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[Abstract]

Data home shopping is regulated to fill over 50% of the screen with data information due to its technical differences from TV
home shopping. However, this regulation is unnecessary and may undermine the competitiveness of home shopping operators. This
study investigated how the difference in screen configuration between the two types of home shopping affects users' usability
evaluations, visual attention, and ad effectiveness. The results showed that most participants were unaware of the differences
between the two types of home shopping. Additionally, visual attention was higher for data home shopping, but usability for
screen configuration was rated higher for TV home shopping. With the growth of online shopping, we should focus on user needs

to boost home shopping market competitiveness, rather than competing with one another.
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Table 1. Comparison by home shopping business type
Attribute ;Yoﬂgmg Dsitjpg%”;e
Communication Method one—way two—way
Product Diversity Limited Diverse
Consumer Attitude Passive Active
Customization /Personalization Impossible Possible
Search/Payment Impossible Possible
Entertainment Elements Abundant Limited
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“This figure is an example screenshot from a Korean home
shopping broadcast and is composed of text in Korean.
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Fig. 1. Data Home shopping(a), TV Home shopping(b)
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Table 2. Preceding study on usability evaluation principles

Study Evaluation principle

[12] Consistency, Efficiency, Cognitive Ease

[13] Consistency, efficiency, visibility, brevity, aesthetics
(functional)  reliability,  familiarity,  cognition

[14] (cognitive) immersion, intuition (emotional)
creativity, attractiveness
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“This figure contains images extracted from the Korean home
shopping videos used in the experiment, which are composed of
text and content in Korean due to the nature of the source material.
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Fig. 2. Setting AOI : Main
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“This figure contains images extracted from the Korean home
shopping videos used in the experiment, which are composed of
text and content in Korean due to the nature of the source material.
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Fig. 3. Setting AOI : Menu
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“This figure shows the sequence of the experiment using the eye
tracker, with the Korean included in the experiment screen(®)
and survey questions(®).
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Fig. 4. Experimental process
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Table 3. Number of participants in the experiment by group

Item Brand N“mb.er . Male Female
Participant
Data Home | KT Alpha(a) 22 15
Shopping SSG(b) 18 10 8
TV Home CJ(c) 15 6
Shopping GS(d) 17 9
Total 72 34 38
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Table 6. Kruskal-Wallis test results for menu usability
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Table 7. Kruskal-Wallis test results for colors usability

evaluation evaluation
Mean | kruskal— Post Mean )
Iltem Brand N Rank wallis H | hoc test Item Brand N Rank kruskal-Wallis H

a 22 | 28.77 a 22 | 33.70
b 18 | 33.06 b 18 | 31.69

Consistency 8.301" c>a Consistency 3.679
[¢] 15| 45.03 [¢] 15 | 44.20
d 17 | 42.62 d 17 | 38.41
a 22 | 28.20 a 22 | 34.86
b 18 | 33.31 b 18 | 32.53

Efficiency 7.649 - Efficiency 5.966
c 15 | 45.67 c 15 | 47.97
d 17 | 42.53 d 17 | 32.71
a 22 | 30.70 a 22 | 33.59
b 18 | 32.81 b 18 | 33.28

Cognitive Ease 5.013 - Cognitive Ease 2.844
c 15 | 42.73 [ 15| 44.00
d 17 | 42.41 d 17 | 37.06
a 22 | 30.93 a 22 | 32.95
b 18 | 31.22 b 18 | 30.22

Aesthetics 6.327 - Aesthetics 6.335
¢ 15| 41.70 ¢ 15 | 47.07
d 17 | 44.71 d 17 | 38.41

"p<.05, "p<.01, "p<.001
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Table 8. Kruskal-Wallis test results for visual attention to
the bottom menu

Zolof| Cist IFAZLE|A AN

N

Item Brand | N il kruskal-Wallis H | Post hoc test
Rank
a 22 | 47.45
b 18 | 38.89
Bottom 15.06™ a,b>c
fixation c 15 | 20.80
d 17 | 33.65

"p<.05, "'p<.01, ""p<.001
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"This figure contains images extracted from the Korean home
shopping videos used in the experiment, which are composed of
text and content in Korean due to the nature of the source material
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Table 9. Kruskal-Wallis test results for visual attention to
the left menu
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Table 10. Kruskal-Wallis test results for ad effects

ltem Brand N BN kruskal-Wallis H | Post hoc test
Rank
a 22 | 46.59
b 18 |31.83
Lett 7.964+ a>d
fixation c 15 | 35.13
d 17 129.59
p<.05, ""p<.01 p<.001
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“This figure contains images extracted from the Korean home

shopping videos used in the experiment, which are composed of

text and content in Korean due to the nature of the source material
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Fig. 6. Eye-tracker Heat map left menu
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ltem Brand N Mean Rank | kruskal-Wallis H

a 22 32.68
b 18 31.61

Ad 3.985
Attitude c 15 40.57
d 17 43.03
a 22 36.16
b 18 32.75

Brand 1.245
Attitude c 15 36.87
d 17 40.59
a 22 39.00
b 18 28.56

Purchgse 3 621
Intention c 15 37.87
d 17 40.47

"p<.05, 'p<.01, "p<.001
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