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Apparel Purchasing Behavior of Cable TV Home-Shopping Viewers

Yang Suk Ku and Ju Young Kim
Dept. of Clothing and Textiles, Kyungpook National University, Taegu, Korea

Aabstract : The purpose of this study was to identify characteristics and consumer attitude on purchasing apparel of
Cable TV home-shopping viewer. A questionnaire was developed to measure watching attributes, consumers' attitude and
actual purchasing condition of Cable TV home shopping, and demographic variables. The questionnaire was administered
to 277 adult, and the data were analyzed by using frequency, crosstab, t-test, ANOVA. The results of this study were as
follows: 1. main view time were 3~5 p.m. 11 p.m, 10~12 a.m. home shopping through Cable TV. Women's main terms
were afternoon, whereas men's main terms were night. Chiefly view program was about apparel and fashion items. The
reason why they watched the home-shopping channel was to purchase more cheaper items. 2. Favor about Cable TV
home-shopping was relatively affirmative, but purchasing intention through home-shopping was still negative. But affir-
mative response was gradually increasing a few years ago. 3. Purchasing experience through Cable TV home shopping
was 61.0% and clothing purchaser within recently 6 months was 28.5% of total sample, Withspreading Cable TV widely,
Cable TV home shopper was gradually increasing. Heavy purchasing items through Cable TV home-shopping were under-
wear, muffler, shawl, because those items are standardized in size and style. When home shopping user made purchasing

decision, the most significant factors were color, and size (fit), price in order of importance.

Key words : cable TV, home shopping
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2.1. #olwTV EaEe| ojo|2}t W
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© F4L ANATL Ao R ¥aL 7PAA 4383t
o pofsle 5% u|ditt. EagoA ARt} FoiE
23 F= 9L sk vAe $HEPAM, FHEEINTE
PCE4, SAEY, Alo]B TV o|2717k4] thdsly ARl
mz} E43-8 FEIE ) Fuje] E43 AR 1983
&R oA SHFE whdof 23t AL AlRF, ThEa} 7o)
Slu, AlolETV E4%, el o IA BHF
£ 4 Utk(Table 1).
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sl Ao)Eg B8 AY FFRANETANA T8, o] =
2OPE A AR AE 5o HES FEIE 4
ZA s F= M2 F5AIOITHGrant et al,, 1991).
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Sk, -re] Fof PCERAET oy, AEHY 5L 183 7}
457 (cyber space) Al e B3 E4ME HAET ot

Table 1. Classification of home shopping
Mail order/Print catalogs —Dm(direct maily¥Catalog home shopping

~DRTV, Cable TV home shopping
(television home shopping)

Televised shopping

Online based shopping ~—Online shopping/Interactive shopping

&84, 1997).
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Fig. 1. Main watching time of cable TV home shopping.
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Fig. 2. The time amount of watching cable TV home shopping
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JYE F 22FHA 2471 @ol 7HulEo] FuE A7 o
Foz M.

3 7FAEY HFE B veider, BTl &
RARY ARHIFS WA et o2t IMFR Q8] 4H]
A7t 1550 B L8] A e BARC 0@ $x
7b Weolgr] Moz Aztdrt

AIRTV F53 APPPHY R ol APIETV F438
AREEA FE dhe 4 TVE Boi gHske Abdel
543%2 I ol Fe R yeht, £S5 AEES] Y-S WY
o] & ¥ JFEt € Aoz Jehnith 47 AdE XY
3 olfr2e Hoh Zghos AFL sl fAsizt M
BRI, T AIZRe BUlAY @ ogsAY AF
diA &3] B 4 fle AEL 44 3 F Wl HEe= o}
EpgtThH(Table 2).

ol 253 JIRUE & 7HAe) FEE U3 v
Z2WE ANHATT B I3 Freedberg(1987)9] A9} B
AEE AP Q3iM7E o AFE olal, AVIE BE, A8 o}

3 e Aoz Yeihtt A3 e § 4 glod, JA3id7
#H59, 19969142 Z2% 392%, 77154 6.3% ¥l
s Al vz H27ie Eoj7i7] AR b B4
=7} Eolgth

T} Table 39X = UYeh bS], A2 o7t oJEulE
YT AEFuA; A} ofF EFu T} ufp R Ao
Z YeRY, ATV 438 B3 o870 #4435l g
a7t 2a¥ Aog Azt

AMIETV #<o3ge] F5 FolelxE : ATV F&3E
535 £59 ool Table 49} 2t}

7h, HER e Tl xrt 7P Bk, SYEIME, &
o], Bep-2hy, 2AEMER] wolitt. ZEY FARKE
E3) =& 5o Fojese AdHos v Aog
Bl o)A dAyx, IE, 33 Zol 71 w2 F
SN E2o] 2Et Elojol His) Tuigr) oj@The

