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[Abstract]

The purpose of this study is to present a new UX/UI design methodology as a strategy that can improve branding, which is
rapidly changing based on digital media, from the perspective of modern users. In order to successfully lead the evolving branding
through digital media, a multidisciplinary convergence educational methodology is essential. Therefore, the point of contact
between the brand and the experience is identified as the connection between the Double Diamond Process for service design and
the existing UX/UI design methodology, and this is reinterpreted and reorganized as a UX/UI design methodology for brand
improvement. Furthermore, the derived methodology is explained and verified with the results of interaction practice of students
taking UX/UI classes. The reinterpreted and reorganized UX/UI design methodology makes it possible to derive effective results

from the branding strategy learning process in a relatively short period of time.
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Table 1. Closed and Open Brands

Closed Brand Open Brand
Customer Targeting Nurturing Consumer Communities
One-way Delivery Two-way Conversation

Brand Awareness Building Relationships with Brands

PUSH Marketing PUSH Marketing
Structured Product Composition Evolving Product Composition
Face-to-Face Customer Cervice Effective Self-service
Scripted Communication Transparent Communication

Only at the customer's request, or
Customer Feedback on a Regular Basis

Feedback Driven by Customer Feedback
24 Hours a Day

Brands Created by Marketers Brands Created with Consumers
Brand Management Responsibility to the Brand

B 2. ALSAL 2EOM 2ai=ef ohbs FY

Table 2. The point of contact between users and brands

Writing Step Explanation

Analysis of User Touchpoints Customer Contact Analysis

User Journey Segmentation Define the User Joumey

Deriving Key Points of Contact Know Your Product and Service Experience
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Table 3. Differences between a typical process and a
service design thinking process

Existing Process Service Design Thinking Process

Thought Logical Thinking Nurturing Consumer Communities
Aspect Resource Efficiency Two-way Communication

ion Method Q ive Survey (Survey..) Building Relationships with Brands
Idea Evaluate and Establish Standards ~ PULL Marketing
Main  FirstHalf Brainstorming Developing product composition
Actiiy Second Half = Opportunity and Concept Effective Self-service
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Redefining UX/UI Design According to Brand and User Contact Points

Separating the Stages of The User Joumey
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Fig. 10. Redefining UX/UI design methodology(Deliver
Step)
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Fig. 11. Redefining UX/Ul design methodology(Deliver
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Competitor Analysis

BRUNCH E POSTYPE
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High share(multiple High degree of free- High quality of writing Various content/ Best
users)/ Communication  dom/ Freedomto Insert  (registered as a writer)/  monetization structure
through photos and ads Easy to write long

videos articles.

@) insTAGRAM '  TISTORY

Excessive advertising
(SNS suitable for

High barriers to entry
(installed blogs) low

Difficulty in writing App is not complete/

articles(author registra-  low exposure

marketing)/ limited loyalty (writing for tion)/ No advertisement

editing search purposes) registration

©Own Company Analysis

_STP, SWOT

et of UX Design Blog_ 8. im, 2017.02
STRENGTH WEEKNESS OPPORTUNITIES THREATS
High customer loyalty Conservative: Low Good accessibility Photo and video
Long service delivery degree of freedom Using Naver Crowded/  recording service(app)
experience(a lot of data) Recordable Media increasing
AGE GENDER MOTWVATIO TYPE OF USE

10-39 years old/ 40 - Regardless of gender Communication type/ Neighbor Tasks/ Task
50 years old Record type/ alone/ Informational
Information type. task

Competitor positioning
_ Positioning Map

High degree of freedom

Q ®

Share lowness Share height

®

Low degree of freedom

* UX/UI Education Practice Case 1
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Fig. 12. Educational Practice Case1_Redefined UX/UI
Design Methodology (Discovery Phase)
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Mind Map

Interview

Interview Plan

Pre-interview with open-ended questions

QUESTION LIST

Q1. When did you first encounter and use the Naver blog?

Q2. How satisfied are you with the current Naver Blog's mobile
interviewee app environment? If not satisfied, what is the cause?
- Generation MZ using the Naver Blog app Q3. Itis being used or used for a similar purpose to the Naver
blog. Are there other services such as apps, web, etc.?
Q4. Ifthe blog type mobile app is more convenient than the

- Bloggers aiming to ‘record daily’or ‘share daily lfe,
the keywords of the MZ generation
Naver Blog mobile app Do you have a service or are you willing
to move it if released?

