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A Comparative Study on the Innovation Strategy of User Experience and
Life Satisfaction between Korea and China

Hyung-Jin Rho*

Abstract

The purpose of this paper is to study renovation plan of value chain from a user's viewpoint by
making practical application of digital technology in Korea and China. And it is surely meaningful to
investigate the important motivation factors of continuous using smart-phone in two countries, and to
analyze the improving effect toward to the quality of life in continuous using smart-phone. By this
study we can expect the value improving effect of user experience.

The results of hypothesis testing can be summarized as follows:

First, the hypothesis that positive affect has a plus effect on pragmatic value is accepted in Korea
and China. Secondly, the hypothesis that positive affect has a plus effect on hedonic value is
accepted in two countries. Thirdly, the hypothesis that negative affect has a minus effect on
pragmatic value is accepted in Korea, but rejected in China. Fourthly, the hypothesis that negative
affect has a minus effect on hedonic value is accepted in two countries. Fifthly, the hypothesis that
pragmatic value has a plus effect on life satisfaction is rejected in two countries. Sixthly, the
hypothesis that hedonic value has a plus effect on life satisfaction is accepted in Korea, but rejected
in China. Seventhly, the hypothesis that there is a difference in positive affect, negative affect,
pragmatic value, hedonic value and life satisfaction between Korea and China is rejected in positive
affect and negative affect, but accepted in pragmatic value, hedonic value and life satisfaction.

In the competition among enterprises, user experience instead of goods themselves became
influential as a differential factor. And many advanced enterprises began taking a serious view of

customer's happiness and user experience improvement.

» Keyword : digital technology, smart-phone, user experience, positive affect, negative affect,
pragmatic value, hedonic value, life satisfaction
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II. Research Purpose and Methods

S AHgA B4
of Aol vlwa}
Wl A 4atsh Ao

re

(i

A
lo
re
4
1
)
o
a
N
i)
N

b
o
i)
o oo

o
>

fr
o,
9
>
rir

w
s
=
__),1_1”
N
N
2
>,
]
=
Sv

/\]/\Eﬂo L—]o] /\U].E = }\HE_,_
of 7]wkste] ARgAF A2yt e A
& g e W=y 2l )
PAE olsfetar gl FEe =4
E AA Flov oA A 7
S0l I vkl & = ok AREAAI R S TPAARE S F
el M ez el gte] 3eAE FAE
YoaE B shu 9om ol B3l At el A
7F WdEE A9 geleta & = 3l
& AelAE gAY 7ls e *}ﬁxwlﬁéﬂr A=
Efﬁi A dledge AT ATsR stk WA AL
LAt FHATE s, ol EdlE yAd A
3 AL 93 Ul Y JYAE AT TR AL
ATEA APHEE SRS FOE HERAE Foo] AA
e A A 7E gl njA= el disiA 4

o 1E

rir b
oS
O i
o 4

o,

fo

B

j

L

= 1
£
off
o4
oozl
>
ofy
o>
lo

ox

A
g
L
OO
rsi‘
—_&,

o

.
UAY Z16S BEE AEAAZ] ABUEE oW
GFE A3 QA APHEES BEE AEA B A

= ©
el A S 02 Bkl @3 43 s A

oVl P

ol
-

o

RNl

0, N,

2L ¥ o ofN oX

P

3
B QATAAE B4 ARG 8 7)ol e
Aielek. o714 Qoixl Aske Edj= U4
& vAel ZegaE AAsteln el A

2 g
_lZi o et

o o



A Comparative Study on the Innovation Strategy of User Experience and Life Satisfaction

between Korea and China 157

Q) ARATZA 2UIEE AHAE TPoR MERAE Bt
o AR A W AF A ABIEE )R GG
Gl A s,
ole)a Qe Folo] APEE Ao AL FAE )
& 0123 S el Tele SRl e
o §3ET sz BI%e] aavh Foleln
A7

[e)

