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Customer Satisfaction on Internet Commerce vs. TV Home Shopping
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Abstract

Direct marketing in the form of Internet
Commerce and TV Home Shopping became the
focus of concern for Korean companies. Despite
the importance of research in these interactive
systems, few studies have been performed on the
consumer behavior in TV Home Shopping.

This study explores what factors consumers
perceive critical in these interactive systems, and
analyzes the difference in consumer perception

with respect to these critical factors.
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