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Abstract The purpose of the study is to investigate a usability of using fashion and beauty service and suggest
better user experience on Instagram's newly released mobile video platform, IGTV. The study expects to be a
resource of improving the usability on fashion and beauty contents on IGTV and encourage further research for
suggesting better guidelines. As a research method, it will experiment current mobile video service first with
literature review. Afterwards, the research conducted tasks and in-depth interview with eight Instagram users to
evaluate a usability of using fashion and beauty service on IGTV. As a result, it is able to derive two plans that
needed improvement. Firstly, IGTV is required to have high accessibility for user's to use service longer and intuitive
user experience. Secondly, unlike previous service that Instagram have offered, IGTV need to differentiate to share
and get information of fashion and beauty trends.

Key Words : Fashion-Beauty Video Service, Mobile Video Service, Instagram IGTV, User Experience, Service
Experience

#Corresponding Author : Seung—In Kim (r2d2kim@naver.com)
Received December 3, 2019 Revised  January 7, 2019
Accepted March 20, 2019 Published March 28, 2019



406 OALGEFAT AT A3E

1. A&

1.1 A9

B A= oxeady IGTV JA-HE 594 A
29 AREA Aol B3 AR o tpolrof & 1t
&S AAsHE ° o] it

ujso] A 713l F AR AlE(Pew Research
center)ol] WHEW, "13A49 A 174] Atole] m=k Had &
8%7F FHEE o] &3t glom 1 HE o]o] T2%7}
A2E1#E o] &3 Ao 2 YeRTH1] FulelA
Al FrFHe AAERLAS] o] &4 e} ARE- Al7to]
H2p F7skal gl selolEee] e, 24 7)E
O qle] T €1k ol 87} S 20497 OB FE
7kt glom, ALE Al7E A FA = vlolwe} 71}
Q=S ebAYH2]” 3 NPR Z3jo] 2w, o] &5
o] 7bg @o] A3 SNSE ¢l2Elrgo|qlt)

QiEld o882 513%% AW(364%) v
149%P 37, 2A Fck 53] AxEf1H o G-
20730th 179 9] o] 48 Tt g 2 dlem B
QTH3). o]8 % H wnld Algeko] w2 A Z7}elH
A FFEe} QliEl AT e Bald o ZE Aol E
& g oA & AlFsed A ¢, thEk A

Mg wEele FYEoR Assha gl

o o

O

EAES fqo b We e A
S50l A gi$shs 3RS WA, Agsel v
A3k e ABH veols Bl - HE Tuzg
FEHoR Anshe AE A, &8 MEFD A
(SNS)S) e vitlol® Bl 2w AnE wEol

= AP HEA Bels 2HaE Fhon B
ABAEE BT 58 07009 o8] L 2lan
e B olejd Aol FEwd|, AT e
YollA] IGTVeR: A3 B4 EgFe] BA50] Abg

Ao olEg Eal gl

ofell ¥ A7ellAE 207300] I~ER TR ARSARE o
FERIGTVE S8 A-HE FH=E Lvehs AL
A B8-S detetal ¥ U2 AL B8-S AT

=
PEg wAs A Bk

i)

1.2 A+ Wt e
AT WonE 1A FAATE Fotol @A) AT
T g e BRIz $G Au APt A

of dial #A1S skalrh 2212 ST fZE Aol HIkE
Q)3 89 o] AREAlel Al fEE Aol S AeYsh= B~
& F e, S7HA R A3 S 9E 2 (Peter Morville)
o] ALgAF A3 Y (User Experience Honeycomb)
2do 7HA AMEA 925E vige AF SEHF

(in-depth interview)& st 7Hxte &3

=4

N
do
i

o
=
rx
=il
o
r
)
[N

ox & :(O :(o

o B o o dp

Ny OE NiO 111

gt

L =&

g
A

reE

A =i ol

° of,

e

M Wl

2 o ym

2 Tkl

o o

) fru

>~

oy du -

S E

S e .