Interview

Key questions
_ Interview Analysis
Q2. How satisfied are you with the current Naver Blog's mobile
app environment? If not satisfied, what is the cause? (1_very
dissatisfied, 2_dissatisfied, 3_moderate, 4._satisfied, 5_very
satisfied)
A2.4_Satisfaction: | am satisfied with reading and
communicating, but | think the gap between mobile and PC is
huge. | hope the mobile experience i alttle better. In particular,

The purpose of MZ generation users using Naver Blog
Used for the purpose of sharing or retrieving daily
records.

~

Feeling the need to improve the mobile app.

w

Users take full advantage of their competitors' interests.

I often post posts that | want to share only with close friends to
the public. So, | think it would be nice to be able to set the
visibility of multiple posts at once. Other than that, | wish the
photo editing function could be improved or the abilty to
change the order of postings.

IS

High user loyalty(Because we maintain the use of the
blog for the purpose of daily sharing).

Data Analysis

_ Persona setting background

STP MZ generation (10 - Characteristics of

39 years old) more than Generation MZ

70% of users, Among communication,

them, female users are documentary motivation set
slightly more dominant. as a person with

based on the interview

Activity history: | use it almost every
day to record and share my daily ife
Motivation: Record and share daily lfe,
communicate with neighbors

* UX/Ul Education Practice Case 2
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Fig. 13. Educational Practice Case1_Redefined UX/UI
Design Methodology (Discovery Phase-Deliver
Step)

L% Ao s dAIR o]ofA]= Fatol M= A
7HA 9k FAMYE 7ukoe 7 BHAll= ) W aEkaia) sk A
ig} ARG} AFA 0] elalE A | fr_xé_]Eg A}, o]

= BATrt FH8taat sbe AHls W83 A, UX/UL Y
X]-° AAe] FF IS A= R T8 Pr-folu}.

HaHPersona)& &84l AREARe] S 1783kl
P33l on, HAapE 54 Bal=o] Mu|aE AREShs o)
o} 345 7] 3l 54 AY W(User Journey Map )& &
k. o)F F3l HA=T} ool & ke MAstar, AR}
SollAl AT A0 S8 Eo) 9-HE9E Wee] St

2% 14+ A UX/UL A1 i EolA s B
=T A E DA BFsh= w A A 3 o]t

http://dx.doi.org/10.9728/dcs.2022.23.9.1661

Data Analysis

_ Persona setting background

STP MZ generation (10 - Characteristics of based on the interview

39 years old) more than Generation MZ Activity history: | use it almost every
70% of users, Among communication, day to record and share my daily lfe.
them, female users are documentary motivation set Motivation: Record and share daily life,

slightly more dominant as a person with communicate with neighbors

User Journey Map

User Journey Map | College students who want to create their own blog freely ‘Nabappeum’
Before Use In Use After Use
Feeling tired | Start a blog Purpose of blogging: Rare activity
Journey |of Instagram{ (Today's Diary Recording and sharing daily life Wanting to keep
Challenge) past posts private
e ® —®.
motion
Curve © e °
] ° °
One-off events: Low degree of
Problem Concems about] privacy seftings for
customer chum Idue to busy schedulel |corate the feed | each post
Need o call Introduced the
Improve- bos le"‘m cs cers ity 1ge |articles Add the abilty
ments lem funcion the order o texts | to et at once:

Pain point Arrangement

“When posting through the Naver Blog App, Gap

6. AL 271 WPl 2 8 WOl § 4 2 HFEMR

U220 AL A I Ofei i ma & ol

ofeiA B2l o vof 5 LR, 2
[

with PC, functional and reactive discomfort !

. Setting the public scope of the posted 2 "’;‘;‘f“iﬁf R AW E"é';'a
article , lack of reordering function and o8
inconvenience.

N

Lack of ID conversion function.
ofolctig 7l 1t
3. Lack of reservation issuance function. %%

Idea Derivation wm Om e

w2052 01 %

Naver Blog Web Version_
Publication Time Setting Ul.

2. Lack of ID conversion function.

3. Lack of reservation issuance
function.

* UX/Ul Education Practice Case 3
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Fig. 14. Educational Practice Case1_Redefined UX/UI
Design Methodology (Deliver Step-Develop Step)
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* UX/UI Education Practice Case 4
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Fig. 15. Educational Practice Case1_Redefined UX/UI
Design Methodology (Develop Step-Deliver Step)
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FIGMA Execution

_ Practical materialization

FIGMA Execution

_ Practical materialization |8

FIGMA Execution

_ Practical materialization

FIGMA Execution

_ Practical materialization

* UX/UI Education Practice Case 5
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Fig. 16. Educational Practice Case1_Redefined UX/UI
Design Methodology (Deliver Step:Interaction)
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