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A Study on the User Preference Factor of Internet Open Market Users: Centered in the web

main interface of 4 major open markets in Korea
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Abstract

The number of people using on-line shopping has rapidly increased over time. In particular, open-market is the
most potential on-line market. Since there are too many products in open-market, customers have serious troubles
finding products they want. Thus, interface should be improved so that open-market is able to offer products they
want effectively. This study analyzed web interface based on main web pages of four major open-market companies
in Korea, and performed satisfaction evaluation according to the analyzed factors. As a result, it reveals that what
kind of factors the customers prefer and there is a causal relation between the most satisfactory open-market and
the preferred factors of the customers.
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Figure 1. The change of the open market size and prospect
in Korea

(Unit: One billion won)
Source: Korea online shopping association(2013)
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Table 1. The change of market size of 4 major open markets

2009 | 2010 | 2011 | 2012 | 2013 | 2014
major 4 9,600 | 12,200 | 13,300 | 14,900 | 16,390 | 18,400
company
year on 27.1% | 9.0% | 12.0% | 10.0% | 12.3%
year rate

(Unit: One billion won)
Source: Korea online shopping association(2013)
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Table 2. Advanced research of open market and web interface

division field of study related study
web qulty | )
buyer belief Resnick(2000)
open seller belief Ba(2001)
market
product price Suh and Ju(2012)
delivery Jung(2012)
Ul Lee(2012)
search Yoon(2012)
web test Hong(2001)
interface | graphic image Shin(2001)
layout Patrick and Horton(1999)
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Table 3. Operational definitions of the variables

variable operational definition

navigation bar made of texts or graphics

menu structure
used on the web

marking certain functions and information

icon i .
using small pictures or symbols
parts or scopes where things of the same
category
nature belong to
expression types that can reduce access
interaction | stages when moving to a page one wants ot

on the main screen

search function | tools that help easily find certain objects
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Table 4. The questionnaire used 5-point scale

Table 5. The characteristics of study participants

variable factor
MSTO1 up and down list menu structure (LNB
menu)
menu | MSTO02 left and right list menu structure (GNB
structure | menu)
MSTO03 up and down & left and right list menu
structure
ICNO1_small icon (less than lcm?)
icon ICNO2_big icon (greater than lcm?)
ICNO3_chromatic color icon
CTGO1 forming a category for certain brands
CTGO02_forming a category for certain layers of
category | customers
CTGO03_forming a category for certain kinds of
goods
ITRO1 browsing items by setting interesting
categories of one’s own
interaction | ITRO2 providing pull-down menu structture
ITRO3 recommending items based on preferences
of each customer
SFNO1_browsing using sellers or goods numbers
search | SFNO2 browsing through auto complete
functi . .
ction SFNO3 search scope optimization after setting
detailed categories
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division frequency | ratio
male 55 41
sex
female 78 59
10-20 12 9
21-30 83 62
age 31-40 25 19
41-50 8 6
> 51 5 4
married married 17 13
or not unmarried 116 87
<5 66 50
frequency 5-9 22 17
b e o | x|
market 15-19 12 9
> 20 7 4
home 74 56
company 25 19
e || m |
internet cafe 9 7
etc 2 1
< 100000 66 50
100000-
expenditure 300000 * .
(monthly average) 3000000- 16 2
during visits to open 600000
market 600000- . g
900000
> 900000 4 3
50%%1 66780l 2EvHl o]g Al A 107 wwt
= AF3vy SHaATh
Nielsen Koreanclick Behavioral Data(2013)°]42] =
2Rl &£ E AL WEW AES FHiste F2 A
B AA o vlFe 36.6%E WEE oF 257
Wl 30t A, 1t 23.3% 2= oF 20%F B2l 40
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Table 6. The result of the questionnaire for each factor of
the open market (mean)

S0l A = A} ¢l ool

variable factor mean standard deviation
MSTO1 3.26 0.83
Stlrnui’:;lre MST02 3.54 0.93
MSTO03 2.92 0.88
ICNO1 3.19 0.89
icon ICNO2 2.86 0.79
ICNO3 3.47 0.94
CTGO1 3.30 0.85
category CTG02 3.65 0.86
CTGO03 3.01 0.96
ITRO1 292 1.00
interaction ITRO2 3.29 0.85
ITRO3 3.60 0.96
SFNO1 3.02 0.90
ﬁslzacrt‘l’iln SFN02 3.29 0.99
SFNO03 3.64 1.00
7 Qo] W HREAAE E 67 2k 74 W
S HEAEERE P 2O MRS W 29l
S F2E W TR W GNB HFTR(3.54), oFel&
Mame] §AA ofol Z(347), FHEl T WMee] 597
AL 918 B L) (3.65), FEAE W] 2AM A
S 7 otoldl FH(3.60), AN WE] AR
ez S skl A9 A sh3.64)0]
FEAHE A (Analysis of variance, ANOVA)S t}49]
A vlasazr & v Al AbEsks WY
olH, 1 T AYEAHEA(One-way ANOVA)S =9
Heloll wep S5 2|7} oA S AS e

SIHI0|~E S4o2 25

Table 7. The result of the questionnaire for each factor of
the open market (p-value)

. P
bl SS df F
variable groups value
Between 253 )
Groups
menu o
structure Within 3056 | 396 16.41 0.000
Groups
Total 3309 | 398
Between 312 )
Groups
icon Within 3015 396 20.51 0.000
Groups
Total 332.8 | 398
Between 253 )
Groups
category Within 3137 396 15.98 0.000
Groups
Total 339.1 398
Between 2%6.1 ’
Groups
interaction Within 3478 396 14.83 0.000
Groups
Total 373.9 398
Between 279 )
Groups
search .
function Within 3671 396 15.04 0.000
Groups
Total 3949 | 398
vy FZ9 AS, p-value @el 0.00082 FE3|
A2 % 77 R W P2 37} A 29
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tukey HSD tests A A|gtrt. tukey HSD test
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] gk g LT o3 Aol & Hels SQlgit)
¥ 112 tukey HSD tests 53 A 17 ZAfo|th
Table 8. The result of the questionnaire for each factor of BAFSF CAFYl S, 72& duuiog BEHEol AF
the open market (lukey test SeAe) VEE ol FAEHE olFl ek W
variable factor tukey test AAbSE DARE THE U3bMlo R RREe] AE $HA
MsTo! B o) WEE Pl FASHA ks AnE vehic
menu MSTO02 A
structure
MSTO03 C Table 9. The analysis of preference for 4 major open
ICNO1 C markets (mean)
icon ICNO2 B variable . Itlmget N mean ;lavxil;lz(r::l
ICNO3 A pen mark
CTGo1 B company A 3.48 0.68
B 3.27 0.72
category CTG02 C Opin company
market C 3.29 0.69
CTGO3 A corpany
D . .
ITROI C company 3.70 0.83
interaction ITRO2 B
ITRO3 A Table 10. The analysis of preference for 4 major open
markets (p-value)
SENO1 B
search 9 P
ariable 10 SS df F
function SENO2 A v Broups value
SFNO3 ¢ Between
15.8 3
Groups
- - open i
T oAM= 2Z A F2 449 9 ColEjH o] 29 market Within 283.0 528 9.85 0.000
Groups '
HE BEwe B EFAAE Jehiac BEE :
Total 298.8 531
HiS 75 lE AE SEAEC] AWH o2 DAY
A JIEF o] A5 AT 1 4 Ut o+ 7]



Table 11. The analysis of preference for 4 major open
markets (tukey test)

variable target open market tukey test
company A C
open company B B
market company C B
company D A
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