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Abstract This study intends to look into the perception gap among Korean and Chinese consumers regarding
the product attitudes toward smart phones and repurchase intention as well as the user experience. First, this
study showed that there are gaps among Korean and Chinese consumers, regarding smart phones, toward their
experiences of usage satisfaction, usefulness, design satisfaction, and evaluation from other people and that
Chinese consumers have higher awareness of every experience element concerning UI than Korean consumers.
Second, concerning the difference in the product attitudes toward smart phones, it turns out that Chinese
consumers also have higher awareness of it than Korean consumers. Third, regarding the difference in
repurchase intention for smart phones among Korean and Chinese consumers, this study shows that Chinese
consumers are likely to have more intention than Korean consumers. because their average value is higher than
Korean consumers' even though the difference are not statistically significant. This study is expected to have
academic meaning(significance) for providing basic materials of comparative study between two countries
regarding the user experience about smart phone as well as some useful implications for the competitive power
improvement of Korean smart phone related companies in China.
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(Table 2) Factor Analysis of Ul Experience
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Design satisfaction2 343 184
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(Table 3) Difference among consumers in Korea
and China regarding their experiences
of Smartphone Ul

Variable Country Mean SD t
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