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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
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lll. Research Design and Operating
Definition of Variables

1. Research Model Building

2 AT UAE Vs dEe] AR Agns
ek ghF v, S 2EEY B ATEA ol S
A Wt EE ARRALO ARSAL A 9 Al E7| 5ol AR
Hx= G Ak AFH ATt gF IR AL A
e} 2ol E Yol 7] 93 AREALe] AP o] ALy
7] FE A E oty 3 s
Take] B3zt Shelek g FAAR] Al ATE Hete] At
EEZ AMAE gPdo R 7F 28 MAste] 2 gAY Te
S 28 ARSAAEY AR E B AFE HAAEH
How &5 F vt 1k Afeo|rt FlvE A

=

s
2

.
=
=

positive
affect

pragmatic
value

Fig. 1. Research Model
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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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3.5 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
AP AEA 71909 7 HEE ARA e R



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

between Korea and China 159

Aeaiglon, A e} F7e AEE 2 ANEE ALE
s dide® 20169 3€ 19+5H 3¢ 314714 & 43t &
23 F70A FAG AAa.

2

o B AHEAsE Aoe AzEe) Aun A
= 2 FH" 852 SPSS 23.0 ¥ AMOS 23.0%
A

g
EE GRS
o % 49257F 359
A elate] & 4525 74]%%4
FERAEAY = d=e] A
TE 21255 HF SAA FEARE
79 AZA = 3004 & FEATAY = 22058 HAF
AR Al 283k
B A A Aetsl ¥S A
o1 BA H]E_‘,ﬂ_Z\j‘ :rL HEA A

A ARg-E
=

AR, T Ak ko] JolB AA ] 9§ HEEAS o) %
EiS=

A, AR RS AE T3 A el ARE 5
W7 A Al SAEa deEAE wHEY SHEF
U4 84S el a2nks daAsE et

AR, QRIEAE FAANEE dshs /EEE wess
o] FHAAE setste] A el SAWSTE EE9GlL
E13d SEE 98 AREEHAT

YA, debd 9§ 7o) 1Al AAS S48 g4 2%l
A AREA 5 RS SARAY 71ES E4390th

3. Demographic Properties of Sample
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4. Difference Comparison of Korea and China
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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)5A AR el o

Fo A,

[e

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
= MEolA frolghge] 0.058 T A vghey AN

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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