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Establishment of UX Index Model in Mobile Content Services
based on User Satisfaction Model
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Abstract Since a range of mobile content—based services are released in a market,
there have been many attempts to develop an UI index and methodology that
reflects the nature of mobile content services, Even though usability test is an
effective tool as it evaluates quality of UI, it does not cover following issues: how
a certain service is perceived by users in a real market and what kind of other
experiential factors influence user’ s satisfaction, Although usability is one main
factor experienced by users, other factors, such as user s pre—experience, and
various market situations seem to be not covered, In this research, therefore,
possible influential factors in service UX, which actually influence user’ s final
satisfaction, were identified, Based on the identified factors, new UX index model

was established which enables to evaluate UX quality in quantitative way.
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