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Abstract

Background  This paper aims to improve the user experience of search filters when browsing products
on online grocery shopping platforms to propose guiding principles for optimizing search filter designs
based on food culture trends, product variations, and user preferences.

Methods This study was conducted through a literature review, case studies, and quantitative/
qualitative user surveys. Literature review was carried out to establish the direction of a filter design guide.
Through the analysis of search filter cases in domestic and international food shopping malls, essential
filters and specialized filters based on products and user types were identified. Based on them, a survey
was conducted to extract key filters for each product. Contextual interviews were then conducted to derive
insights and user types. Combining these findings, a food filter design guide and ideas were proposed.

Results The guide for key filters by food category in online food shopping malls is as follows.
Firstly, for processed foods, prioritize providing a [Brand] filter. Secondly, for refrigerated/frozen foods,
prioritize offering a [Taste/Type] filter. Lastly, for fresh foods, prioritize providing an [Origin (Production
Place)] filter, while agricultural and livestock products can share filters. Additionally, users’ behavior
types in utilizing food product search tools are categorized into three: ‘Shopping Enthusiast’ prioritizes
price and delivery date, ‘Stability Seeker’ considers quantity/price and expiration date, and ‘Homemaker’
focuses on taste preferences and reviews.

Conclusions  In this study, we identified the priorities of major food category search filters in online
food shopping malls and proposed a food product search filter design guide that reflects user search
behaviors. The research findings are expected to serve as crucial reference material for future design of
food search Al algorithms.

Keywords Design Guideline, Search Filter, Food Shopping Mall, Case Study, Behavior Pattern, UX
Design
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Table 1 Factors influencing the purchase of processed food
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Table 2 Factors considered when shopping fresh products via online
Sh3is=, HA01(2011) =3 L

=
015:(2018) JdEol 52 TFoi=7

N
—_

op | &
1o | ox

==
=

HEga 7|zt

N
-

AEE g ATt SHol 19E AARA
T4 F(Opensurvey, 2022), AIAAE ko] S7Fskal QUAIRE oA 5] AHgAREo] 221l Ad W Al 5F
2= olf= il AZelA 9 A st FAo digh of gict. whebA g AEFLET
A& Bebolr] ol A= 0§ S22l 5ol te A7E vle gk 25 R340t
2HAE 82.4%E A vegen, gR7t AU RAAY A dAR
72.4%, 96.7%% =/ Wrebdth(Kim, 2022 January). o] et o]-f= 2kl
Holl 55171 S8l AMEstE 71En Jugt duelES 45t fHE AR
W3kot Al 25 B4 A 2" FE0to] 2HR g RE BA5ke] g)-3-3th(shinsegaegroupnewsroom,
A 7] 34 71EE FE50] AHEA QARREE HHRt TE e A8

7F53lek(Yu, Byun, Bae, Kim, Seo, Kim, & Kim, 2023).
wEta] 2 AtoAs AHEAF RANE B8l AEE SN e 4 weko] Zolok BR 7|9k g4
FHE A Dejof Hgohs WAS AtetaAt steh ohA] el A1E ol A] A EARGS (Table 3)3F o]
Zodoto] A AT B4 ZHAYAR o] &otaA} g}, AMAFA FAL 7], 7| A, wE

A=}
&2 o B ¢ e FEHHUUAC] H7] fi2of aLFEor YA gt

°

N oo
e
st
1o mr
SO TR = A
O

58}
S
8}
e
2
o
=
i
=
4

Table 3 Considerations when purchasing food
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Table 5 Features and Insights of Food Shopping Search Filters
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Table 6 Characteristics and insights of search filters of 13 cases
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Table 7 Filters extracted from 13 online grocery stores
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Table 8 Filter grouping for search keywords
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Table 9 Information about Interviewees
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Table 15 Idea list based on findings
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