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Research on UX INDEX Influencing Satisfaction of Mobile Commerce Services

’

— Focused on Mobile Commerce Services Users in Korea and North America<

429, Sohyun Kim*, ¥%%, Jongmin Park**, 3}d%, Hyunnam Ha***, 787, Hyojin Kang

89 wHY AmA AMu|As dufsts AEY fF wet gAE

FE A fPeR FET 4 Yok o] A1 HHE mupY AHA A
ol wetb =t 5o AR whEEe P WA=

S| A3t UX INDEX & E=&3114} dh= Ao|th, E3H 2z} UX INDEX & UI AlE g9l
ol BAE &S FAAYN FFE AL Ul 2dE EEstaat sigloh AAd
wofsls AE fFol wet A4E ARmoA Apolge] Uethti =yt EHnl ARt
et AZE §-843 AFEolA ®E Aolilo] UeKTh 7t UX INDEX 9 Ul A%
L1379 A BEAoM = AHA LRE ofgslr] 3 Ul 8ae AWHOR =& 7o

o)

rlr

FI

AU A, EeE 59 Ul 848 e =3t Fo| ARgARe] whe) ool Yy,

Abstract The objectives of this research is to compare UX elements influencing the

satisfaction of users in Korea and North America according to product types of

mobile commerce services, to determine UX INDEX suitable for each type of service,

and to derive positively influencing UI factors through analyzing the relationship
between UX INDEX and Ul detail factors. This research showed that there was
difference in perceived reliability according to selling product types and there was
difference in both perceived usefulness and reliability according to users in Korea
and North America, Also, this research found out that, in analysis of relationship
between UX INDEX and UI detail factors, Ul factors to understand a service
structure generally showed close relationship but factors such as troubleshooting

and help showed difference between users in Korea and users in North America,
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