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Abstract

Background  Customers experience a complex customer journey through various interactions with a
company. Although the proportion of Generation MZ in the home appliance market is increasing, there is
a lack of customer experience that reflects the consumption tendencies of these customers. Accordingly,
this study seeks to find ways to innovate home appliance customer experience suitable for Generation MZ
through corporate-linked capstone design.

Methods Realistic innovation goals and directions were established through literature research and
reflection of corporate demand, and effective opportunity areas of 16 items were derived through basic
research. Afterwards, we conducted field research, surveys, and in-depth interviews with Generation MZ
customers to derive core needs for opportunity areas at each stage, and reflecting these, we proposed
product-service system (PSS) design for new touch points (NTP).

Results We developed eight NTP concepts for the pre, during, and post stages of Generation
MZ home appliance customer journey. Each concept was visualized as PSS-based scenarios for home
appliance customer experience innovation activities. To verify the effectiveness of the proposal, evaluation
of innovation factors and demand survey items were conducted, and then results diffusion activities were
carried out by sharing and disseminating the final output.

Conclusions  This study seeks field-oriented customer experience opportunities for realistic problems
required by the home appliance industry and presents NTP methods specialized for Generation MZ.
This is significant in that the study attempts the possibility of a customer-centered circular journey in
the context of online and offline integrated channels based on an understanding of the consumption
tendencies of Generation MZ customers. Based on a review of the marketability and effectiveness of the
proposal, we hope that this study will be used to promote positive relationships with Generation MZ
customers in the future.
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1. M8

1.1. 939 g ¥ 5%

247 ¢ (Customer Experience) 7] 4ol Algst= 7HAof digt 12249 914, 4 .

AFS| A HH-5-2 sl TR A 7 22 (Lemon & Verhoef, 2016), Tkt 1401 714 5

AP Aot Eo] AFAQ 2 AARE T7t 7149 Al 244 4l

Fool Az itk wabA AFH IAFH S A= @] AFolu AuAE fAsts

A& dol 7199 vizyA wdi g e 719 7RSS A% 1454 9] FA2E AH(Chung & Jung,

2018)%]*14 @3‘3] “JROFE} 573 7} (Home Apphance) *}?Q% FARH WskE v S ARSI e
71& A3} Fastal

g AgKDigital Transformation)¥} 71X 4H|(Value Consumption) 52| @43} ), 4G5
BAEE FAIotE MZA 7L AHS 23 S 55 WE1 AR HSE Fhote A4 14508 B
Q1tH(Son et al., 2021; Lee et al., 2022). 20| Al, 10T, Data Network 7]&9] ¥d3} g Eo] thofst
R 7Pd §go] WA wahKim & Bum, 2020, Jung & Lee, 2023) T A€ v o] €] E(Digital
Native)& t¥== MZAIE 18t S31 2AZ R WAl digh A7 Dasieh 7P 1A A o
A& S AE ol 71go] Aot et Aol 9 4228 g & Sf== FAolH, 3’—7—1%9]
e FFOE gAY Adg et kst SHA Y 1ES7F 8 E I vk, I8 u MZY A9
Fol® Btolal o] 59 thad An| S whe 7 1 AE Y A Froti Y] o |t
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ZHUE do] 7kd 1oy HutelA 2] ZAYA

Aol tiek Weto o]zt asich uAqH ] JHo| 7|E £xF HAHAA FTAAY &5

7l'd(Lemon & Verhoef, 2016)2.2 Hs}to] ulet v]Adg 2 1o gt H(Chung & Jung, 2018)°]

== glont, of A Hute]] A7 1 9] et AEH Wl gt A o ds] FEsit) EgE @ Tafelvt

=R 7“0%101 ‘6‘%!'5] ZEA AN 3&3194 %3*301 HEEHA 7FA ave] FEH EAL whs 2L
)

T
“IAI AT, B 0] 471eh T TS Al Mz 2014 A4, eelel 20 FE 5
ue]ole] B4 Etsto] YRS S ol=T FFo| HAAEY AT] GFS F 5 Glrke oA,
Dol A AT AT ANAS TR 2o meAd B TetolA 11 nAokge Al 20
oIe}. 23 7h @ weeluARS $15 7oA AlSt AT(Song et al, 20237 ik whak ] A Aol

SetEdon, Hayd Adie] Aerbd FuiFE d-(Kang & Lee, 2024)7F AP=| o} 74a}t e
29l B4 R Ehs AolA 7Pl Adute] MZAH 9] 352 AW oldfst7|olle SAI7F Qlct.

ESH 7HA ARAG ] +2 5 whge Al At AAH et AAlE FEsirt whEhA B A
2Rl ia} Kby l tH%J 7t A S 7IRte 2 MZAIY 12 EXA Aol AEshE AAo

oX,

1.2, 31| W} Bt
2 AFe MZAIH Y] 234 EAo] wrgd 7HAES A AH A AT Slofl, 2zl 5
Aﬂi—c’r I AHH(New Touch Point, NTP) ZAE A¢tS Zx 2 it} o] & 7FAA|ED g 5
29 gAE7Hre] AujArF AgH A& A8 AA 28 (Product-Service System, PSS)€] 7l
x{]OP SIAF st} o]2 YA 7|12 7hH DA Aure] AF Ao Qs 75 B
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AR, o] 22 1FAE AYATo vehd TAHY a4t 7bd 1A D81 MZAI AH[EA | gt
olallE B3l 7Hd 1A o] dAE A F I 1A E A0 Innovation Factors)& =&t
3ko] 7hA 71930 o2 F5S At B

7, BR8-S B8l DAER S5t AYapA o whd gt
AA, 4D Double Diamond Z2ZAAE 7|8to 2 AAECAQ] HA-& =3Ptct. 1) Discover BA+=
7Hd 1A AFEAE $3) mltie] Ay 7)Y B Macro) 2 AHEA AHFMicro)E 53 MZA
ARY FAS AT 71919 9 (Opportunity Area) 23t} 2) Define A= E&H 7199 49S

o2 744 uiga FAAE o gk d4ZAKField Research)€F 1981~2005948 MZAIt 7FA
vzt gt ASAHE AR AKIn-depth User Research)E ol 224 gAY IAY2E E&3i). 3)
Develope THAE 84191219} 71442 0] I oA NTP ofolt]o]E 7fagic). 4) Deliver ©A1= 2 NTP<]
ZHEE 739 224 849 539 Auja7t AR PSS AlUe] 2 7RA]3lste] Akttt
YA, At A3HE et A5 st APAFoNAM TEH FAlo WRet 7dea FEo st
S AESHL ARV} | HE AR T 25 Alctol st Jehat 52 ettt

i}

2.0|2X H{E 1 E

2.1. 043 gar 24
UAAHL o] 7| YGate] A FEE Tl L7l A AR whg-Z oJv]oh, AlF A AE
t st Jfdolch(Meyer & Schwager, 2007). E3t 1 AAFT L
BA oA At RE AL EH53(Becker & Jaakkola,
2020), 270] 7|47t A2 A8z FAIA A FA
AR A (User Experience, UX)< EgHsh= 71E 0 2(Kim, 2021), UX HARRlo] A&t AH] A0 AFE-H
S| FHE Fi 9, CX YA 71T} 2uR; 749 A5G Artef| A o] Fojitk= oA & uf
719 GFeA = ot 234 e o giidolzt & 4 Qi

