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Tab 4-2 Correlation matrix of variable Tab 4-4 Results of Regression analysis #2
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Tab 4-6 Hypothesis testing
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A Study on customer experience centered mnnovation model

for Funeral Mutual Enterprise
- Centered on Funeral service -

Ahn, Jinho* - Lee, Jeungsun**

ABSTRACT

This study is a study on the methodology of establishing an innovation strategy centering on the
customer experience, which 1is essential in order to transform the existing collection and
preservation—centered mutual aid company service into a visitor—centered service. To this end, we
conducted literature research on environmental changes in the funeral industry from the perspective of
service science and the significance and value of customer experiences within them, good customer
experiences and bad customer experiences from the perspective of customer experience management. A
study was conducted to present and prove a specific model.

The customer experience—oriented innovation strategy of the funeral industry means to search for
various alternatives that can reach the target state from the present state, focusing on the customer, and
select the most appropriate transformation plan among them. As an effect of application, it was found that
it is a source of differentiation by generating positive emotions to customers, and that customer
experience data is highly helpful in making important decisions for the actual resource input of the parent
company.

This innovation model was presented, and its value was firstly proved by analyzing the difference
from the existing evaluation method. Finally, as a result of analyzing the causal relationship through
regression analysis using the customer experience measurement procedure, customer experience
diagnosis/evaluation, customer experience innovation strategy, and cooperative company's performance as

variables, the relationship proved to be significant.

Keyword s: Funeral service, customer experience, funeral service innovation strategy,

mutual aid company UX, funeral industry innovation strategy,
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