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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
o]4 7 7he(Kano) RRolA= An2p7t 2|26k RS9
A% 9 ATE F2 2ae) A2 wel F4 5L B
3 JARE SHAT A HNIgES 7R 84 F she] FHa
o= AAsL] wiiel 671¢] 7k Rlol whE F4 &4 1F
H =

oFF Ao MEse] Aol Ry BT B Yo%
L5 ek FA 248 BRE oIF 9
G EA Ba0] A7k e A 2 A & 5 gk WAt

™ a Ot
Q. olelst BAEE B Sla) Y b wle] 7}

]

L

el

= 2~ =
g, NESE o) B a4g

il

0.

FA Q4ES o] g3 a7 =y} Bukso] ArhE el gk
AL AHEshe IANEAGTE ALsigitt[42]. o]d =
W 7} @450 3 Better(RE57199)9F Worse(Z 757199
7t 247} AbEE e, USAGTE B dEES o8t v
Aol AAEH 0~+ 19 3S, ENSAET) 28 FEEL o]

B} BN o gl 2kl PA|E ] —1~09] gk 2t 2
D7k AR, B A5 2k g ol
E 2. HA9| AH[A} B E0EE Al ME S
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 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|55(96| 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 li4slg7 (61| 2 | 1| 0
systems
3. Uninterrupted 541108851711 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 68(139/48|62| 3 |1 | 0O
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




. Satisfaction | Dissatisfaction '
Ll [FeEieD coefficient coefficient SIS
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 o
Quality Factor saties(f%c?ion sa(:iss(: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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IF1 3.69 —-0.88 1.48 22

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

Interactivity IT2 3.52 -0.87 1.39 26

IT3 3.36 -1.02 1.54 15

E1 3.48 —-0.86 1.42 25

Entertainment| E2 3.48 -0.82 1.43 24

E3 3.54 -0.82 1.38 28

PS1 3.71 -1.05 1.54 14
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