R
FTVEY
fil

SUbEE Abgol A9l 42 3

2 H oo &
T
I3
N
b
2

A

=
e
i3
ofN d
[
ob
L ¥Q

o o flo
2> W g O
Sl

RN _

B o ox M

N

off o

B o e

N ©

N il

il

ot

ro,

o}

ol

rr

N

>

olN

M

1

tlo

ol

of

=

o

of\

i
)
ol
o,
2
o,
2
g
ar
ol
b
2
X
il
N
)
N,
S
>
o
o
>
o
=
N (m
N i

YRy, 098 8
g olgale] TEUHARIEAS ANt

lll. Research Design and Operating
Definition of Variables

1. Research Model Building
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Fig. 1. Research Model

2. Research Hypothesizing
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3. Operating Definition of Variables
3.1 Positive Affect
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3.2 Negative Affect
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3.4 Hedonic Value
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3.5 Life Satisfaction
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Table 1. Latent Variable and Appraisal Variable
Latent ) .
Category Variable Appraisal Variable
Smartness,  Vitality, Ardour,
Positive Powerfulness, Vigour,
Affect Pride, Interest, Excitement,
Affect Firmness, Carefulness _
Nervousness, Oversensiti—
State .
) veness, Troubles, Distress,
Negative o .
Affect Fear, Hostility, Cautious— ness,
Fright, Guiltiness,
Shame
. Organization, Usefulness,
Pragmatic . )
Value Foreseeability, Easiness,
Product Goodness
Value . Fascination, Fashion, Lofti—
Hedonic - .
ness, Originality,  Aesthetic
Value
Sense
Life Life Autonomy, Capability, Rela—
Satisfac Satisfac tionship, Popularity, Stimulus,
—tion —tion Meaning, Safety
[4][5][6]

IV. Empirical Study

1. Survey Methods and Data Gathering
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2. Analysis Methods
A AEA 71999 7 HEE AiA e R
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3. Demographic Properties of Sample

Hoodgte] BAlo] ALE3E Sukxle] SFEA EH e EAS
A RA, g ARRA SRR A, oA e] HE(48.1%)°]
$g9l vl&(51.9%) 5.0t tha BA vEbet) gk A5 20
o] &5 Hlgo] 41.3%% 7P wotow 1t o g 104)
o] FHEC] 26.7%= F WARE A Yepth gYe AE
Fo] 44.2%% 7P A YERYIL low I v oRE
Ao FHEEO| 27.2% Thero & A YERTh SR
T S AREREY] 79 200~300%F Holgtar & e
A7y 44.2%% 7V =A YT 2 o= 20017t
o] g0l 27.4%= A YElwT) SEEo] M W
TS 500%F 9 o]l FUATt 2.4%E S SHY]
e

T AR S AR SRR T P39 H&(51.4%)0
©]/39] H|&(48.6%) Ktk thax A YERRTE B, A% 20
o] S o] 41.8%= 7P A Ve glom 1tk
HE 2 10009 SHHEC] 25.8%2 T HAZ &7 ey

o fﬁ’ oo » H
fl oo = ozl i mRy é".:

1

e ARE] 44.7%%2 7V #A vEon, 1% 3
wHEo] 26.3%% T HAZ A Yepgh o]om

HE@2.9%), APHE.9%), BH2.2%)8) £9E ekt 3
A9 LEES 3000~400091IoIE SR SEAL
44 5% % 71V =4 el o g0 &2 3000%]¢te] 27.8%

Z 5 AR 27 UEstth o)A 4000~500091%H20.9%),
5000~6000912H(4.4%), 6000913t ©l/H2.5%)¢] == et
et

4. Difference Comparison of Korea and China
4.1 Reliability Analysis of Measurement |tem
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5. Test of Research Model
AR 7“4011*1 AAE AT 7SS AA] 28]
o] gsto] =3} Far I ARRE Kol

B wale x?=1477.07,
GFI=0.89, AGFI=0.87, DF=724, NFI=0.799, P=0.0000] 5]
R, FAF F FAT AFPA o 5875 ol e
Feholl tigh FRYAARYEA A gkl <E 1>7 #o
Uebsth B4 A3 A4 AME 8 H 7HA S 7154 v
A, 280 B4R AAE 2AA AR 1A ARl fel
e VA A AL ATVEEA fold FFE
A= Aom e,

aE A5d A ARRsE

HAE Aoz et

Table 1. SEM Result of Korean Group
Path Esti~ S.E. CR. P | Test
mate
Hedonic Value
< Positive 0.271 0.068 3.960 *ok ok Ax
Affect
Pragmatic
Value < 0.459 0.085 5.405 ko k A
Positive Affect
Hedonic Value _5 06
<~ Negative -0.237 0.047 9 *kk A
Affect
Pragmatic -5 56
Value < —-0.309 0.055 ° * kK A
Negative Affect
Life Satisfaction
<~ Pragmatic 0.075 0.052 1.435 0.151 R
Value
Life Satisfaction
< Hedonic 0.233 0.060 3.866 *ok ok A
Value
* Al Accept, R: Reject

