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A Study on the Credit Card Application User Experience of
Generation MZ: Focusing on Samsung and Hyundai Credit Card

S50 A
0|5L1 Zl&0hx

, T P}
Ho-Woong Yi', Seung In Kim’*

2 9

o golo| ADE
EE oM Xz[ste
7tE OfE2|AH0|M9 = 12 Mz MOHE CHEE/E 20~30CHO|CE Of0) &2 St= =L A87tE of
E2|AOIM T a7t et A= OfE2(HOIME FHCE A8IIE OfE2|AH 0|l HYES It
Sl 20~30CHE CHACZ TE Z™(Peter Morville)?| iLIE RZEHS HIEOZ AMZS OlE|HG SA|
of 2IHE 5§ Hz2 42 TSR 24 Znt 7|YQ| ofo|HEIE|E A2l ofEZ|AH0[M CIX}
olo| EAolct =M, E&el 7|55 3 Hol 2 = s 2fHO| QLof{oF SiCt MK, HAstK|
%2 7l5S glofn ARl 7)5E Qof ARHERl 71sER #Y| 2A ofHES FAsoF St LR,
=Zash 0 oSS F0|1 ALBXAt HHE oS 3o sitt 2 AFe Mz MTjel 4187t
THY OfE2[AH oM AHBAYE ZAtE O Q0] e 7|EXER MBE7|E 7|CHsict.

#HOf : METLE, OFE2IAHO0IY, Mz MTH, AFEAHEE, diLF 23

= 2

E 25 HE2 9% M2 0Ot 7|0 QE20I0M HE YFE AO
ALt Bith OAFHAME MEFIE OfE2|AHO0lME siCfolo] EEol A8

(N

Abstract

The penetration rate of smartphones among Korean adults is high enough to be 94%. Therefore, there
are many cases where offline tasks are handled in smartphones. Among them, credit card applications are a
necessity for modern people, and the main customers of credit card applications are those in their 20s and
30s, represented by the MZ generation. Therefore, this study identified the current status of credit card
applications, focusing on 'Samsung Card and 'Hyundai Card' applications among domestic credit card
applications, and conducted an in-depth interview and a survey on a 5-point scale based on Peter Morville's
honeycomb model for people in their 20s and 30s. As a result of the analysis, an application design that
utilizes corporate identity is essential. Second, essential functions should have a screen that can be viewed
at once. Third, the screen should be configured to eliminate unnecessary functions and to make it easier to
find detailed functions in addition to essential functions. Fourth, it is necessary to reduce unnecessary
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A Study on the Credit Card Application User Experience of Generation MZ: Focusing on Samsung and Hyundai Credit Card
advertising benefits and provide customized benefits. This study is expected to provide meaningful basic
data for investigating the experience of using credit card mobile applications of the MZ generation.

Keyword : Credit Card, Application, MZ Generation, User Experience, Honeycomb Model
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[Fig. 1] Reasons for using credit card
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[Table 2] Hyundai Credit Card / Samsung Credit Card Application User Experience Measurement
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