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Abstract This research is based on product development that improves user experience such as design
and function by analyzing the usage behavior of elements experienced by generation Z as customers
and users in the process leading to disposal of earphones even before purchase. The behavior of
earphones in Generation Z was analyzed through in-depth interview and surveys of the customer
experience and user experience of earphones. The results of the study were common or characteristic.
They are user experience based on brand dependency, sharing experiences and seeking simplified
design and convenience, which is related with the lifestyle of the generation Z. This study is expected
to be a fundamental study of product research and marketing strategies that will take advantage of the

characteristics of Generation Z, who will be the main player of the market in the future.
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Table 1. A Literature Search for the Analysis of Z Generation Life Styles

Authors Publication Year Subject Content Ref.
Generation Z is not as used to solving problems through
Park, Cultural Contents Planning and direct dialogue or dlscusswo_n as the older generation does,
) 2019 . h and tends to trust the advice of peer groups that belong [9l
Tchi-Wan Generational Discourse . h
together on the digital network more than to listen to advice
from family members, bosses or seniors.
There is a strong desire to solve problems on their own by
Editorial utilizing text, SMS messages, online searches, and
Dept. Kprea 2018 2018 Top 5 Digital Marketing Keywords automatedl response systems. They are a_Iso more loyal to [10]
Marketing customers' experience based on personalized
Association recommendations and to brands that respond to social
media.
Ju. Hee A Study on the Characteristics of Generation Z, who was born with a digital media
v ’ - Preference Colors of University Students environment, had the opportunity to have natural access to
oung, Kim, . . - - B ; L
According to the Difference of Experience | computers and various electronic devices, it is inferred that
Sue Young, 2018 ) o ) ” ; [11]
) Social Culture and Digital Media Generation Z has come to prefer achromatic color
Kim, . . S : h
; Environment — Focused on Generation X, | reminiscent of the image of high technology and modern
Youngin
Y and Z technology.
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Table 2. Comparison of UX and CX of Earphones
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Table 3. In-depth Interview Participants Information

Classification UX CX
Earphones and peripheral device,
Object of Earphones Accessories, Package,
Experience [tself Reputation, Store Service, Brand,
Advertisement
Information acquisition process,
Earphones .
Stage of Exploration process for purchase,
) Control
Experience Control process, Problem
Process .
resolution process
Thinking and Perception about
) Performanc -
Experience - the Enterprise, Value,
e, Emotion, :
Element Value Performance, Emotion,
Relationship, Service satisfaction

Participant No. Birth Year Gender Job
P1 1995 F Student
P2 1997 F Student
P3 1997 F Student
P4 1998 F Student
P5 1999 F Student
P6 1995 M Student
p7 1995 M Student
P8 1997 M Student
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Table 4. UX of Earphones Experience Steps

Step UX
oAt Verbal reputation, Searching Review
Search
Purchase Brand awareness, Store experience
Emotional elements to the brand, Purchase and
Use use Accessories, Control process, Functions and
Performance
A/S and Satisfaction for A/S, Re-purchasing intention for
Disposal a brand
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Table 5. ‘Information Search’ Survey Results

Response
Question (Subject: Respondent)
Average STDEV
Look up the use review and decide on the 514 129
purchase.
Accept a friendgvrecommendation 5.04 126
positively
Even if the earphones don't break down, |
buy a new one when | find a product that 228 0.57
| like.
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Table 6. ‘Purchase’ Survey Results
Response
Question
Average STDEV
Visit the store to experien_c_e it and make 344 085
a purchase decision.
There's a brand of earphones that | prefer. 4.11 1.02
There is a type of preference for 488 122
earphones.
| prefer rare earph;)gss that others don't 249 062
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Table 7. ‘Use’ Survey Results
_ Response
Question
Average STDEV
| feel uneasy if | can't bring my earphones 512 129
when | go out.
| can share and use earphones with others. 4.58 1.14
Purchase and use earphone accessories 34 085
(case, cap, etc.)
When | use earp‘hones, | worry about 429 107
hearing loss.
The main purpose of using ‘earphones is to 3.00 077
cut off the surrounding area.
Earphones are one of the images that 104 0.48
express me.
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Table 8. ‘A/S and Disposal’ Survey Results

Response
Question
Average STDEV

If it breaks down, I'll have it repaired rather 298 059
than bought.

Replace earphones regularly. 2.39 0.59

Buy a new product rather than a product | 395 081
have used.
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