Fro] 749-9 Ajt% A EE B 28] CMIN=1477.07,
GF1=0.89, AGFI=0.87, DF=724, NFI=0.799, P=0.000°] &
S, A7k F HAT AU A8 H Frolt), T
QRielAel FRBAATARA A% 9] <E et ol
eyttt 24 Ay A A= A 7HAe 7154 7
A, 2ejar A A s A A 7ol d S A
AoE LT,

e} $4H AN 7)A AR el

(

ke A,

o3

7157 A AREERS] 0@ G vIAE Ao
Bhta, s g s JEnSue o8 93 vl

A Aoz ey,

Table 2. SEM Result of Chinese Group

Path Esti- S.E. CR. P

Te—st
mate

Hedonic
Value <
Positive
Affect
Pragmatic
Value <
Positive
Affect
Hedonic
Value <
Negative
Affect
Pragmatic
Value <
Negative
Affect
Life
Satisfaction
<~ Pragmatic
Value
Life
Satisfaction
< Hedonic
Value

* A Accept, R:

0.276 | 0.065 | 4.244 - Ax

0.423 0.110 3.827 * Kk A

—-0.095 0.026 -3.673 * Kk A

0.041 0.028 1.458 0.145 R

—-0.149 0.252 —-0.592 0.554 R

0.219 0.299 0.733 0.464 R

Reject

6. T-test of Independent Sample on Research
Model

a3 T 574
o t-testE AAIFTh

7 7-19] RS 1 H =T T S 7k SAHA
A WA fe)gEo] 0,058 A vsgkey AFIHA
Ho: g3 5 AREALe] 3724 A9 Apol7} ks 714
< 717t

W 7-29] ARE BRW =T S G ko] FAA
A AgA fre8Eo] 0.052Y AA ygkey #AFIM
Ho: g3} 57 AMg&Ate] B4 A9l Aoz} gtk 7Hd
< 717t

7 7-39] AAE AEH = T 1] 715 A
7HA] WMol A frelghEo] 0.055 Y A Ugtey AF7Md
Ho: gh=3} 5= AH&Ae] 4% 4xe] zfo|7} glvk= 7Hd
< AgE A

7hd 7-49] AARE AEY = Tm F e 9 A
7EA] WMol f-egEo] 0.05K AA vgon g R4
Ho: gk=3} 5= AR 7234 7441 € zbol= glvke= 7Hd
< A=A

M 7-59] AAS SHH Sy T e (ko] gk
£ oA fo8tEo] 0.05KT A yskoy AR

WHE7E oW gk Apol & YEREA] O o
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Ho: 953} 55 Abgaje] A1e
Aerailet,

150] Ao} gk 1S

V. Conclusions
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AH AR AFVHEA GoIF 4TS VAL o g
AW 5 A AFREED Fo7 JBS WA o
= ow e,

B, B0 A9E M ANE B AR fela
G A Aoz et B3 344 AN )5
Aol frol @ L HAE Ao Uehgeh ¥4 AN 2
A7 ARl folF S TR Ao e $ 44
AAE 7154 ARl frold JEe MAA e o e
S A AP ARRERel fold JFE nAA e
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HAA e Aew ek,

717k 4e) A3E wE @) A9 A5H e 4
BRI FO GFE VA B ACE e
F3 GUlA $48 gAE 7154 e el 9L
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= ;\il ]—0}1:1;],
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F49 A7 AAsc

B ATNE EEH BARNS A8 B 427 weE
el B RS GoR HERAE AN ¥
fold] Zok 4 gl Ak Bl B3 J19ne gl
Q5] opel AL AFolt AT o] FIA F7 7)Y
@730l A gstels BAVE Aglont ¥ Ae] Ant &3
WA B RS AN 5 U2 Aoleka Pz

B, B ATE U9 7142 B8 ASAAYD A8
Zro] walA @3} FHAN UERAE AT AHE
AEe A5l A A =

N

AF) AN A wa, E, =7
449 BYE A 2] A2 o =
Fashth w8 B3 S50 454 47,
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Al
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2
2
&
o
s
O 2 fo O o flo > Lo

G5 AT, AP HAS Zdd A BE, ARt Eﬂ
olele] A F4, 2= 7119 Al fH?f} 394 2
A, 54 A AS B4 58 S8 ARAAE HAklel ﬂ1
& S olal7t 7Fed Aoz ZidiEr11][12]1[13].

W AT R O AREQ] LA ds) H dolE
AR AlatA, @] dlolE] B SNS do]E ek Al

B A7t o] Fo] A AoH o\ Foke 7t
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