who had experience purchasing beauty products through home shop-
ping from July 20 to August 21, 2017. We use the statistical programs SPSS 21.0 and AMOS 18.0
for material analysis. Cronbach's alpha is used to test the reliability of the items, and frequency
analysis, exploratory factor analysis, regression analysis, and confirmatory factor analysis are con-
ducted to verify the validity and reliability of the developed items. By analyzing TV home-shop-
ping consumers’ emotional-input components, the items ‘product use effect empathy’, ‘user appear-
ance characteristic empathy,” and ‘advertising model empathy’ are derived. The entire demon-
stration of these 3 components is found to be 73.76%, and the reliability coefficients of all these
factors are over 0.9, so internal consistency is secured. Additionally, we analyze the confirmatory
factors of these empathy-measurement items, and reliability and validity are secured for the 13
items that are made to measure emotional-input components. Regression analysis is conducted to
clarify the effect of home-shopping consumers’ empathy on the purchase intention of beauty prod-
ucts, and a significant effect is found in every component of derived empathy. This study com-
pares standardized beta values. ‘Product use effect empathy’ has the highest value, followed by
‘user appearance characteristic empathy’ and ‘advertising model empathy.” TV home shopping will
be used as a useful reference to grasp various psychological characteristics of consumers by reveal-
ing emotional-input components beyond simple information that is presented to viewers.
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{Table 1> Composition of Measuring Tools

Factor Question References
I felt that product demonstration of home shopping host would make a difference
Park, 2014
for me.
I could know the advantage of a product that host tries to explain. development
Product explanation of host made me feel that product is for me. development
I felt that changes which product makes could happen to me as well by the
. development
demonstration from host.
Host's demonstration about the product seemed to be talking about the product I need. | development
Product I feel sympathy toward people’s changed appearance in home shopping advertisement. | development
ffect I felt that I could change too, as watching changed appearance of people in
effec ) development
empathy advertisement.
I felt that desire that host explains seemed to be similar to that I experienced (or
. Soh, 2014
capable of experiencing).
I felt that emotion that host feels seemed to be similar to that I experienced (or
. Soh, 2014
capable of experiencing).
I felt that situation in home shopping advertisement is similar to my experienced
. . . ) Soh, 2014
(or possible to experience) situation.
While listening to product demonstration of host, I felt that there would be a
. development
change like the model.
Product explanation of home shopping host seemed to be talking about my face problem.
Product explanation of home shopping host seemed to be talking about my skin problem.
Product explanation of home shopping host seemed to be talking about
User characteristic of my skin.
appearance ; ) - -
... |Product explanation of home shopping host seemed to be talking about my hair problem. | development
characteristic
empathy Product explanation of home shopping host seemed to be talking about characteristic
of my face.
Product explanation of home shopping host seemed to be talking about characteristic
of my hair.
Kim, 2015
I felt like I am one of the people in home shopping advertisement. Park, 2014
Soh, 2014
Advertising |l felt as if [ am in the situation of advertisement. development
model Kim, 2015
empathy I felt the situation described in advertisement is same with my situation. S;r}?" 201:
Kim, 2015
I felt situation in advertisement is actually happening in my life. Park, 2014
Soh, 2014
I felt there was something similar to me in the appearance of the host of home .
. Chung, 2013
shopping.
Rem(?/ed I understand how the home shopping host feels through the product. Chung, 2013
question

The product description of the home shopping host felt appropriate.

development

I thought the product description of the home shopping host was what I wanted.

development
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(Table 2> Exploratory factor analysis on empathy measurement items

Factor Question Factor |Eigen |variance| Cumulative |Cronbach’s
loading | value | (%) |variance(%)| Alpha
I felt that product demonstration of home shopping 830
host would make a difference for me. ’
I could know the advantage of a product that
. . 780
host tries to explain.
Product explanation of host made me feel that
. 765
product is for me.
I felt that changes which product makes could happen 763
to me as well by the demonstration from host. ’
Host’s demonstration about the product seemed to 751
be talking about the product I need. ’
I feel sympathy toward people’s changed 797
Product appearance in home shopping advertisement. ’
effect I felt that I could change too, as watching 799 11.879| 56.565 56.565 953
empathy |changed appearance of people in advertisement. o
I felt that desire that host explains seemed to be
similar to that I experienced (or capable of 697
experiencing).
I felt that emotion that host feels seemed to be
similar to that I experienced (or capable of 638
experiencing).
I felt that situation in home shopping advertisement is
similar to my experienced (or possible to experience) 636
situation.
While listening to product demonstration of host, I 508
felt that there would be a change like the model. | ~
Product explanation of home shopping host 836
seemed to be talking about my face problem. ’
Product explanation of home shopping host 833
seemed to be talking about my skin problem. ’
User Product explanation of home shopping host seemed
appearance |to be talking about characteristic of my skin. 817
. - - 2.476 | 11.789 68.354 928
characteristic |Product explanation of home shopping host 799
empathy [seemed to be talking about my hair problem. ’
Product explanation of home shopping host seemed 789
to be talking about characteristic of my face. :
Product explanation of home shopping host seemed 767
to be talking about characteristic of my hair. ’
I felt like I am one of the people in home shopping
. 826
advertisement.
Advertising |l felt as if I am in the situation of advertisement. | .811
model I felt the situation described in advertisement is 735 1.240 | 5.907 74.261 912
empathy [same with my situation. ’
I felt situation in advertisement is actually 634

