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[Abstract]

This study derived the service quality attributes of mobile live commerce content using the Kano model. First, service quality
attributes of mobile live commerce content, derived using the Kano model, were classified, and satisfaction/dissatisfaction
coefficients were derived to identify differences between quality attributes. In addition, the potential customer satisfaction
improvement index (PCSI) was calculated to identify priorities for enhanced user satisfaction. As a result, it was found that the
three quality attributes corresponding to 'economic efficiency' were the most important in providing a differentiated user
experience. As a result of this analysis, it was determined that the ‘responsiveness’ of smooth customer problem should be
addressed first. Based on these results, theoretical and practical implications for the operation of mobile live commerce content are
presented.
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Table 1. Classification of Quality Factors According to the

Kano’s Model
Responses to negative questions
Division
Like |Natural Do not Cannpt DQ not
matter | help it like
Like Q A A A 0
Natural R | | | M
Responses| Do not R | | | M
to positive | matter
questions
Cannpt R | M
help it
Do not
like R R R R Q
A : Attractive Quality O : One dimensional Quality
M : Must-be Quality | - Indifferent Quality
R : Reverse Quality Q : Skeptical Quality
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Table 2. Timco’s Customer Satisfaction Coefficient
Calculation Formula
Satisfaction Dissatisfaction
coefficient (S) coefficient(D)

A: Attractive Quality
responses
O: One—dimensional

Quality responses ( A+ 0 ) ( M+ O )(7 )
M: Must-be Quality A+O+M+1 A+ O+ M+1T1
responses
|: Indifferent Quality
responses
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Table 3. Potential Customer Satisfaction Improvement
Index (PCSI)
P: (Current) position of satisfaction
S: Satisfaction coefficient
_ (S—D)x(L—1) D: Dissatisfaction coefficient

P= =i T (Current) level of satisfaction Max:
Maximum value of the current level of
satisfaction measurement scale (5)
Min: Minimum value of the current level
of satisfaction measurement scale (1)

PCST= 5—P PCSI: Potential customer satisfaction
improvement index

. g5 24 X L
3-1 A7 24

@A) mrle eloln. Ausas) B A8 A7t 2] @
2 Wil goln Avs FA a4% BE
Slal AFolt Al ze] EA 4] e
aHlAe] FRh MBS GabHow 4SSl vl

A 7he BEE 48510 Tk eoln Avis F4 2ol

ofal F4 227} BRI mole] A B s
Yae] WEASE AES oF, FAle WEE e o)
H1E e A RS AAAT] WS stk B,
o2 £ ol8x} MEE Ans dF Ak HelE Azl

A BET 5 Qi A8 AR =

fPal ot 22 ATl E AAsklth

TEA 2. Bk Blo]H 0] SNl o)
A7EA 3. Enked 2ho] B Ao A Ak A

Fhe welS] A gol) N 24 anE Aga] Glsl Psl
3 BHAALE Al o] 913l elolnAm s it o)}
HEAN TV H43 W45 2 OTTS} 71R) jlo] 5 914 Yok
o F % o g4 WEms BRI A AT ALgH 7
S50 FE W A A Bl mHk) vloln ] wie
o M FA 8NE 35, AT E, ol Av
ol§ 7ol Qi TS 192 TR eloln Ar: of
§ A MBS ko] T DEE AR 2AE SRR
AN e A B AEA 0w FEs

AEH BREE Tl 5ol FEH0R AL M

<
o) ) [}
7}' lr'ft ﬂﬂ/g, }ﬂ'—o‘}\é], :‘5‘7;}@, T o700, o—ui/%] %‘O —'%\—9]'

1o o

o

ot

www.dbpia.co.kr



J
tlo
o o

N
0
)