T A7 MZAAZE 7HA AR F aAF o8 BAstHA ol AdE $T 7Y A8 A+t

W5 2= A olt MZAtE DY g Ath(1981~1996E A<t ZAIt(1997~20054 248 FA5H=
Moz, Aol 71 FEEk= 4u] Adio|ch(Lee et al., 2022). 20249 KPMG 1A o oJ5hd =
Q1oll A MZAIE7F A A ot HIS-2 36.2%01H, tih P20t 49 20229 ALl oJsH, MZAH ¢
73.4%7t 7VAAIE Tl Al A4lo] A A she A2 R UetHA 7 1A ] d4E o R e
gl o] 59 AHAFE EAS vy A4S A HA 7129 1A Ho] A= a4
gt ZUH o)zt dastet, AAHE Qb thaket AUoA WAo] Zhsate o7 AfAtel oF
ol Folgtth APA TS st 67 DAFE AL WA )9t AE 2 4G 84)9] GAIE [Table
el st
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Table 1 Components of Customer Experience
OHAY A HF

2124) 7HE "ol DHAH HEA Of|A|(5H2l24) A =2

#4895 g8 ASEZ A L7lE 7120 4™ B Positive Emotions, Negative Emotions, Schmitt(1999),

(Emotional) 4 Affective Commitment Gentile et al.(2007)
Schmitt(1999),

QXM FE Perceived Value, Perceived Quality, Verhoef et al.(2007)

(Cognitive) Information Processing Gentile et al.(2007)
I egncassames Ywbs s,
Socay | MemPm e Esieas 0 e, e Al G007)
(%Pﬁly’iczi;g WERPEE E[;i‘ff;&iiilﬁfﬁ&e Fnvironment, Verhoef et al.(2007)

Verhoef et al.(2009) 719¢] AlFote AF Yolx 12Ao] g 1 ASH S 2-got= AFelT

e, A28 A F oA, 744, Wi T Eeld &, 19 1A 9] ol

zHoE TAAF % Zoha Bokrh Schmitt(1999)= 7z

A F35HA7, Gentile et al.(2007)S B3, A=, QAAA,
Hokow, Verhoef et al.(2009)2 1A%, A, A3]4], Ee]2] uhs- .

Bod o]&4 a4+ Discover HACIFYEY T=2)9 1 b4 B7HTable 815 913 A5 Q%0 E

Hheg =it

2.2, 7 THOIZO| et M7 2A

1A (Customer Journey)S 10| 7149l AZo|uf AU AE QlRetal Fujsta Algats JH 9
ARE TEot= Mdo s AR FAo Aot o= Aol thFdt oA 71 gol AlFot=
Bic AF 9 An|aeke] 28-S Fo 7199 &FS ok #goln(Norton & Pine, 2013),
AE Tl A, ol @ AR F, AR 39 e oA 1 7e] ekl L7]3 ARste qele] ZHHh
a7 A SA A FRE LAHAL o] TA L Aol Oclﬁo Fh(Verhoef et al., 2007). 22t}
AAAFY o] 2 A Aol 7IwkE o A9 Z|dle] o5 FAHT= 271ATF +AA Al (Meyer
& Schwager, 2007)¢k= 28], o]% AdF-E4E dAE u]r:]o1~ B3 9] & 1A B 7he] %

AFG A-g&(Connective mteractlon)% FASE 84 B HAgE j (Chung & Jung, 2018)0] 7=l
it ogA 1A e] SF 0] @] o] -9 AYPNA HIEE= AFH o] ofyehe A ellA(Lemon
& Verhoef, 2016), e} AHEH H-S ETHsH %"?}ﬂ Heto] & 75'%4 7r *}E““‘ﬁﬂﬂi o5 ZR%‘HZ‘ T
Ao

ul sl

2 Aol M= MZAIH S 7Hd AR AT} BAE F T Q2o tigt FAAQA olsjet HES Al
2 xRl Qg Egsto] 7hATA QAo vehd 7 IAHEL A, F, T dAE THHOR
A B2} g}, [Table 2] 7Fd A QA dAE D+ A DA (Pre-Purchase), 2)7Fuf 2D A&
@A(Purchase & Use), 3)AHS- & @7 (Post-Use) = —‘:Lfo}oq S FAolA 2 A7t Aot SAE
AR Y AA-E(Core Activities)ol] T F8 &S A3 Aol o] & HIF LR o]F 7|dA% 9
< §kd5te] Define SAI(SA U2 &) 35 91t E?J Aol BE& AT
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Table 2 Customer Experience Core Activities at Each Customer Journey Stage

B suEs 72 @7 Rt
R 24 1Z40| HZO|LE MH|AO TSt HRE QA6 HAR 7|
B (Need Recognition) AHIX BRE X=ot= OHIE TS AL Nici & Von Creutlein
E_rFL, ha HE A Cist Ade Soll JEE AM. 2|], S22 o, 22120 44 (2017),
Purfchase) (Information Search) 50| 22 HE 20| BHE Ao} AHHOR HHE Chung & Jung(2018),
cior 7} of2 Cfotg Hl@sn WL k2, B, mYc S0  xg  Kangetal(2019)
(Alternative Evaluation)  H7} 7|Z. 215 0] ZHS Qs Crst M8 13
T 2 ZEZXoZ MZE FHE ZF5k= HA. ZX gl Haly, iis
(Purchase Decision) M 50| 3EHQ -_r"DH HEHS Chung & Jung(2018),
. O B0 FEof BE 242 BAOISS| Ho, Uy Kang et al.(2019),
ot/ Top FH 0| 5 310 : Shim & Kim(2020)
= . MH|AS] & 50| 23t ZEXQI 0 Z- M70H 2 =2t Im & Kim
A8 B (Purchase Experience) SEHE ZHT2 0[0jR
(Purchase —T— e =
- _ Lemon & Verhoef
BUs e HES UHZ NS BV HES 45, Mg Boly S0l 52 100
< BHAFSIO| 0 DIEAR L AIR AHS ZXMO| 2|50t =XHO2 ’ .
(Product Usage) ;;j;r . e o e Khader & Madhavi
' (2017)
T2 AH|A 0§ = X MH| A0 A 2H a2, BHE & et Y2 S0 Chung & Jung (2018),
(LC_‘t or Senvice) 3 Q45 MHAE DM OISEE £0|T BHE SHE2 Khader & Madhavi
ustomer >ervice 70}5}6:'}. (201 7)
2 S
AT T 10| SY SACS| MBS AP A YR o, (Sof & VoSt
ost—-use . -
7192 K&HQ! 12 B BalS S8 MR S :
(Repurchase Intention) |2 X| 074 A 2| g Solf KT = Kang et al. (2019)
BHe 345 U AN Y2 ZRES X5, MZ AH2at 1A Khader & Madhavi
(Brand Loyalty) MH|ATFEHEHE SME0)| FEts 0|X[=X 4Y (2017)