happening in my life.




2}

=13
=

Hlze] 7gely) A

s
N

T
zh

o

ofu

W

o]
N
Ko
el
ol
of
ol
ﬂmo
7U
o
g
pukl

3kl

(Confir-

1=}
24

]

Ptk #lellA

9|

g4 29

AMOS 18.0< ©]-&3k

9

Azt

oy
a

matory factor analysis) S AA|

0
5
~

el

‘mo

W

o

et

w2}

2 LA

o e

2 w70

1 A% olE

=
™~

.54
.59

User appearance
characteristic empathy

Praduct effect

.80

[ ] ] ] =] = c
§ [ls I8 |I18nll8e S ||s S i
"D | [ 9| [ | = = =™ =
ol Fa e R R B RN g &
s |e | e 1@ || o B &

—
)
(=]
=]
v
o
oF
©
1
b
°
&

-
Sndy
3523
oS ano
__hmh

L L
E{CR-gv]

IFI=0.925

RMR= .052

Advertising model
empathy

™| Q|

@ | e

= g —

2 e 8

= N L ]
ol @ W
Qoenf (Den | L
= =] =

< -, o

@—
€2
e

{Fig. 1) Results of a confirmatory factor analysis of the concept of empathy composition



Rkt 25684 THE

Age WA AYHNAST FARAT B
S AZ37) 99, gaA 29 B¢ 299 21
2ol delA Held AN QNS 1
Az 27 Bl e 8495 2oy w9
58 ARG (x*=1437.465, df=186/p=.000, GFI=

689, RMR=.092, IFI1=.817, CFI=.816)& %7
Zo] BaEx o} HEFHOE QolRa ng

B
FE(L¥1-6, 1-7, 1-8, 1-9, 1-10, 1-11, 2-6, 3-4
TPe AA F 788 ZdS & $A4 2

[¢]
o
1S AR, B4 sAns 2%k 2y

872, RMR =.052, IFI=.925, CFI=.924, TLI=.905

2, GFI, IFI, CFIL, TLI, NFI7}
FEY VE 5

=

B 80 olAe=w

ol F= A eKFig. D.

(2) 54 SAEIS AT Al 24
4 AAA
ooz AF H 139 AR B o
T Aoy 80s AFTHOE AFE] HH
S98AS AAAEAY. O A3 IRF 1014
< 71FoE WYHs A o FAE BAS
s Ax, F e 890 FEE UK Table
. AA H TFE A U FIES MY
o tigh g4A 8Q1EA Y FUg 8o

(Table 3> The result of re-implementation of analyzing emotional input component using verified measurement items

Factor Question Factor |Eigen |variance| Cumulative |Cronbach’s
loading | value | (%) |variance(%)| Alpha
Product explanation of home shopping host 876
seemed to be talking about my skin problem. ’
Product explanation of home shopping host 358
User seemed to be talking about my face problem. o
appearance |Product explanation of home shopping host seemed
characteristic [to be talking about characteristic of my skin. 853 | 3917 | 30.134 30.134 921
empathy  |Product explanation of home shopping host seemed 799
to be talking about characteristic of my face. :
Product explanation of home shopping host 744
seemed to be talking about my hair problem. ’
I felt that product demonstration of home 843
shopping host would make a difference for me. o
I could know the advantage of a product that
. . 840
host tries to explain.
Product Host's demonstration about the product seemed to 811
effect be talking about the product I need. ’ 3.771 | 29.011 59.145 926
empathy  |product explanation of host made me feel that 786
product is for me. ’
I felt that changes which product makes could
happen to me as well by the demonstration from | .746
host.
I felt as if I am in the situation of advertisement.| .844
Advertising |I felt like I am one of the people in home shopping 837
model advertisement. ’ 2.642 | 20.320 79.465 907
empathy |[ felt the situation described in advertisement is 761
same with my situation. ’
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oF &M, AVE(HFEAFE) el 05 ool B oAge AlLEE AEALL R TRA, AE
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o] 0501 ® WET w3 FEoIth CR. 3 ol2d WA 93 =aA A ulz} HE s
{Table 4) Validity of intensive on emotional input measurement items
Configuration Nonstandard SE. CR. p Standardization AVE
Concepts factor factor
Question 1 1.000 - - - .868
Question 2 1.019 0.457 20.530 .000 901
Product effect 70 tion 3 0.946 0.047 22.226 000 850 928
empathy
Question 4 0.935 0.050 18.746 .000 815
Question 5 0.854 0.047 18.014 .000 796
Question 6 1.000 - - - 927
User appearance | Question 7 0.988 0.036 27.287 .000 910
characteristic Question 8 0.846 0.037 22.876 .000 849 911
empathy Question 9 0.789 0.041 19.126 000 780
Question 10 0.827 0.050 16.609 000 723
Question 11 1.000 - - - 917
Advertising model 7o) 00 0.939 041 22,812 000 880 897
empathy
Question 13 0.892 043 20.603 .000 834
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(Table 5 Validity of distinction on emotional input measurement items

