The effect of the user experience of smart phone on satisfaction
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ABSTRACT

The effect of the user experience of smart phone on satisfaction. This research is to study the effect of the user experience
factors of smart phone on customer satisfaction. User experience factors represent Usefulness, Usability, Affect and Brand images,
based on antecedent literatures. And The targets of this study is 95 people in using S’s company and 90 people in using A’s
company. As a result of this research, practicality(47.7%), offline issues(28.8%), usability(18.0%), aesthetics(17.6%) are identified
for the effect of user experience on satisfaction. Most of the smart phone designer should consider that usefulness and affect are
key factors, when they are designed for user-friendly in that they increase user satisfaction. In terms of these, we suggest that the
fact that S’s affect doesn’t have effect on satisfaction is an urgent need for improvement.
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Fig. 1 Sharing ownership of UX
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Table 2. Operational definition of variables
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Table 9. The effects of user experience on the
satisfaction of smart phone
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