DAY Al Bag o2 27 AFE S8 AT Hawd BH et A7 212 MzAT )
AUHFH ST dustel BAS. A2 AYATL) ehd MzAR e £uYFH 54 27

L3} Zo]l Al 7HAE QoFe 4= Qlth. AR, A" 34 AuAKang & Kim, 2022; Park, 2022),
EA4, HAF TA 24489 (un, 2020; Park, 2022; Kang & Kim, 2022; Lim & Koo 2022) A4, 7}A]e-2 %
Z2:H]d%(Hong, 2020; Jun, 2020; Lee, 2022)2. &, o|2|3t EAA AJgke] §Hdd 1A H 9] WaFdef gt
=97t g a5t}

¢

AR, 2utEZFA Adof 2 14 9] P5ol% J3K(Park & Kim, 2018)T B &0 7]&2] 752 945ty
thokel WAl o 2 A A stE 7HA 2 (Convergence) EH4o] 7H581X1 12 ith(ung & Lee, 2023).
7]zl o7t 744 Y] AntESLS} gradh= 7HAAIE F A2 U A B84 T SHAA 1A Y
oheFet A Aol ded & Sl 71€d 71 Aol dastth(Jung & Nam, 2016). o= MZAIH7t
O g SAolA A 2L 71ES WEA 83ttt SHA YAE A5k Aul4d¥Kang & Kim,
2022; Park, 2022)2} #esto] DAY AA 7 Basithe HolA S48 oujE Adoh o]&2& 2kl
ARUE S SNSE Foll FES} 9 AE okl S48 AR JLE S0k Adeith. wheba] 7k af
Ao iR W ofy e gAY wiAE &8 FHS &85t Hetdol; 22kl FHES e AR
AT g AEghe FoA AlE AR digh F24%) o] Ad -2 12T davt otk EA4,
MR HFE FACR 2uAE 23 AEsta FAste AA7Edel digh l4o] Fasiiel waklee &
Hyun, 2022) A=4<1 71971A] AE-g 93 BHE A AlFo] st ol /M7 S ot
MZAIA 2] & FA] 24843 (un, 2020; Park, 2022; Kang & Kim, 2022; Lim & Koo 2022)%} #&15}
AuE a7t ook AHA k°ﬂ QolA A7) EA o] st Zlo] At AE s AlRMY =& ob7]A
gom, AARO it RS FAloke FlATS Bl ™% Bkl BQlY ke EF5t
oS sk HiErd 017155}“ Z8AQ S B o= BT Ao a-goluf uf ol
AelA] ot 22kl AFUE o] WAlo] Gk vizIth ZASA 2H] Aol wheh 7FAIE L Al
A A 2o P AH(Shim & Kim, 2020)7F AP om, o xekql uiigofA o] TAHFH S4o] 11749|

Olt

2
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7} FJeong et al., 2023)2 AHES} Ffje} 20 mael g 9] Altjol] 875+=
7t DAY WHsto] WS ATk A, AR d And g FE AR MZAY 4o
= 5 A AS|H 07 94 Gl AFT AHIAE AT ske AaFe] 91, A&7, wEE
T3y, 7149 AFs|7] A eJo] Fuff AA o F g 42 ZHg3Fch(Hong, 20205 Jun, 2020; Lee, 2022). o] &gt
MZAIH ] 7H] 2] 2 &AL 7P AIE oot AHg- Al] HolJ® otet 884, AAIA, FeElde e
Zotm AT AL A AQlo digh T4} Fefrt EANER yepty gk, wheba MZAdE A3l 4
AL el 719S ATste] oo et BAE FAEI} 8 AFE Holy, 384 4u]9} A&7HsAS
FAIE ol Aol A= EeE] AF oLt o]& dANte] ofy et AT AlFO] AU R o]ofX|=
+3H4 2l &5(Chung & Jung, 2018)°l2k= oAl AHS & AlE #H 719 A28 59 #H7Fd A 2l(Park,
2003), A7 ZE(Lee et al,, 2022)2] F 84 35t FA19] thAfo] F Il Qlct.

~>

i)

O
i)
o

23 7P AT e JR AN AT LAt 7 A7 FAek BiE 841 W (nnovation
Category) 82 A% &2 Felsh#l [Table 31t 2t IA® ASHE £uHFOD, AF 54
UIATHT0), 7@ E A 2UHFHVDS] 3 MZAT 201433} AR BAZNE o2 5 U
127 SAAAE)Z E73ke] Develop B9 ofollo] w4 9 H7} A2 Fgatsict.

Table 3 Innovation Factors with MZ Consumption Tendency Characteristics
MZ AH|ASHK

EREES SAQIRHIF) oo W Alsuiot ojA] B =2 S8 oad
DF TO VE
SHUY UL RIS PYYD MYS S0 AU BAIS EY  Hongetal2017),
(F-01) - HTIE N U NG, JISHAE U3t 5 Kim & Eum(2020)
JEH SN NS . JFHO ADIE J|s GISS S8 ALRK HOlN B Chang & Nam(2016), ~
(Technological ~ (IF-02) S5 BUE WY, SHYHAE, IS T2IUNT S  Jung & Lee(2023)
Innovation)  JHERIEO| AFE 52MS 0] AZHDH O K| AHIZ
. gr; B0l A BBYS FO NTT ORI AHIE (o) ;
(IF-03) . XOME D2 ojux Ho BE xjss s ges  TAK&Kim(2018)
o spof o * U A AUIA A 9 04 £ TA0| XSHSZ  Shim & Kim(2020),
(IF-04) HIEQ 4SS AEFIEE R Jeong et al.(2023), O
2124 &tof - HYUAEO| DY, MY WY, ARUE A RS Na(2023)
o My D YE AT« DO JHHB YEoH0|ES IO $3i6t
(Customer ql |ty HHMIE 2 AfH[A TR0 BtE Jung & Nam(2016) O O
Engagement  (IF-05) SOEH OH 20 M2 ALEHY S
and Feedback) . TZHO| ALSHTF T QO)| OHE QHES JIMT|S T HIA
aE7|5 HlZ2 ;-“_.__l S HR0| HE HEY 77 |ST AH|A Jung& Nam(2016), o o
o
(FO6  ygxruole za ysesnaemaug el leeo2d
Ha{C o|x « HACO| OIX|E 2 AH|XFO| X|ZERFRION T2t 7tA| M S
sacoms oo I - SRS UREE AU KM HRINEE | o n020) o
2 =9
UUEY  (eo7) . AHEOMIE BHOL BUC AEHY S Na(2023)
(Brand
Awareness  SHSUHE | oo waie 2y sIy 0N 75
andTus)  F5 L pis0|n £ e HE % Aol ka2 0SS 202Y ©
« AH|XISO0| &7 7FHMRIZ MH|A HEZ ZAM5ID
HE 2y HI_,lotE | 'El ;HHE 1Hl St Chung & Jung(2018), o o
TOHAEE (IF-09) o AN KIE MY HID ETHZE, AR 218 2 S Kang et al.(2019)
(Purchase 221017} QIO R 7+o| YISHEH AE KA
: = T L erse TS
Bperience)  SUMZIBY oo m maiz o omajol ot AulA, anzixm  KeMEeLal@O. g
(IF-10) Sio| = Jeong et al.(2023)
. X 1t 517 X5 M2 EG| oM sS8A1
e 2s ;}J B #2 AAN B0 S Hold, 284, Choi & Lee (2013),
ZHY, Rl 57 Lee et al.(2022) o
narss Y nis A b EsG w1 % ss By cectal
(Sustainability) < 74 HEZO| XjEte T X{2| Hrote op
71 X2 o Do qHete sHmol 1Bk 3 Park et al.(2003)
IR 42 TR, RS AW S X2 7 ; :
(1F-12) 7::“[;1 S el Mg R vls | S o
=2 o
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3. HAECIXEQ! 2H|