Table 4. Purchasing intention of item (mean)

oltjo] §5 ¥ of BEE AW A 4% T2aYe o Toal TV Calog  Clothes
AT & Grant 5(1991)9] A7k AR 23S vehd sample  oper  UST  purchaser
[
L et Fur 241 252 243 2.70
Leather 2.37 2.50 2.50 2.62
4.2. Oj¥ERE Coat/trench coat  2.61 2.77 271 3.01
_ Formal/suit 2.48 2.57 2.47 2.61
. R=K [) ol 1
ARTV ¥59 WUS : ACIRTV F089| SA=E B o\ e dress 272 2.80 2.85 2.93
= ZEAA Zul o, oFF &) Stk 4 5913 Sl Blouse/shirts 3.06 3.12 3.24 3.25
AA 292t 482%8 BAAQ o9 72%0] v)E] =it Skirt/pants 3.02 3.14 3.15 3.18
. _ Sweater/knit 3.23 333 3.33 3.51
BTV E41L B RO S 5
JE]L]' 7‘“°]ETV UJLIQE %6“ _o,]_' = ?‘D“Q 7}?%0“ EH?;“ Homewear 3.13 3.24 3.30 3.30
Me 3AEY S0l 83% A oot SETHIYEE °F Underwear 3.02 3.16 3.08 3.35
Sportswear 297 3.08 3.11 3.32
Korean wedding
Table 2. The reasons of watching cable TV home shopping costume 220 228 224 243
Reason Mean (n) P'a::“l korean 5 55 257 262 268
Learning information easily 3.12(275) costume
Buying goods cheaply 3.39(276) Wefidlng' dress 1.97 2.02 1.91 2.13
Enjoying wathch TV 2.94(272) Children's wear 2.65 2.70 2.74 2.83
Spending time or watching habitually 3.15(273) Handbag 334 3.38 3.40 3.56
Contacting new products not easily found at regular 3.14(275) Muffler/shawl 3.30 3.39 34 3.60
market ’ Mean 2.77 2.82 2.84 2.98
Table 3. Interest and purchasing intention of cable TV home shopping count (Unit : %)
Cable TV Appraisal
Classification  home Not very Not Very
shopping interested  interested General Interested —; rerested Mean Total
Total ) Interest 3 (LY 17 (6.1) 140 (55.5) 106 (38.2) 11 (4.0) 3.38
otal sample  pirchasing intention 44 (159) 108 (39.0) 102 (36.8) 23 (83) 000 238 271
Cable TV Interest 0 (0.0) 7 4.1) 91 (53.8) 66 (39.1) 5 3.0 3.41 169
home shopper Purchasing intention 21 (12.4) 66 (39.1) 65 (38.5) 17 (10.1) 0 (0.0) 2.46
Catal Interest 1 (9 7 (6.3) 54 (48.6) 45 (40.5) 4 (3.6) 3.39 11
atalog user Purchasing intention 23 20.7) 41 369 37 (33.3) 10 (9.0) 00.0) - 230
Cloth b Interest 0 (0.0) 5 (6.3) 41 (51.9) 31 (39.2) 2 (2.5) 3.39 279
othes purchasel p, rchasing intention 6 (7.6) 24 (304) 41 (51.9) 8 (10.2) 0 (0.0) -2.66
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Table 5. Perceived benefit through cable TV home shopping (mean)

HOIETV Bl AJFR)] S48 7ojgE 235

Ae] APIAEE F49 ol8AET A Yehdedl, §3)
FEE AP F4E WA & e FE 4% HY &
ez At gint. ACIBTV F439) oA =e Ay
AZtRoh YA vehd, @] Beou Ajzk o] o] FH ke
o= @Az WY FA ke ACE yeh, 2|7 4]
FAZAE Hie FEAY] €8 g Aog AZEri(Table 6).

4.3. #HolMTV E2W o|8Xie] &Y
A EA T ACIETV 49 o84} HZ eh47t o

. Total Cable TV Catalog Clothes
Questions
sample home shopper user purchaser
I save the time because I do not spent extra time 3.33 3.38 3.30 3.49
I can buy products cheaply 3.25 331 3.14 3.18
I can buy products with credit card 3.00 298 2.82 2.86
I can choose products by myself without salesperson's help 2.92 2.94 2.73 2.89
I can buy goods easily without transportation, parking problem. 3.18 3.16 3.00 3.17
The visual demonstration gives company's confidence to me. 2.85 2.89 2.62 292
Total 3.09 3.11 2.93 2.98
Table 6. Perceived risk through cable TV home shopping (mean)
. Total Cable TV Catalog Clothes
Questions
sample home shopper user purchaser
I feel somewhat nervous Because I have never used 3.75 3.58 3.84 3.49
I cannot affirm the quality of goods before 1 bought it 4.05 3.99 4.17 3.95
I do not trust goods & company 3.45 3.32 341 3.32
I have no time to watch TV 2.89 2.88 2.69 2.87
The goods have a defect or I do not like it 3.17 3.14 3.14 3.25
Total 3.46 3.38 345 3.38