(D AN
=2
X0,
rlr
i
i3
2
5t
)
to
o?i

TSIl Bk, 2lolE Aol g
L2 94 3O AR, I,
Slom, ZHES| ARSAdel mH
‘ A, ERE A 5

F7Fete] B 10709] @5l sl & 307H9] #2
T2ol3lek. oleh $7 PSCI AHES 913 Hlolﬂ% Ed)
7 94 Hel 2ol B Am 2ol diel] Zkzh FA A ztehs v
=5 IAE 53 HER Sk S it R 5
7HA1 Al Bkl 2ol B A gk el es} o] B
FHFS YAE 54 HE2 SAsK= 13 A 7R8I
olf- HF AAH F4E ax ¥ ¥ M £35S B
2 2Rl AREARE AAsISIt) ofm] At Hide = il
= ol B 7ke. 5 AE SHE ARIAR] glo] B e
W 822 ST o= ATl SUE AR, 4
o e ARIAL oA AL B TR FAlE] Hejshs
EMH 7%1:4*4 S éa‘u%‘ S04 5 o83, o1&
7] wiolck.
el ﬂﬁh 01%1% E%s}ﬂ o] =] 2ol B A A
Aol REdhs FHo= Aol A Sl Ao= Jrpial Sl
yloH o} 7p7ke.o] Bupd elo]BAm X o] gAkE tido= A
TFZAE AABIATHT]. AE2ARE 2022 89 13U%E 8
] 1874 Brkd AL A AR 1=l Eaf <)
7Rk AR AAskglen, vlolHu 7SN Al B
Hil 2ol B AM A M| T Aol sht o] S o83 9

o] ol & HAL 3215 FR O BISirh

i

O:

>
%k
o P
by

N
o

o,
o=
d
fllo

5
:

3
Hj

M

u:2

B oole] AR Seabs B 32190 R ylo]
ool sk wHlal eleln v o8 Aol sl
SeAkR FAFR o)E % ol =ujel Zoln Aw
o] Aol 9= SHARS 97.5%, 717ke. Bkl go|v 7
#2018 R0l Qi STARE 67.9% AT E, SRRt
90.7%% A @ 2 ou] vlo]n] = sl7ke.e] mujel o]
H Aw 2 o]g Aol ATk

AT-5AEE EA4o= JHR= HAo] 50.8%, 949l
49.2%S}. AR OERE 209 31.8%, 304 34.3%, 40l
34.0% ﬂ;lr &} ﬁtE.ﬂ_ 2= EH%L(J—JI_) ;(HSL o]/ﬂ—o] 90.7%, 15
Sl £ olsh7t 9.3% 31t 7 ASEEE ¢ 4007 T
wko] 54.5%, ¥ 4007H o) to] 45.5%%A T} X—Iﬁ%i% A}
F/71%2 0] 50.5%= 717 Bk

_\“i

435

23 ujl ajo|= FHA 2

F4 A S4o0) 67) BB o et
GG, BAE 4

3 49} gk A4 3070e] = F AN F4
gt o7 7P wWeokal tRe-o ' wjHA 4 &

=

Qo s BE

BRE A ¥ 4
o] 1671 o J WA
do] 870 =,

ol T d9H FA SHom=
(37, EFEF AR 9
P oA HElston, o] Wk
ArRA @), FEAed A
M S S MEHE = 53] ‘1

T (N=202)= 4 Q404

7Hg gkow,

oli= WheA ol BFE

2915

R ]

A @270, A2,
7N ¢ QoA xE YERLTH

A el Hde
EAdolg e SRl

E 4. 2ujel 2loj= Fna BN &4 25 A7
Table 4. Classification of Quality Attributes of Mobile Live
Commerce

Quality Factor

A

]

M| 1| R| Q

Tangibility

1. Host’s
attractiveness

52

27

2712100 4 | 1 | |

2. Stylish screen
composition

70

50

291167] 4 | 1 | |

3. Visual arrangement
of mobile application
menu

109

371116} 2 | 3 | |

Reliability

1. Reliable
information by
presenter

143

104/56| 2| 3|0

2. Quality and
performance that
meet expectations

126

3. On—time delivery
service

122

53|64 0| 3|0

Reactivity

1. Pre—announcement
of the broadcast time

79

451118/ 1 | 2 | |

2. Smooth handling of
returns and
exchanges

184

66|40 0] 1]0

3. Efforts to solve
customer problems

202

38139(112|0

Understanding

1. Understanding
customer needs about
products

133

4317512 11|10

2. Provide a customer
perspective on how to
use it

125

44178111210

3. Products reflecting
interests

108

97

16(95| 3 |2 | A

Reasonability

1. Lower prices
compared to other
channels

127

110

2. A lot of price
discounts

157

97

3. Additional benefits
(Coupons,
memberships, etc)

158

Informational

1. Wide range of
product information

2. Specific product
information

3. Vivid product
information

34|100{ 3 | 0 | A
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SR EEEES TS