3.1, BAECIKIlS] Ho| U 54

H—1=

AAETCAQI(Capstone Design)e AA@F A dAshe EASS detu S A48t ofe
A AH o7, FoJF At B AdAClA East EAS| A AR AgES} 7 stehKim, 2016).
et PAEGRQLL Ao Badt AAHoln AR 9l ApgEel Addt FURY LR T o
srom chofdt Ay Eopz SAkE Y 9riHwang & Jung, zoz1> E3) &} sno] JAT} 7%
5S¢ J2o] 87"t FollA AFEAe] fael i Yoz AL gzpelel g ayrt
Av(Yoon, 2012), B&°] tj&FQIAL(Design Thinking)2] 31 82 74 22 L 71& FAlA ATt
407 AgAZ £ k= A(Lee & Jung, 20200014 1474 Y S Alof thgt 57} =ty g 4= Qlct,

FE,
flo Zor
ol
[> oo rok

S‘Jl"

JZi

rm

il
I

hin

lo,
i)

3.2, 7| QA BAELIRI | HL

B AAECA BAL MZANE $I5H7Hd DAZE SABF AhE BEE 20239 395H 68714 )

7199 AR Bl ARk 71 AAAF BAEDA L A AAZHA, TAS A,

IASEEAZ T2 ](Choi & Kang, 2019) AW, DAFARAL 719 BAFS], 34 @efelefo] 4,

g WY S| AAH L, 2P TAL o] 3 g 714 B2, A8 ALY, AR
Frhoh Auear B5ol ol FolAleh, HANGL

5] S yhedshe]

ojFolg o JNIAUTHAE HFALY FTH

At} 9 715EY] ElETholoEE TRRQl TR A A = e

13Jotgieh. HARIANL 7]9ke] Bl Ertolob2 E el Exbat ZAof tigh FAAQ] &£5F4 F&of F-85hH,

5| 7iE 41(Open Innovation)S 93t @9 Z2A| A0 Agst Wl (Hawryszkiewycz & Alqahtani,
2020)0]t oA E-EE itk AA| AP 3} g5 o] Al+= [Table 419} [Table 51l 22} A 2] ok¢ict.

1=

_4

Table 4 Capstone Design Course Operation Overview
Capstone Design

Stage Weeks Contents Key activities Operation
1 C2 a3
~0F A} 71 APHRO|, THH| 7| &, QA APHZEAL, DERIHIQEA ® (@)
AP ZH| A
IESN 22| 0M, B 7, AIZEA EREER- ® (@)
2~8FR} Zo(I AT, DO, AR At 3R])  7I8HEI0H =T 24 ® @
2~4F R} Discover / 7|3|¥Y 7|9 L= LA 2IMX|, AFXIEA O @ @
Tpr| 3l 4~7FR} 71 EY L IBME Q7 &= BHE) A 713G W= @ O O
2 5~8%At Define / TZ0IE BA'Y SYUZX &5 SHEAL BB O 0 ®
9~12F %t Develop / NTP &41&+E 0+0|C|0f 74 ZYE 0O ® @
13~15F%} Deliver / PSS 24 E CIXtQl 7hA|5} KO Xt 2|5 Sl mEH @ O O
1654t XZUHES|, 7YX 27t 0= 2 HIt XEYUE Y 3R O ® @
DR AZTHA
175K~ ZZZUE SR, S 3R, LH L MA dipsteEs ®

3.2.1. HE2E HTA 4

ALESAAS HFAY A HEE AAAE W, 9, A4 AR Aol WA gl
Zaste, B8 F5e A4, B4 499 392 B3 4 $BL FA(Choi & Kang, 2019)5H el

=
Hll N{N'

B asie AL HAL PAETA 4% B9 AF(Choi & Kang, 2019)7F AASHE A1
ool ASSIckTable 4. #9 DANFORE DEANLO] 44 ol I 1A Y
B9 29 9% 9% AR FEFACH B4Aol T, WA AREL 1% w2t
AL Foto] AW NAFAT(C), 3719 AR ATT AT NELL Folo] FRG R}
SEue WES s A(C3)0] Badtth olo] B4Rt HASBel DA ol o9 HAA E(Kim,
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Table 6 Corporate Demand Search Activity
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Figure 1 Pre CX Team: Cognitive Exploration-Based Brand Experience Innovation
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Figure 2 During CX Team: Innovation in hyper-personalized home appliance experience during installation & use
stages
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Figure 3 Post CX Team: Post-experience innovation focused on disposal of waste home appliances

5. 2. H[2t(Deliver): 2|5 &2 4 Xt
] O E-

Deliver &A1= o]4F2] Develope ¥4S F35to] £&H ofo|t]o}& £¢s}t9] Pre, During, Post-CX ©AE
NTP ZAIES A Fstolet.