Table 7. Demographics of characteristics cable TV home shopper and clothes purchaser

Cable TV home shopper

Classification

Clothes purchaser

Demographic

Count Percentage (%) Count Percentage (%)
4 Male 26 154 9 114
Gender Female 143 84.6 70 88.6
20's 39 23.1 19 241
A 30's 27 16.0 13 16.5
ge 40's 85 50.3 37 46.8
50's and over 18 10.7 10 12.7
Apartment 110 66.7 50 64.9
Residence Tenement house 3 1.8 1 1.3
Separate 52 31.5 26 338
Student 28 16.6 14 17.7
Occupation Housewife 80 473 40 50.6
Worker 61 36.1 25 41.8
Graduated high school 43 25.6 20 25.3
Education College students 23 13.7 13 16.5
Graduated college 102 60.7 46 582
Under 1 million 4 24 2 2.5
Total monthly 1-2 million 36 22.0 17 21.8
income 2-3 million 78 47.6 40 51.3
3 million or more 46 28.0 19 24.4
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2 pujate] A7EAR EAL Table 73 ot AlETV &
23 olgale T NG RARIFNEHE AA ] F&
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Table 8. t-test for home shopping user and nonuser

CableTV home shopping

Box ZjolE Table 99} Zth. GA] BART 49 39
=7t A velged], BAe] AT H 308 H|wA 39
2ol Ao g et} o7l Bz oA TVE Be d
o] F71ekT Fo YEolvt ZhAslgon, WA iRt A
daloll wis] 25% 715k S7HEOIYE, 1998, 12)€ Aog
e o FHEL AlBTV Fi3ol it B4lo] F7H
Aog Helth

A1 BTV F&3E F35 o 8-pu] WiE:= Table 102} 32}
71 Faeiss) B FEL £%02 Ushtorn, e o
Zoo &, B2A o2 Yt 18 pulblsst 7t
Z 1, SA7Re FA oAt 64 FaiRlzrt F71
Bl 249 AL 20%9 2o 80%2 mEe & AxE
AT AL wHE-eEls el A vehd AA
olEFZ, 1995)8 THHHE, o Ax Fuj¥lxe] 47t #
A, AJETV Fxe] HYUES <A o= AE 4
z+gc},

AlBTV E&-E 53 98 Fujjrle] oF puf7lEe =
E $480] ol= Ax 93 BT glon, AJETV
E2xHolM 71 285 Fu7|Ee] He AL AgeE viE

on, o2 2El, API=, 7H 0.2 Vet

oA stHo B #ABE F83A IHTE
Victoria(1987)¢] A3} o)dA Vel tH(Table 11). A&

Classification
User Nonuser
] M 3.38 3.59 " Table 9. t-test for gender of apparel purchaser through cable TV

Risk perception t ~2.91% home  shopping

i M 3 3.07 Cable TV Male Female t
Benefit perception t 0.38 home shopping
Clothed M 2.85 2.62 Interest 3.00 3.42 10.917*
purchasing intention t 3.21%* Purchasing intention 2.56 2.66 0.329
* p<.05, ** p<.01 * p<.05
Table 10. Purchase count

Classification 1 2 3 4 5 6 and over Total
Item
Fur 4 1 - - - - 5
Leather 10 - - - - - 10
Coat/trench coat 8 2 - - - - 10
Formal/suit 5 - - - - 1 5
One-piece dress 12 3 1 - - - 16
Blouse/shirts 6 6 4 1 - 2 17
Skirt/pants 11 2 - 1 - 2 i6
Sweater/knit 12 2 1 - - 1 15
Homewear 11 2 1 - 2 16
Underwear 16 4 - 1 1 3 25
Sportswear 11 3 1 1 - 16
Practical korean's costume 7 - - - - - 7
Wedding dress - - 1 - - - 1
Children's wear 1 3 1 - - 5
Handbag 14 - 1 - - 1 16
Muffler/shawl 15 3 - - - 1 19
Total 144 33 13 8 7 19 199




Table 11. Clothes purchasing criteria

Purchasing criteria Mean
Price 4.34
Brand 3.59
Style 443
Color 4.51
Patter 4,29
Control 391
Fabric 4.14
Touch 4.00
Fit 4.42

Table 12. Satisfaction of clothes purchasing

Purchasing criteria Mean
Price 3.49
Brand 3.37
Style 3.39
Color 342
Pattern 3.30
Control 341
Fabric 3.37
Touch 3.26
Fit 3.25
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