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A study on the preference between emotion of human and media genre in Smart Device
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Abstract

To date, contents’ usability of most multimedia devices has been focused on developer not on user, which made
difficult in solving the problems or fulfilling the needs while people using real system. Although user-centered UX
and Ul researches have been studied and have resulted in innovation in some part, it does not show great effect on
usability as it is not easy to interpret human emotions and needs and to apply those to system. Usability is the
matter on how deeply smart devices can interpret and analyze human mind not on how much functions and
technologies are improved. This study aims to help with usability improvement based on user when people use
smart devices in multimedia environment. We studied the interaction between human and contents by analyzing the
effect of human emotions and personalities on preference and consumption of contents’ type. This study was done
by assuming that proper analysis on human emotions may increase user satisfaction on multimedia environment. We
analyzed contents preference by gender and emotion. The results showed that there is significant relationship
between ‘Happy’ emotion and ‘Comedy Program’ preference and men are more prefer it than women. However, it
does not reveal any significant relationship between ‘Sad’ emotion and contents preferences but women are slightly
more prefer ‘Comedy Program’ than men. This result supports the Zillmann’s ‘mood based management’, which
suggests that the needs for pleasant contents are revealed to relieve sadness when people are in a sad mood. In
addition, our finding corresponds with Oliver’s insistence on meeting all four factors, insight, meaningfulness,
understanding and reflection, rather than just pleasure for more satisfaction. This study focused on temporary
emotional factors and contents and additionally on effect of users’ emotion, personality and preference on type of
contents consumption. This relationship between emotions and contents study would suggest the better direction for
developing smart devices with great contents usability and user satisfaction in the future.
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Figure 1. Flowchart content analysis according to user

emotion
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Figure 2. The content according to user preferences
measured by emotion
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Table 1. The time of Smart TV experience environment
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Frequency Percent Valid Percent Cumulative Percnt
1.00 0 ~ 1 hour 23 57.5 57.5 57.5
2.00 1~ 2 hour 14 35 35 92.5
Valid 3.00 2~ 3 hour 2 5 5 97.5
4.00 3 ~4 hour 1 2.5 2.5 100
Total 40 100 100
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Table 2. Empirical intimacy of the smart TV experience

Frequency Percent Valid Percent Cumulative Percnt
2 3 7.5 7.5 7.5
3 4 10 10 17.5
4 7 17.5 17.5 35
Valid 5 7 17.5 17.5 52.5
6 18 45 45 97.5
7 1 2.5 2.5 100
Total 40 100 100
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Table 3. Correlation of emotion and content

. Gag Titanic Gangnam
Angry Happy Sad Surprise Satisfaction  Satisfaction  Satisfaction
Pearson 1 -0.134 407%* 0.133 0.02 -0.15 0.118
Angry Correlation Sig. 0.41 0.009 0.415 0.901 0.357 0.469
(2-tailed) N 40 40 40 40 40 40 40
Pearson -0.134 1 -.519%* 433%* A451%* 0.027 -0.152
Happy Correlation Sig. 0.41 0.001 0.005 0.003 0.867 0.349
(2-tailed) N 40 40 40 40 40 40 40
Pearson 407%* -519%* 1 -0.049 -0.11 -0.159 0.07
Sad Correlation Sig. 0.009 0.001 0.766 0.499 0.327 0.668
(2-tailed) N 40 40 40 40 40 40 40
Pearson 0.133 433%* -0.049 1 0.26 0.053 -0.11
Surprise  Correlation Sig. 0.415 0.005 0.766 0.106 0.744 0.498
(2-tailed) N 40 40 40 40 40 40 40
Gag Pearson 0.02 451%* -0.11 0.26 1 -0.132 -0.282
Satisfaction Correlation Sig. 0.901 0.003 0.499 0.106 0418 0.078
(2-tailed) N 40 40 40 40 40 40 40
Titanic Pearson -0.15 0.027 -0.159 0.053 -0.132 1 -0.077
Satisfaction Correlation Sig. 0.357 0.867 0.327 0.744 0.418 0.637
(2-tailed) N 40 40 40 40 40 40 40
nam Pearson 0.118 -0.152 0.07 -0.11 -0.282 -0.077 1
Satisfgacﬁon Correlation Sig. 0.469 0.349 0.668 0.498 0.078 0.637
(2-tailed) N 40 40 40 40 40 40 40
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Table 4. ANOVA analysis of the content
Sum of Squares df Mean Square F Sig.
Between Groups 10.285 3 3.428 1.607 0.205
Gag Within Groups 76.815 36 2.134
Total 87.1 39
Between Groups 4.285 3 1.428 0.554 0.649
Titanic Within Groups 92.815 36 2.578
Total 97.1 39
Between Groups 4.255 3 1.418 0.827 0.488
Gangnam Within Groups 61.72 36 1.714
Total 65.978 39
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