Quality Factor AlO|M| I|R|Q
1. Active reaction 113104/ 2717116 1 0 | A
from the host
N 2. Active interaction 100/ 65 | 21 1130| 3 | 2 |
Interactivity |among users
3. Various channels of
inquiry for opinions 62(102| 5596 | 4 | 2 | O
and complaints
1. Pleasure of 111 66|18 [120] 5 | 1| 1
chatting
Entertainment 2. Interesting 127/ 67 |13 (111} 2 | 1 | A
products and content
3. Lively broadcast 132/ 46 | 181122 1 | 2 | A
progress
1. Uninterrupted page
after entering order 36(118/96|63| 5| 3 | O
information
Platform .
Stability |>- Trusted security 155 li4sl g7 (61| 2 | 1| 0
systems
3. Uninterrupted 54 1108l85171 1 310 | 0
broadcast
1. Fast access 791109/56 (72| 3|2 |0
2. Easy to use mobile 791113551731 0 | 1 | o
Platform  |app
Usability ]
3. Simple purchase
and payment 681(139/48|62| 3 | 1|0
procedures
A : Attractive Quality O : One dimensional Quality
M : Must—be Quality | : Indifferent Quality
R : Reverse Quality Q : Skeptical Quality
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Table 5. Classification of Quality Attributes by Customer
Satisfaction Factor

. Satisfaction | Dissatisfaction .
Ol Fateiil coefficient coefficient Hislonize
T 0.25 -0.17 |
Tangibility T2 0.38 -0.25 |
T3 0.52 -0.46 |
REL1 0.49 -0.78 M
Reliability REL2 0.53 -0.65 M
REL3 0.63 -0.55 0
REA1 0.49 -0.39 |
Reactivity REA2 0.67 -0.78 0]
REA3 0.76 -0.75 0
U1 0.63 -0.55 0
Understanding U2 0.62 -0.53 0
UK] 0.65 -0.36 A
REAS1 0.75 -0.41 A
Reasonability | REAS2 0.80 -0.33 A
REAS3 0.78 -0.30 A
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. Satisfaction | Dissatisfaction '
Ml [FeEieD coefficient coefficient AT
IF1 0.60 -0.44 A
Informational IF2 0.61 -0.51 0
IF3 0.58 -0.35 I
IT1 0.69 -0.42 A
Interactivity T2 0.52 -0.27 |
IT3 0.52 -0.50 M
E1 0.56 -0.27 I
Entertainment E2 0.61 -0.25 A
E3 0.56 -0.20 I
PS1 0.49 -0.68 M
Platiorm Ps2 0.53 -0.72 M
stability
PS3 0.51 -0.61 M
PU1 0.59 -0.52 0
Platform PU2 0.60 -0.53 0
Usability
PU3 0.65 -0.59 0
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Fig. 3. Classification of Quality Attributes According to
Satisfaction/Dissatisfaction Coefficient
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Table 6. PCSI Calculation Results

Level of | Position of i
Quality Factor saties(fia)c?ion sagiss(:gctign PCSI ImPpnrg:/Ite}Imoefnt
T 3.44 -0.97 1.22 30
Tangibility T2 3.48 -0.94 1.32 29
T3 3.49 -0.98 1.49 21
REL1 3.36 -1.18 1.67 3
Reliability REL2 3.38 -1.09 1.62 4
REL3 3.65 -0.92 1.56 12
REA1 3.84 —-0.89 1.38 27
Reactivity REA2 3.62 -1.02 1.69 2
REA3 3.51 -1.00 1.75 1
U1 3.55 -0.95 1.58 8
Understanding| U2 3.52 -0.95 1.57 10
U3 3.47 —-0.86 1.51 19
REASH 3.34 -0.87 1.62 5
Reasonability [REAS2 3.36 -0.80 [1.60 7
REAS3 3.39 -0.78 1.56 11
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Informational | IF2 3.58 -0.93 1.54 13

IF3 3.59 -0.87 1.45 23

IT1 3.65 -0.83 1.52 17
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IT3 3.36 -1.02 1.54 15
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PS1 3.71 -1.05 1.54 14
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