5.2.1. Pre-CX £8M H|¢t
ol A gA 1A FAE ARt Al 7]%94 ¥ 013 A4 OTT %{HL%%T 427}
AHAE ST NTP A Eolth. o] & ol
ote] 5 ohet MZ 2ho| ZAEY REQ %—{HL% Al A H%‘% At OFOMOLEL, 71E #
chrA el Fu| 9150 Aol AF whd, HF 719e] AAIAQl 7HA AH 875wt ool
Foll nAL Q1o Ao viA Bag FI w7 S diojste] A AT nA A -HA-

Oll
of
N

316 Archives of Design Research 2025. 05. vol 38. no 2



A5-7olo] BE go] Lad SUAY £ ARFI0F AR AT 435 91, 0|2 B
A3k 7H 713 Aol Tet BEAAS FAIFODSH: A0S e 5 e B3 B4 449
O

ARFANA ) A e AES Ba 4234 1A% $EAF047F s are, 2ele] $ha AE] g
AAAeE A3t AR Bl HAE AR wo} A4S THF0S, FO)FHo=HA Az AAL 7|oet
% It} 719 ZWOlAE el gzke] 7171 Ak Hlolele] sfH<IA] @ Z6F05)E Fate] Hlole] 9% D2C
uhgolA o] AE T A A R WEF ABtS D £BAN ATl 7H5SI(IF02, 706, IF10), AAIH
7184 dole @ w7 He vele Fo) FF AAE Aol Lag Mz AFHR et A%

QJeelE7} 7Hsd Aoz Attt

5. 2. 2. During-CX &M x|t
A2 g ARG TA ] AR FgE BE 7R QIS EHET o] AN WA st 71R T 7]et
SHE7HA #E] ERFo|t ol & %t E¥F NTP Al AvtEZFA dHE 7147]7] dlolg 7]4te]
EH}‘”‘)“J} Asoto] Aajet #e] AP dHsteta, Al 7|9 A8 WiwdS ALFozH 1A o

SZ(F0HE B¢ 554 HE71% ATIF06) 7HssH et Bgt A28 WS}, o), o3 &7}
E’%" MZAIH 832 wtdsto] A2 FtollA] Uwte] 7hd HFRES HAstL AHEAL dlole 219}
Ztol gtA AntEE JAZHE HAS T = ALHAF AU LE AFTFoRN ANE AZA

FEIF02), 53 715 Al Z oA MZATH Q] Apubz] 1 23o]
FEF04St 1A HR o] muw £ WhI(IF05)S FeF 7PAgte| 28 f23d0] g5 nAHH o] EefF)nt
A E o] YEYS Hhddle 8 4F
A& 7171448 21 dlolE 7|9k §A RS 2 FREs AuA

SHIF03)et 2244 ZA(F01) A5 7| 4= it

g o

o°|‘

il'll
=
v R
%
N
;‘.:
mgl:
4>
30
;;
o
rlr
N
[SA*

5. 2. 3. Post-CX &M H|Qt

A T g Ak AER 71kt H7bd AEg 9 NTP 24 Eolth, Q%%(Reverse Logistics)=
EFSE vl o g Hbd s4 & AAE, AAZ, H7] 5 AF AL Aol Zag HEE
gl o)Rol A& ERTEE Auidtt. TAYF M E LA AFS FI= JJF“H%}OEW Fog 4
4 9ot o] I A BFast 14 X—*. IAREE AL 4 Qlthe AollA AEska AA QL 7Gx
ot g4lo] arHch MZI 9] omof Atef uhA 1 w2 grEg wrbd A& £7HA o
Eet A2 53 25 AR AT 2 A 2o gt el Ag-g B3l "7k A2 F12)e] 2ast 3
HZAF09), 275 AFUIF06), ESFAA ZAMFODE 71dE 4= itk JEF 74 47 A|AHL
AZEo] Ato| 2 Z Afo|gt Y2 E wheste] tigrbaS Sl WESA Auast 287PAS 9l BHbd of
AA HltH A Ao Ao R ZH7F NTPE FR5te] Atghe 24 &9 7|5 AlFIF06)°] 7Hsd #7Hd
A ((F12)& AL = Qdrt. o] IAof|A] dlo]g 7]9ke] MFC(Micro Fulfillment Center)2t Recycle Center
AAE B HAZ JEF oA 2 S-S, Aded 3 ARE FHToEN d7bA A
HZATF09 T EHIA ZAIF01DE 7]Hsty MZT A9 R&71s Agkd Bae A3 S
et ol 7| AR LM E Aol 882 A} FHR T 7]ogo 24 ESG H DS A Yste &%
H7bd GArE 9 7| BE 53 AR A X]S’} oA E AFFOEN 7FA-aEF AB|AF MZ 1A S
Qg BAE A FE(IF09)2] Al7I7E 2 4= ok E3E o] A HEE 17 AEF dlojgHo]A &
37 AR E= AAIE 7 Al &<l '5‘—4 ZEet 1A 3 B XE FRE T 14HR £ 4
HFIIF05)3 H5E71%5 ABIF06) 52 Aol 7hssitt. ol = MZAIHI7F 244 £fEdE A&7hs3gt
AR A 7HRE AFshe AR F19] AEE AT oA, BRE A E FSHIFO8)E Qlgh
AAxEE At 714 e] =S mEe A7 H B £F/A A -_rL?«] TS AARRI

o l-Elil

AU Tzl o 2 7HA|5kE 9}, [Table 1112 & &&4
otk Z ItAl We] Ate E-tAE 247k AlAH

www.aodr.org 317



AZE 5oto] AR 4T AFH 2YHE M2 IAFH A4S BolErh 7 NTPo| tit i
PSS AU 2 7FAISE A1 E FA 02 7]&3H, Define BANA E&H AREAF A4 Z(N1~N9)<}
DevelopehAlo] 448 SAISIAHIF01~IF12) 7te] Qe ¢ Felakact
Table 11 Summary of Final Concept Deliverable
SHAIL|X(N) o
oA wpass pssaupe ooy JEEVE 505 go SH1I%} o7l
i -~ BIERSHA 7] 7HE
288 27 A Tk
st MU JUTIN B BIH(F09),
1.89d il CUEHIDADESIE  BEAY LA(FOT)
AEOIE . iy X E2Y ZEHNT) s s
Tt ALEt T -
FNECTI - e ‘g‘nz_l' HEH HE M2 o A ARIZPE Z2HAIE DEO
22 73 Y 2o MHA &8 o= (Fos) Laie
suSEB AT .MzHgoMess 0 D0t
N1, N3) ALtz TS cTers
BUPE MHIAE  OTDRIBREOR
ggst nusNy 2EMHIA HZ S2F10)
MZ2 s RE(N2, . WE, @g s Ty SEUEE
) > TIZHEAI ©
N3) gl AECHRE(RD
2. s e mae eyt HI2F, S8 0j0jx 5
= = ’ ’
P o o wEREEMEed  sucoxe
Z7itHof iy HE M2 23H(F07), HE
EUZ x1|:((l\72|_) b - DHHY o 718 JREgEE M H(IF09)
° 5 H2
ONETE SISV RN DAEE
HAY ohE =X A& Y D2C R A HR(F05),
MHIAN3) HIZ Am 23 EIISHE(F06)
. I AEOIE 71 Obx
doig meoig T EOICSHEE A oz syron)
semms amzy 0o UIEIES el
3. HOIE] BN, N3) TRHXE A2 T irio)
H= D2C o AAIZH H|CH 04 °= '
OHE AH~ HNQIFS LR BIHE  SQFALHOIE SH3  DAYE 4y
HAY ohE X HOISHES JpH AH wS(F05),
MHIAN3) 2H YIS ABHOIN  LEIISHIZ(FO6)
MOl F3 2 27 CAE ORI Y
HOE MO MEY Aol mels Ao R0,
HIZ HXI(N4, N6) yESHRE gy T
Atsh Lioto| JIM pE= . H} X|5F X
4 48 te12) 7t R LBS, 10T 719 MR HE ooy oo
7|tte] AE0|EsFE= UIARSBEDYE g2 mmir06
2Hols} IFE(NG, N5) B gEDCS =27ISHB(F0)
& ax < 7HH IO ZARLY BR|2
A} H|0|E - T o=
oo a1 SR ADIEIHEE  2E7ISHE(F06)
. o Al <JHOIZT 7|EHERIBIOIE  EE8M S
During (N4, N6) _Hﬂ; .:l Mﬂl feld 524 B(IF03)
X F N3t HE MY
- 2fo|Z2 ] ALzl
20| IAERY 7|8t0] ADIE JIHEE &84 BU(IF03),
RIS HBZY, Y2, 40, DAYE LY
5. 7tH 2|(N6) A BE S M HI(IFO5)
EEES] Pt
22| MH|A C REAHZET| D AIAZF
717122 Bl0]} 7|5to) ﬁ:ﬁaél 2 o oy
S| B4 2 Bl £eu HIgi(1IFO5),
- CIERNCEXEN g
RS 8H MBI A(NS) S ZA(FO1)

