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Feasibility Study of Product Information Design at Internet
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Joo-Hee Lee

2 o E dA7E JEY &¥E AF AN Fuj el JFE A= ARIF FOAAA] AuEE Ao
o o)& S8l A MAR, AeflaPEe] AF AR} T °°J§ AR A=
S e R 7|z AEAE S, riATe R Y 2 9EgS v e
stal ARSI ATE B8l AnAE A A Zéﬂ~ Folola, & 3 s ARE Fol
Aol =fo] Haxl g}, el &% A}O]Ecﬂm AFEA} 23, Alo]Eo] b X
TE, AFEY B g, &8 7Hse 3D ouA e AlFE ou|A| oA AREA} 719} AE olu X7} AE el
AFATE ALolE TRIRIONA] Fololy, A A~ HAE T @ OxQl 4% Z838HAT
AFshe Awel digh Fek grel o Tl 4 YL AAE )R oF & Aot

)
S,
B
ol
>~
>
o
(m
it

Abstract This study examines what information is that affects factors of purchase from product detail page of
internet shopping malls. For this purpose, the first, the classification of Internet shopping malls and product
information and purchasing factors were determined through previous studies, the second, by constructing a
questionnaire based on this, verify the validity of each factor and, the finally, the biggest influence what
information was performed to examine. What consumers really wants the information, what information to make
purchases, the Internet shopping site will be to assist in the design. The results using the Internet shopping site
that users reviews, site reliability, Information Architecture, reserve, 3D images and product images available, has
been identified as factors affecting the use of reviews and product images available on the factors affecting the
revealed. In the site design layout, color systems, text and many design factors are important, but will have to be
designed to be purchased by providing sufficient information for the product.
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a. oS3k (8<p), 6th_ol"A], 5th_3D °]v|A), 4th_7H4, 3rd W57

Z, 2nd A3, 1st AHEF7]
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¥ 13, EM Z2E (n=30)
Table 13. Dispersion Profiles (n=30)

28 H=8 |(AKR=E | E@ZHs  |F FoEE
HE3 =2 [23.867 |6 3.978 10.241 | 0.000

1 Tkt 8.933 23 0.388
A 32.800 |29

a. ok (A4, 6th_ O]H]Z] 5th_3D o]w]=A], 4th_7}4, 3rd -+
Z, 2nd AN F, Ist AHEF
b. &G 4-2 A1 *}OlE
H 14. Mo|EQ| ME|of O|X|= HEt
Table 14. Impact on the Trust of site
HIZZ=S A5 ZEs A o = | 244 SAZ
=2 B Tzon [uE t FERE [onein [viF
(a2) 3.800 0.114 33.39 | 0.000
1st_ALZ FD| 0.546 0.116 0.513 4.714 |0.000 1.000 1.000
Znd_4l2l & 0.254 0.116 0.239 2.193 [0.039 1.000 1.000
1 rd_LHERZ 0.491 0.116 0.462 4.244 |0.000 1.000 1.000
4th_ZQOIE 0.266 0.116 0.250 2.298 |0.031 1.000 1.000
5th_30 0[0IXI 0.323 0.116 0.304 2.789 [0.010 1.000 1.000
6th_&Z0[0I X 0.212 |0.116 0.199 1.829 |0.080 1.000 1.000

a TEUSF ALO|E 41F

APl E Aol digk 291 F B o|w= o4 2
3} o5k ekokp=0.080>a=0.05) A= o, 1 9]
AR F7] AlE, uiRerx, ¥RIE, 3DojuAlE
F=10.241(p= 0.000<a=0.05)% A}o]E 1| oﬂ Felgk A
o2 Yehyton] R2E 72808 FE5WE0) 128%7) &
Hupol ofal] A E L s & Ak wheba] 74
3-19] ‘TEH &g EoA W2 oo tiek FH
© Al E Ao 43k & Zloltb oA t=4.244(p=0.000
<a=0.05)Z 4E 2 LH F2o] tjg 2212 Alo|E A1
o Y T Aow dejxon, 7Hd 3-2¢] IHY
E s s OIHIXM 3DolH]| A H I} ALe] E
2ol FFE = Aotk oA t=4714(p= 0.000<a= 0.05)
2 o]t AR §715 Afo|E A F ] JFE =
ROz ks iiﬂ}. i AHle TEIYl 2o Eoll dj gk 41
7, 3Dolw] Aol
gk Q9o %H A% 351111 ol& ﬂﬂ*‘Oi FEFs 1)
FE=3HAF®B) s obefot 22 3] e] mEd

A 2] =(Y)=5.800+0.546% AF-§-3-7]( X1)+0.245% 1 2]
(X2)+0.491* Y 7+ £ o] n] X(X3)+0.266% 7} 4
(X4)+0.323+3D o] 7] X](X5)

V. 22 ¥ =0
B4 Aske Biz eokhd oo g

A, Aol A=mst s HSe] S1E
Cronbach’s 9] A2 % 413} VarimaxS ©]-&-3+
HMO N/\]a} 7:14_ H
A F7), AlE N, -7, EIE
A olvAle] 6714 alew

o URTR 89108 WRTE $499
F/a/MEA U F2E Ha elek B4, 24 ael
W ) el Ule A Ak Abg F71h 4 olvlA]
7} Ge AL A0E ettt o)t ABYS F
&9e] A AT Aol Be oA Fo Aol
£9 42Q) Wite] ke w2 4 glou, Tl 9]
g Toluy] e 4EL A wa Frhske el
oh17] el AbgAEe] A4 HolBe AHg F719
B Be P gl 7] 2dltka Y Helo] of
g glolck, A, 7t 291 ¥ Abe]= Aol vlF gl
U 4] A3t AL 5], Aol AlE), R, 742,
3DelFl A7t 9B ARE fclew etk

B QTR AT 298 Awsall wRe) 27
7 FeA e ol o4l gl B ol nBT AT
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