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THE IMPACTS OF CONSUMER'S TV SHOPPING ENVIRONMENT AND PRODUCT ATTRIBUTE ON TV
SHOPPING INTENTION

Student : Chung-Dan Chang Advisor : Jen-Hung Huang

Institute of Management Science
National Chiao Tung University

ABSTRACT

With the progress of technology and accept satellite signal has derived tremendous potential
opportunities thus making the TV shopping for business. Because TV shopping (Non-store Retailing)
will become the popular new passageway trend in the world , it makes us more attach important
to TV shopping. This study wants to discuss the factors influencing the consumer behavior of
TV shopping. This research compiled documents such as current foreign and domestic TV shopping
status and relevant researches, to construct the operating framework for this research, which
is to study the impact of consumer’ s TV shopping environment, product attribute and demographic
variation has on TV shopping intention.

The study discuss shopping environment ~ product attribute that impact TV shopping by
Multivariate Analysis of Variance , and:'solvesthe important factors by Factor Analysis

The conclusion:

1. The shopping environment has a part of significantly difference in TV shopping . The point
is conveniently factor is significantly difference in TV shopping . It shows that consumer
are care for shopping enviromment’*'s conveniently when they do TV shopping . The
conveniently of shopping envirenment will influence consumer’ s purchase behavior on TV.
The important factors divide to conveniently, abundant and shop celebrity from shopping
environment.

2. The product attributes have a part of significantly different in TV shopping. The point
1s promotion and guarantee factor is significantly difference in TV shopping . In promotion
aspect , it shows that consumer is more attractive on product’ s promotion activity on
TV shopping. It shows big relation between consumer’ s purchase behavior and promotion
activity. In guarantee factor, it makes us know the most important effect on TV shopping
from product attributes is product quality and service because the consumer are suspect
of product quality when they do TV shopping. The important factors divide to outward
appearance -~ promotion -~ function and value from product attributes

3. In demographic variation aspect, the difference of sex - the degree of education -~ marry
and the time to watch tv has obviously influence on TV shopping intention.
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