WEFE7|, EH2| 5)

318 Archives of Design Research 2025. 05. vol 38. no 2



6.

kDL

o 7|2AF 7|9t H|THH
PFE47 AB(0]

-QRICS ZHH H4
N

H7HH X2l(1F12),
HEI|ISHB(F06)

|7}
S|
JH|A

el SEY

S H 718 A&
A

2y
tA(IF01), M
2H(1F09)

AH|O1Y, thE7 M

dz= Y24 MH|IA(N8)

7.9=2%
M|

- 7t 2PN,
SEMH|A LH3}
DR o1 H7HE S

H7HH M2l(1F12),
XEI|ISHSB(F06)

NES=T MFCE =7 HIE
7K 2|A0I2E MH

AH 2S(N7, N9)

Post
X

2EAAY
< HISYE 2 HER
HE EdY AH|A
S5 AIS71E Hay

SE= o =t

b
[SX=}

&84 BU(F03),
7P M2|(1F12)

>~

hes
! R}
o
T

(N9

o
o
3

b

W0
H> oln
OH Mo
oz du
o 2
ML oX

O ¥

=

H7H THALS
J|RE St Ale 2

T3} 0|0|X| ®S(N9)

e

ClIO|E{H| 0] A5} &
ZEE 28

« XZ Y H e,

718 AERIE H2 ESG
219 9 12 2mE

A&7 ISHB(F06),

DA 47

Hio
Z2(N7, N9) ABCR, o8 ga)  ToU0d)
5. 3. MIgte| HIt U utstit
5.3.1. 23 "It % MEJ} mj=ny
A% Akl o3t 23 A3 JHA B AES S ZHE PR ol Lol AR I 5AE
FHOE dighd A+ 490 rtstel A4 B7E AWstth. A FEOEE AN EEH
A BRG] FES 71948 AFARIEH ) digh +d o RE FAHOE AEd g FAE
Bkt B & Foto] SHA o= SRlstqinh AR 23, AtE 87 FAE BT £, A2 8471 AAH
o xetel B3 NTP NS ol n glon], %4 Fug $E310 92-¢ Blatdlet. d41 W)
SHo A tiFEES] Agto] Ved g4l° Fua} ‘1A Fo] I fjew oA FHiF o R A §rYgH
A0 Vet
Table 12 Summary of Final Concept Proposal Evaluation
Pre-CX NTP During-CX NTP Post-CX NTP
HYAEO HEHOTT CGIOIE A & 7ol IJPHOojE]  uAX|E ASRIM XFTts
£ THeiAst SZHHo| D2Cc #Of  =JHQlst 23 33| H7PH M2 A ALY FEE
oA Mz BuE MHIA EE 2L TP MHIA =TI
Fe= Zgaa
PSS 1.22| 7|8t 24 ® ® o) ® 0 o) ® o)
Concepts 2.0Xg 7|8 24 O O ® O O] ® O] ®
1. 7158 &4l O] O ® ® O] @] O O
2. 074 0| g mEs ® ® O ® ® ® O ®
Innovation "3 e oz e mzy O o) o o o o 0 ®
Categories
4. FOHEE &l (@) (@) ® (@) (@)
5. X&7tsd (@) ® ® ®
1. ™ mete| MM O ® O ® (@) ® (@)
corporate. = " wop 2t o1 o o B o ® o B
Demand
3. HIOIE 7|8t X%y O ® ® ® (@) O ®

www.aodr.org 319



2% Aorel g 72 WS e thast 2o 3 o
TG Aol Exoln, AR BelEo] AP HES T wrgste] AyHolet ool B
7189 A4 A8 A FAo €

q
AAEYAIS BT Aeto] 45 3

=
il
o
i)
Mo
;Y
ol
i)
o
do
D

2,
rH
lo
>,
N

N
L
o]
BN
sk
rl:l
ols
ol
i

A 22] AT} o} Al el 1ZA FAEo] UAE AE TEolE Braln ol HHL
Eail Ld 5 9= Hwoz ¥ ol JRE A58 5 ol 18 4 FojA 9oz ofEA) vjH £

YEA] QAP ER AEE 7 Y= E2 dAIF oF Lk Jzto] 45,7 (B4)

“} 3] SPE] A|2fo] CHZTHe J242... AlkE obo]tjo] o] Al Holn] 7] walmh Fels]
e} Bl 53] ZopEo] e SAISH ofmXsh Alpel e FHE] ofslst7] 1. BARAl
Ao 2 WL HEN B A E)

P

25, ofoltols Fou A Agof diside 71golA o] anle] Bastrh= 2143
ct. 551 IR YoM = ol =0l T8 8}3‘1 Ago] Q7 E L Ex9} v g 2WT 785 of
/3ol Hig BAIE Solu AAA BolA o] AR Fago] SHlF it

YEYozl THEE G0l X5 o] WEEo] 25 dH A HHHAL FolF 5
et A7} o192 2 A2 cha] Fohiie ) el e £50) 8 A 29" (E2

5. 3. 2. HAELC|X}Q dajstit &F
Z FALE 9 719 RE 20234 6€¥ 152 EuoA 3
A& 2FNA & 88 AEI7E st o] FofFrt. o]
£ o 7199 &AF o"DL“é‘ ol 2 AEE AARA 94

