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Data—driven Customer Experience—centric Service Development:

Focusing on the Screen Device for Generation Z
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Introduction

I New Generation, New Data and New Opportunity
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Literature Review

I Perceived Quality vs. Customer Experience

Customer Experience (

Perceived Quality (S1X|El EZ!)
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Literature Review

I Incompatibility Between NPSD and CX

NPSD

(New Product or Service Development)
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Overcoming Incompatibility
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Literature Review

I Then, How Could We Measure Customer Experience?
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Method

I Model Construction

Ideation Voice of Customers
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I Collecting Voice of Customers
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I Collecting Voice of Customers
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I Preprocessing
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Analysis

I Ward Clustering
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