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Building Service UX Index : Measuring UX Satisfaction in Mobile Content Services
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Abstract In mobile content services like apps for smart mobile devices in specific, there has been a
growing interest in evaluating UX quality to make sure that it provides better experience to users and
consequently, secures competitiveness in a market, In that sense, usability testing has been considered as
one method that enables designers and design managers to evaluate Ul quality before they launch their
service, However, those designers have been faced with a following fundamental question to be answere
d:Is good UX design a good business? In other words, can well-designed service, which has good
usability, actually satisfy target users and improve competitiveness in a market? There is no doubt that
usability is one important factor perceived by users, However, it has a limit in terms of evaluating UX
quality in macro level, as it mostly focuses on ease of use and efficiency of performing tasks, but does
not cover other possible experiential factors, which also can be perceived by users, such as market
situation and preexistence experience,

Therefore, this research aims to identify key experiential factors in using mobile content services, and
establish service UX index model that enables to measure perceived user satisfaction, and identify how
UX design contributes to the satisfaction in quantitative way,
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