30202349 649 27)E APstarct. EF HAEYAQ] AT H] AFoRE g
2023 7HE=A %‘EEHQ(ZOZS‘L 0¢ 28%) distAY A ISt (Park et al., 2023) E Ay
FrE98EHAKwon et al., 2023) F7Fe} 2okl EAMAR](20239 119 239~299)&
Jaehit &go] ZFHE Yt

M ope X
< 1o
—>|4—‘—|Enﬂ

)

ol off me e
o:to_1>_40)l

2

o

U

i)

H

fuj

_}L

rO
off g Lo Mo foh o2
b mh ol &Lz

AT FEAGSHE o] P wet /G TR MAUA 7153 ALGS B} b, 1AL
93l B B SRS S 5% HIT DAk HE A Lemon & Verhoet, 2016514
)

W2 EIFSEEE EL SR EDE R
Ndte YABFE BT R WIS Foho] AUAY
Auto 2 AAAAE SRt WA

320 Archives of Design Research 2025. 05. vol 38. no 2



gt F16719] & 71219 9(0)& &5t olF MZAH
RS ddsto] 2t A 731G gl tid AHY=2NE

=)
T@
fu
el
o
BN
>,
i
M
BN
>
",
o
Boofe &

|
MZAI 11724 9] 554 ol
WA g B)-t X9 A%AUE @(Linkage Scenario)d] 7HsAlS .
& Verhoef, 2016; Chung & Jung, 2018)¢] oA & o, & A7} Agksh= 7H 147 H <] HH4] o]
7 Al BAAE APE o Wy A4S Foto A&7 AUAE e & e
997} Yt o= 7]&9 AP A 1A A o] ofd dA A T GARY A A
g, 8 n Ao g S F -2 xRl 7k A §li=(Seamless) AET FA4H MZ1Z 9] A dlo|HE
7I8te g 7ol ARte] A4 Kok §7]&o|1 A oE APA Tl 7Hed 4 e
Aoz otoldofof gt A A HEE Foll MZAH 1A F 75t &84 &= 91718 71dgl

O
=

B AT bt 2 Aol SAZ A AR FRAATGE AAEDAAY HAA,
spEo] 2042l ofolt]o] WA Ak $IT WTo] MFS Folrhs HolA, AF GAE A4 5%
9 WS Bot ol24 A4 AFo] REFGLh Ake] £84 ALE AL 2 ofelr]olo] vrejel
AR QAo FANA 7F ABA] B FA dlold) AFL B F4 A7} Aasteh w5 AAE
NTP A 750 Dag A% 2404 Arke] 0.2 Holsti, 2 PSS 71 T8 918 A aAs 7145
NS wolaha] 23t HE AT Aol F AR A0l SANA AT AN ok

References

1. Becker, L., & Jaakkola, E. (2020). Customer experience: fundamental premises and implications for
research. Journal of the academy of marketing science, 48, 630-648.

2. Choi, K. H., & Kang, J. K. (2019). Development Capstone Design Operation Model for Strategic
Achievement. Journal of Engineering Education Research, 22(4), 71-77.

3.Choi, S. J., & Lee, J. G. (2013). A Study on the In,Outdoor Kitchen System and Global Appliances
Consumption Trend Changing Intended for Eco-friendly. Jounal of the Korean Society Design Culture,
19(2), 580-589.

4. Chung, B. G, & Jung, S. H. (2018). Customer journey in the digital age. Journal of Venture Innovation,
1(1), 29-47.

5. Gentile, C., Spiller, N., & Noci, G. (2007). How to sustain the customer experience:: An overview of
experience components that co—create value with the customer. European management journal,
25(5), 395-410.

6. Hawryszkiewycz, |., & Algahtani, A. (2020, December). Integrating open innovation process with the
double diamond design thinking model. In European Conference on Knowledge Management (pp.
1003-XV). Academic Conferences International Limited.

7. Hong, A., Nam, C., & Kim, S. (2017). Analysis of the barriers that consumers encounter when smart
home service is introduced in South Korea. ICEIC 2017 International Conference on Electronics,
Information, and Communication.

8. Hong, J. H. (2020). A Study on the Impact of Value, Belief and Personal Norm on Pro-Environmental
Behavior among the MZ Generation Food Consumers using VBN Theory. Journal of Hotel & Resort,
19(4), 201-220.

www.aodr.org 321



9.Huh, M. S., & Lee, ). M. (2021). Effects of Capstone Design Education in Korea: A meta—analysis.
Journal of the Korea Contents Association, 21(4), 331-346.

10. Huh, W. W. (2020). A case study on industry-academic capstone design program. Journal of the
Korea Convergence Society, 11(6), 119-125.

11. Hwang, Y., & Jung, H. (2021). Exploring How to Apply Curriculum-Type Capstone Design based on
Design Thinking in the Digital Healthcare Field. Journal of Practical Engineering Education, 13(2),
261-270.

12.Jeong, H., Park, J., & Lee, H. (2023). Impact of customer experience characteristics on perceived
value and revisit intention: Focusing on offline home appliance stores. Journal of Intelligence and
Information Systems, 29(4), 395-413.

13.Jun, D. (2020). Effects of MZ generation's conspicuous consumption on clothing evaluative criteria
between self-use and gift giving. Journal of Korean Traditional Costume, 23, 107-119.

14.)ung, C. S., & Nam, K. S. (2016). A Case Study of Household Appliances based on loT Technology
~focused on the connectivity of 10T-. Bulletin of Korean Society of Basic Design & Art, 17(6), 477~
490.

15.Jung, J. S., & Lee, G. 0. (2023). Study on Home Appliance Design Characteristics and Trends from
the Convergence Perspective: Focused on the Home Appliances Industry in Korea. JOURNAL OF
INDUSTRIAL DESIGN STUDIES, 17(1), 71-83.

16. Kang, J. H., & Lee, Y. J. (2024). An Exploratory Study on Millennials' Purchasing Experience of Home
Appliances. Journal of Korea Design Forum, 29(1), 263-280.

17.Kang, S. K., Yu, E., & Jung, J. (2019). Digital Customer Experience of Home Appliance Purchase:
Analysis of Online Purchase Journey Process. Information Systems Review, 21(1), 61-90.

18. Kang, Y. R., & Kim, M. Y. (2022). An Exploratory Study on the Lifestyle Characteristics of the MZ
Generation—-A Focus on the 2010-2020 Studies. Fashion & textile research journal, 24(1), 81-94.

19. Khader, A., & Madhavi, C. (2017). Customer Experience and Journey: Emerging Aspects.
International Journal of Managerial Studies and Research (I/MSR), 5(10), 22-29.

20. Kim, H. G. (2016). Development of Design Product by Utilizing Capstone Design Education -
Development of design for industry-academia linked cultural product. Journal of Digital Design,
16(4), 124-135.