I

rlo

)
ol
2
o
n
i
il
=
by
ol
e
e

2

ol
g
i
32
£
[S1)
d
ofy
2
>
Kt
o
n
i
rir
fo o
N

b

o
Lo
o
o
fu
2
-,
o
o
Eh)
o
o
o>
tlo
N
LA e

i &
2 N =

L S o ot
[

o TR

dz o

A=A Fgstar glom, R

Ut K 2 oM
Y
=
o
¢
o
=3

. o

r iy
=]
=
)
o
lo
I
1
o
fru

i —VE‘
o
of
é.I[:?
o
(1

)
4
o2
oy
‘ x
T,
[N
i
o
ox
22
i)
K

am o
I X
[
fy Mo
o off
o
W p
e =
.}
» f
o ¥2
2
oM, =
23

o f_&
;ﬂé |
o 2
e ﬁ
0 S 3
5 X

—
o

AR AEALE B3t
AEAE Bt Qe el u)E
EYFOEA ] YA} v}, Egk fRE
(pre-roll ads: E34F
= 2=

7] wjiol]

-
= olo B

" oE of

@ o fo

M 2 12 12 do > O fo dr o ox U P o

=
)
K

:CI)L_tl
)

O

P

)
N
N

>
e
o i W oo fo
2 ox [lF o |\

oy K

o
tlo

i)
as)
=

AU
©

=
2 o M o
o I
o r% o

1

o,

Y

o o
g
o o 2 o

il
)
[N
e 0y
4

o
ot Lo
R
o
)
rlo
o

2.2 Q1zEhle] sl 2z
Qreage AH Age FEshs uF

24 HZ IGTV(Instagram TV)E &
[e)

3
i
al

pc)

i

o
o ool (Moo o [N

i

al
>
Q‘L
)

]
o)
i
o
2
(1)_‘{1
1l
o
=
o
!
s
=

“
[N
o
>
1o,
e J
N
il
o
fr
O,

12

Rus

ful
N

2L
oy
i

,

o
-}
=
[

[
o
D)
rJ
N
o O

=

=
o
iy
rlo
>
N
2O
ol R~
o

=
M J

L
ol
rir
=
=
o
[TE O

N
X
=
K
3o
=
=

%
-

[z nf 0% 0 o o> wd

M M g |y
AL
fo o
[>
5T
g
£
i
4 &

ofN



QB9 IGTV 9 A7 38 AT —ahil-ite] Z6l Aulag FAo2- 407

o) 15 FHOR EAUR AR} Bolt: T

Al C 28 Fashion Editor
kv At [1,8]. weba onAE 3 Jr Az} D 30 Ul Designer
Ao Ago]l T3k gl Folo HA3tE ATk 3k ol E 30 Graphic Designer
2B AR A LE olgdle] TEH O " 7 T Joumalst

G 31 Banker
= ﬁﬂﬂ‘i =g e yé & 7] ‘AE = 21 }j 73&18} H 28 Travel officer
of T F W7 witel S gAY Axetad &g
of #gk #Ale ZokAlar ATHI)] 3.2 A% W W B Az

lN'

H X
24 HIES A AN 2(SNS) 9] - HE] Fel= 5
A

N EFLLAA A0S AR, 0 A2 3 o ABLS] RS 243 AN A A8

W B mUae) aulgel kA Aoen o D R
O A el S BE G IITE FAR g ney mazs ame A 2 olge o)
i G TRl FRF o S R 2o Aol o] e AT AT O E] ST} ol AEh el
FARIGIVE 925 @ ¢ 2k R Anel A o T e et 7t
A el Ay drem AL ke o e o
TE Y SRS BAESEA IGIVE A8 TR g g mnize ang de enane 93 Y =
o I o 1E ASEAUAN ALHE F g g i 58S ol gt A4-HE 26
kit W] W AR AREIIGTVE A8 87 % o) yyre ouin 9 maz@pos 94 @ 2ax
Qs)0] =G w50l W 4 9l7] WEoICHILl et st Aae et i e
S AAT AS, GI0RE@5%)9] 2olE 1 Ao
3. 2% Ww W B A3 H, lq%gib 11720%(25%), 175%(125%) Zol9]
ELELE R B9e AR SR Lol EGE AH A 2
3.1 A9 g A4 el e A, A=d S AHcs SEAE
A AYE WH] WA s @ o o NI SRR