. . Product effect User appearance Advertising model
Configuration Concepts . AVE
empathy characteristic empathy empathy
Product effect empathy 1 928
User appearance

0.292 1 911

characteristic empathy
Advertising model empathy 0.490 0.348 1 897

HAE A

o

A=

e

gelstglet,

G) ZHARE AF

WAk REst Al REZ x* zpolE w]iLE)
o FHEIGA S A23 A, YdnEHo T ST
7F 12be7h & W, xF o)zt 384 ol4teld EA
Hog foati, 1083 olAtelw p=0001 =l
A frolsith B RdoA df=000 ¥ 9, x*=35.1
E p=0.000 FFolA g Aozt vpERRT
(Table 6). we}A vlA| et 23} A re7he] v
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ol/Fe] BAH QiAo 1A QIEA A
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—LIOE‘
3:

{Table 6> Comparison of model fidelity on unrestricted model and restricted model

o #go| 2ARYe] AFHYOM, GY 2900
2 #25tHTable 7

Anhe AVEE e F2RS AF 8T
Aok, U F43 AWAL REFES olv
A7t QAW FuhsA B, e FageH
Bojsls HEAES ART AT, Ve Fa3
AN REGES BoE T @ Azl A,
e 902 B9 B HEUNES T
wztel QUtk, e Faded REAES th
T gzl v, e TVELBM FA%
HES HUAES A0 A7 At 9
o, e BAAA FUE HEGES B2 A
oA 39 Aok, e FaRlM 1Y
HERES £ 42 02 ARAA ool @
Rolek, e TVELYAA 78 HEAES
TE ARgIA AT el Utk #d BY
2 FAHe YonE olF TrdEE sl
ST H:7314). 2919 AR 45 T314%
2 Uehgon, BE 299 AHE AFE 09]

model x? df Ax2 /df)
Non-restricted model 679.7 87
Full metric invariance 714.9 88 351/ 1
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(Table 7> The result of beauty product purchase intention factor analysis

Factor Question Factor |Eigen |variance| Cumulative |Cronbach’s
loading | value | (%) |variance(%)| Alpha
I will use home shopping often. 904
I decide to purchase if image of home shopping host 904
and beauty product match. :
I would like to use beauty product being sold at 397
home shopping. )
I would buy the beauty product if I see it at home 890
shopping. '
I would buy beauty product through home shopping 878
—_— from now on. ’
urchase
i 73 3 3 9
intention I am going th purchase beauty product at home 877 314 7314 73.14 .95
shopping again.
I trust product that TV home shopping 859
recommended, and have intention of repurchasing. ’
I recommend the product I bought at home shopping
813
to others.
I will tell other people about good part of beauty 774
product I bought at home shopping. ’
I have intention of introducing the beauty product I 746
bought at home shopping to others. ’
gre wA= ¢S g7 3 FARAHS 4 ot S mAE ZHOE UeyT xFEstd
Attt TVEad Anzke] 7Hgely) 850 Wer #s Hlws EW CAEASET FEA
FEAE Foiesd vAE JFS #Hel7] A6l 7V A, SFARY I AE AREA 9R
Aol Pl 29S SYRFE, RENFE T 5 IOV £02 vekdth ok FHolYel
MIEE FEUSE so] HALNS AASFAT Gyl HWA A5 9FS = Kim & An
(Table 8 o) AT FAG Asfolth FEALES T2
I 23 52 ° Z2AYge BE 8]l 4o 7S TVELY AHE Tt AF AR

{Table 8> TV home shopping consumers on purchase intention of beauty products

Dependent variable Independent variable B t
Product use effect empathy 557 12.873%**
Advertising model empathy .236 5.456%**
Purchase User appearance characteristic 184 L958%
intention empathy
R? 400
F 71.204%**
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