21.Kim, J. ). (2014). A Study on the recycling optimization through material flow analysis of household
electric appliances.

22.Kim, M. S. (2015). A comparative review on problem-& project-based learning and applied method
for engineering education. Journal of Engineering Education Research, 18(2), 65-76.

23.Kim, S. M. (2021). A Study on the Convergenced Educational Process of BX Design Based on
Customer Experience. Journal of Integrated Design Research, 20(1), 9-21.

24.Kim, T. )., & Eom, J. G. (2020). A study on the management strategy mechanism of the premium
consumer electronics market based on Ser-M framework: Focused on LG Electronics' case. Korean
Assoc. Bus. Educ, 35, 509-531.

25. Lee, D. H. (2022). What leads Korea's MZ generation to purchase eco-friendly products?. The
e-Business Studies, 23(3).

26. Lee, H. J., & Hyun, E. Y. (2022). An Analysis of Design Marketing Case in South Korea's Major
Consumer Electronics Manufacturers —Focusing on 'BESPOKE' in S Electronics and 'Objet' in L
Electronics—. Journal of the Korean Society Design Curture, 28(4), 329-339.

27.Lee, H. Y. (2014). The Design Strategy of Industrial Convergence and Capstone Design. The Korea
Contents Association Review, 12(2), 68-72.1.

28. Lee, S. H., & Jung, H. K. (2020). Analysis of the effects of capstone design class utilizing the design
thinking technique of class satisfaction of college students. Journal of Technologic Dentistry, 42(4),
394-401.

29. Lee, S. K., Chung, I. H., & Cho, Y. J. (2022). Effect of the Ethical Consumption Tendency of
Millennials and Members of Generation Z on the Purchase Intention of Social Enterprise Fashion
Products. Human Ecology Research, 60(3), 443-458.

322 Archives of Design Research 2025. 05. vol 38. no 2



30. Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the
customer journey. Journal of marketing, 80(6), 69-96.

31. Lim, H. H., & Koo, Y. R. (2022). A study on the strategic direction of experience design for MZ
generation engagement: Focusing on cultural-complex retail spaces. Journal of Brand Design
Association of Korea, 20(3), 425-440.

32. Meyer, C., & Schwager, A. (2007). Understanding customer experience. Harvard business review,
85(2),116.

33. Nici, E., & von Creutlein, A. (2017). Investigating the Pre-Purchase Phase of the Customer Journey-
An Exploratory Study in the Home Furnishing Retail Industry.

34. Norton, D. W., & Pine, B. J. (2013). Using the customer journey to road test and refine the business
model. Strategy & Leadership, 41(2), 12-17.

35. Park, C., Kim, M., Chun, J., & Park, S. (2023). Diversification of Home Appliances Recycling through
Reverse Logistics and Service Design. KSDS Conference Proceeding, Sejong.

36. Park, C., Chung, ., Lee, J., Kim, Y., & Choi, S. (2003). A Study on the Improvement Strategy of
Reuse and Recycling of Home Appliances Waste. Journal of the Korea Organic Resources Recycling
Association, 11(2), 74-85.

37.Park, H., & Kim, S. (2018). Switching Intention of Smart Appliance : A Perspective of the Push-
Pull-Mooring Framework. Journal of Digital Convergence, 16(2), 127-137.

38. Park, S. H. (2022). A study on the characteristics and language use of the MZ generation. Korean
Language Research, 63(18), 1-23. 1.

39. Sawhney, M. (2014). Going beyond the product: Defining, designing, and delivering customer
solutions. In The service-dominant logic of marketing (pp. 365-380). Routledge.

40. Schmitt, B. H.(1999). Experiential Marketing. Journal of Marketing Management 15, 53-67.

41.Shim, S. Y., & Kim, S. I. (2020). A study on User Experience for Home Appliances Experience
Service Design. Journal of Digital Convergence, 18(2), 439-445. 1.

42.Son, ). H., Kim, C. S., & Lee, H. S. (2021). A study on the response of each generation to the
communication characteristics of the MZ generation —Focusing on Generation MZ, Generation X,
and Baby Boomers-. Journal of Communication Design, 77, 203-216.

43.Song, J. H., Chin, J. H., Lee, D. Y., Lee, E. S., & Yeoun, M, H. (2023-10-28). PSS (Product Service
System) Proposal to Improve Purchasing Experience in LG Best Shop. KSDS Conference Proceeding,
Sejong.

44. Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A, Tsiros, M., & Schlesinger, L. A. (2009).
Customer experience creation: Determinants, dynamics and management strategies. Journal of
retailing, 85(1), 31-41.

45.Wagas, M., Hamzah, Z. L. B., & Salleh, N. A. M. (2021). Customer experience: a systematic
literature review and consumer culture theory-based conceptualization. Management Review
Quarterly, 71,135-176.

46.Yi, Y. H., & Yeoun, M. H. (2023). An Exploratory Experiment Using ChatGPT in the Idea Generation
Process for Product-Service System. Archives of Design Research, 36(4), 271-288.

47.Yoon, M. H. (2012). Capstone Design Applications and Performance in the Field of Design. Journal
of the Korea Contents Association, 12(12), 111-118.

www.aodr.org 323



MZAIE 7 DAY B4 S5 AAET A

gk ul

ek HARIRF S, W, At

=5

HFUE AL 7 Aohe] vheftt 482 Sof Baet Ao o) S BsH "ot 7 AlellA
MZAIHi7F A8k BlFo] AX L glovt o5 79| 2udeE et 1A AFole 5ol U
olof 2 AT 719 AAT HAEAAAE F3to] MZA ol A3t 7Hd A7 o] S4l Bets A stuAt

7N A A 2849 3, 3, 5 A AR A NIP A= AL, % 2=

A AUTEE AT PSS 71 AL FAALE, AV F09 AT 90 A4 G
5ol o WS AT F AFAEB T4 W AE FA HAI BELS 2GSRI,

Arggo] she WA BA G Bel A% F40) 1AYY /188 B,

MZAHIOl 5318 NTP WAL AXSISAch, MZAT) 29 2953l 3 oIS o £omeld
SeAg el wetel nAFA Y 84 ool bsAE AEHchs FolA o7t gk Algtel te
AP AR AES B2 35 MZAY 2Ase] ) A FA0] 28571 7| et
FHO| 7P, AP, MZAI, AAEGA, AFA 2428 TRl

AR ¥l (eliotpark@korea.ac kr)

324 Archives of Design Research 2025. 05. vol 38. no 2



	MZ세대 가전 고객경험 혁신을 위한 캡스톤디자인
	Abstract
	1. 서론
	2. 이론적 배경 고찰
	3. 캡스톤디자인 과제
	4. 발견 및 정의 단계 진행
	5. 개발 및 제안 단계 진행
	6. 결론 및 연구의 한계
	References
	초록