:

(216 A3k, mupal S Bof A~EagS Agsta
8

F714 o2 JA-HE Zd - : :
714 A+ Table 2. Basic Information about Watching

s s & Ags 3ggic Fashion-Beauty Contents
Number of
100%
-§ Item Scope E—_—
LE 75% Facebook 1
E Mainly used Instagram 6
S 500 - Application
o
o (multiple Youtube 6
g o d response) Pinterest 1
b Others 0
= (1L S e— R e — Preference of |mage 5
0 3 6 9 12 15 Contents
Number of Test Users Format Video 3
. . , L han 1 mini
Fig. 1. Jakob Nielsen's Curve ess tha ute 0
Length of 175 minutes 1
Fashion-Beauty 6710 minutes 5
Table 1. Profile of Interviewees Video 11720 minutes P
Interviewee Age Job More than 20 minutes 0
A 23 Student Direction of Horizontal 3
B 27 Student Watching Video Vertical 5
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Table 3. Basic Information about Using Instagram

ltem Scope Number of Person
Less than 30 2
minutes
30minutes ~ Thour 3
Length of Using
Instagram 172 hour 1
More than 2 hours 2
Other 0
Experience on Yes 2
IGTV No 6

3.2.1 AREA3 AF 9] A4

ANzt o] =g A2l IGTVE] AHEAF 33
< Aetr] $lete] 9 o] suF mEe] 77449
AHgA 9A[13] 5 7Fx1A) (valuable) ¥ 4124 (Credible)
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Table 4. Usability Task of Instagram IGTV

Context Task Details
Task 1 Start application.
Start Task 2 Log-in.
Task 3 |Find IGTV icon and start.
Watch fasion-beauty video
from the category
Ve & (Recommend, Following,
Popular and History).
Sl Control the icon on the
“Waich Task 5 |screen (Like, Comment,
Share).
Task 6 Search another video while
watching the first video.
Save your favorite
Task 7 fashion-beauty video.
Task 8 | Go back to the list.
Others Task 9 Create your channel.
Task 10 | Go back to Instagram.

Table 5. Restructured Survey list of Honeycomb

Model
Restructured Survey list of Honeycomb Model
Theory of )
Usability Check List

e User experience on watching Instagram
following account's channel.

¢ Video recommendation service on
fashion-beauty.

¢ Saving favorite video on the list.

Usable ¢ Video viewing history.

* Searching another content or using other
service while watching video.

« Direction of playing video (Horizontal or
Vertical).

¢ Length of video

Composition of IGTV main screen.
Text and layout of IGTV.

Error when playing video.

Buttons on video screen.
Searching video.

Useful

e o o o o

Composition of main screen.
Overall composition of screen.
Screen layout and font size.
Size of video thumbnail image.

Desirable

e o o o

Click icon for starting IGTV.

Control screen when playing video.
Circumstances when watching video
Steps of searching video while playing
another one.

e Steps of searching video.

Accessible

e o o o

* Classification of searching keywords and
categories.

¢ Video recommendation after searching video.

* Category recommendation while searching
video.

Findable

¢ Overall satisfaction of searching result.
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Table 6. Feedback of Userability Task on IGTV

Context Feedback
¢ Easy to start and log-in.
Start * First users had trouble accessing IGTV and

took time to start.

* Easy to watch fashion beauty videos and
control buttons on the screen.

¢ Hard to find new video while watching previous

Search video.

-Watch e Hard to find 'Save’ button.

¢ Confused to understand exact meaning of
'Save’ button whether it is for saving video on
mobile or IGTV favorite video list.

¢ Confused to recognize the scroll function to
navigate.

e Hart to find a button to create individual
channel.

Ohters
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Findable
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Accassible

Fig. 3. Result of Userability Test
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