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Abstract

Background The purpose of this study is to obtain objective data on the visual attention of home
shopping subtitles using eye tracking techniques to determine what causes the visual attention
of subtitles in the TV home shopping screen,. aThis field that has been less studied than its
importance, and has been changed.

Methods We let the subjects watch the TV home shopping video, and then we tracked their
gaze with an eye tracker to analyze the subtitles with great visual attention. Through this process,
we could perform cluster analysis and categorization. In this empirical research, no hypothesis
was established due to too many visual components in the TV home shopping screen. Instead, we
conducted an exploratory approach to identify the key variables that affect the visual attention.

Results As for the form of subtitles, the visual attention to the subtitles appeared higher in
the simple form than in the complex form, and the visual attention to the subtitles was the highest
when there was price information, and it became the lowest in the promotional content. As for the
content of the video, when the shopping host describes something, Tthe video showed the greatest
visual attention to subtitles, and the demonstration video showed the lowest visual attention to
subtitles. The Ttotal gaze time also affected the visual attention. As the video was played, the
subjects' visual attention to the subtitles gradually decreased. In addition, it was shown that the
visual attention to the subtitles increased when the content of the video was at the same angle
continuously or when the content of the video did not change. Lastly, the moving direction of the
person that attracts the most attention in the video is also seen as one of the factors affecting the
visual attention of the subtitles.

Conclusions  This study is meaningful in the way that it analyzes the factors that influence
the visual attention of subtitles by using a gaze tracking device and also proposes an effective
production and directing method for home shopping subtitles. We believe that the most remarkable
result is that we have found out what factors change the visual attention of home shopping subtitles,
which did not have much research so far..
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Figure 1 Composition of Home Shopping Broadcasting Video: NS Home Shopping's Broadcast Screen
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Table 1 Properties and sequence of experimental images 'Broadcast screen of NS Home Shopping'
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Table 2 Part of the data output from the XY axis of one subject's Gaze Point as Microsonds

. . . Gaze point Gaze point Pfese”t
Recording Project name Exportdate 38 MY Recording date M Stimulus
name
61684549 A1 _M-HEATI] 2020-09-30 30CH A 2020-09-26 1073 551 AT A1
61710051 A&1_HgFA7] 2020-09-30 300 EXAb 2020-09-26 1039 292 a7 83
61736667 A1 _MEHATI| 2020-09-30 3001 EX  2020-09-26 1084 483 |
61764201 H&1_H&GHA7] 2020-09-30 300 HAb  2020-09-26 1089 497 A7 23
61793101 Ao _oM8™ATI] 2020-09-30 3001 =X 2020-09-26 1159 655 A7 83
61822534 A1 _M-HEATI| 2020-09-30 30CH A 2020-09-26 1102 554 AT A1
61852229 AHE1_H&FA7l 2020-09-30 300 EA  2020-09-26 1159 551 R -
61881757 Ag1_MMHHATI| 2020-09-30 3001 EX 2020-09-26 1141 549 A7) HE
61906754 A1 _MMEHATI| 2020-09-30 3001 X 2020-09-26 1055 432 A7 E2F:
61931792 Ag1_oM8™ATI| 2020-09-30 3001 =X 2020-09-26 1080 462 A7 83
61956755 A& _H8FA7] 2020-09-30 300 HAH  2020-09-26 1075 464 A7 23
61982152 H&1_Hd3¥A7] 2020-09-30 300 EA  2020-09-26 1184 597 a7 831
62011691 A3 _MMEHATI| 2020-09-30 3001 X 2020-09-26 1109 530 A7 E2F:
62036786 AE1_MMHEATIl 2020-09-30 300 A 2020-09-26 1200 578 A4
62061840 A1 _AHHEATI| 2020-09-30 30CH A 2020-09-26 1088 521 A2
Table 3 Samsung Cleaner: Description Image 1 Final Cluster Center (Unit: Pixel)

1 2 3 4 5 6 7 8
Gaze point x 1886 =791 1396 1126 1370 1430 1417 313
Gaze point y 296 1608 765 536 291 510 1150 516

9 10 11 12 13 14 15

Gaze point x 273 -550 229 1030 692 917 1831

Gaze point 'y 1151 680 895 781 1143 263 2191

Table 4 Samsung Cleaner: Description Image 1 Number of cases in each cluster (unit: number)
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Table 5 Number of Gaze Points in Subtitles(The order in which the video was played)

Xtaf Ho| Gaze Point 7H4~

2% I 94374
2E 32 78074
28 33 64374
28 34 19371
28 35 92974
2Y 3d6 89874
Az G 70274
Az g2 88274
Al G 413674
Az 33 15371
Al S&2 15871
Al EY3 5971

Al S84 1571

Al S5 62174
Al Sd6 152374
Rz b 66374
ISR 25074
Atz g6 15871

Table 6 Comparison of subtitle attributes by number of Gaze Points
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Figure 8 3.Description video C, 4.Description video D, 5.Description video E, 6.Description video F
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