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A Study on the User Structure Analysis of Second Hand Market Apps
-Focusing on Joongonara, Bungaejangter, Danggeunmarket-
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Abstract The purpose of this study was to analyze the satisfaction levels and pain points for the leading
domestic second-hand trading apps and to suggest ways to increase the number of users of these apps.
Through the analysis of previous research and structural analysis of these apps, specifically, Joongonara,
Bungaejangter, and Danggeunmarket, the user experience process was divided into five steps, namely
searching for customer journeys over time, checking information, inquiries, transactions, and feedback.
To analyze user satisfaction by each app level, a survey was conducted on the function of each app step
by step targeting 100 users of all ages. In-depth data was obtained empirically through the investigation
of user experiences of those familiar with C2C transactions using one or more of the second-hand
trading apps above. Pain points were derived through the above survey and the characteristics of each
second-hand trading app and user feedback at each step were compared and analyzed to improve these
apps. The satisfaction levels of Dangguenmarket was the highest among the three apps with an average
and standard deviation of 3.9 (£0.46), 3.9 (£0.42), 3.9 (£0.39), 3.7 (£0.40), and 4.0 (£0.41), in the search
stage- searching, checking information, inquiries, transactions, and feedback, respectively. The same
parameters for Bungaejangter were 3.5 (£0.45), 3.6 (£0.42), 3.5 (£0.44), 3.5 (£0.42), and 3.6 (+£0.41)
while for Joongonara they were 3.4 (£0.45), 3.6 (£0.43), 3.1 (£0.41), 3.2 (£0.43), and 2.9 (+£0.51). Finally,
through the above survey, the characteristics of each of the second-hand trading apps and user feedback
at each stage were compared and analyzed to comprehensively identify the steps to improve these apps.
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Fig. 1. Step-by-step user evaluation process for used
trading apps

=
=

2 AFoME 34 AN dEe e 9AE

A83 BAE QW] Sste] Al SR Atk
A WA 9A SIAY Bl A8 o4 peiE A



FIAH F9 AR FREA] BRI AT -Fave, WARH, d2ulE FAoR-
YATE AulE Fo ZIAYN A A8 o WA ST MZAITNE ANBAE TUSH 47 STt Hlo]
2 HOSIL, F WA BANAL @A 1Y ol AgH  WRITE A2 A4Sk Qo] Aol e HolA]
L FUAY A Fukel WAYE, 9IS A4S 2T ERlo] A8Std 3 BES TN 7
A oy A HE 24 GO He, BT A st AME HIHAS). ol Bel Helgn
9 o B2 B8] 2 A S A A8A  Th BT ANEAS TS F1 W 2d AnE A
e WE BT, GAE SR BAE AW ek BSlE wER k. 9% FuAd 3B 4
AT U A8 oPS] S ATIE AT TS £ AU ATA BRI AN T 5 ) 5 4
2 A4 @77t AR AARE A0 9 B 9ST 242 Fuwen] $Ude 4T AL UL
W AR USRS 24 Sloiel g FIAN A @ 4 Slol MZATEIS] Q1S B3 ek, oI4% ) A

2 S U 8RS AAFIA 1003 o
2 Ao B Aol thet AR Agstgon
N34 dolsg ¥ gistel 919 FAAF B A2

Hl ol AHgste] C2C AdE S ATl A AR
g Qo 4% UERHE WPstel FuAY A B
Ag HRES E5slsict. o] BANMY A Y
A 3 1A AL 7V ol Aot dFBom
e 30~400) 83 hoz AsHon At
UG B Azt 1/29) MR 34 FIAH Qe
A48 u12E mefsle] 2ASIgILt. Asto s Slot
71-,9_ _]X_/\]-.__ E‘aﬁ Zk Z“rﬂgﬂ OH‘,] Ez]_,/} 1‘4—7;"1:3 /\].\_g_
A =g v)m-Raslel FIAY W wAE A
ueke EeHoR Totsgich

2. 012X 1

2.1 E4
FIANT A AgolA] A1 B
o 23 BES AHA-mujsAY
AgaHA BolsHs Goodwill olgt 4
1AL A L ddoR Ade §
L ue S ohEThe A 5 B3 BE
6]—‘,:_ ]X]—o] /\Hﬁu-ob]- %’/\:{QJ—QX] J—O 1:]— o
AR A A dolsit] WA O
offlne o1 Solt Fibel= o 24U
el(online) A2 A Aol watelg)

ojwf, A&7} UIE B3 C2C 55 T & A& oﬂg_—

=0 =

FaA olet ek FuA Fe A8 44

g3t}
Npne

al

[ )
>4r

> Mo

rtl
0 o off ofN

loﬂlloiﬂo?d

.

9

)

Za

oN M. o
l:lé‘érl

%

r}o%

ot |H o mo mju ot mn N

¢

0l
s}

C2C AE AFPY = Y2 == wat FuA
¥ B FIAHTE FEHA EolUA =AUk &9,
gxd 87t 52 MZAHS 38 51 BEES ‘NA
Al oletal ®dst F1 EF FuiAE AlGH 2
FHolH S EF] et QA& BSHA7]AL Qi o]

451

Fabl AES Fohste] Sk Aol ohlet Az A%
3} L%, WA AST A7 A7 SHA
FF ZTAR AL B8 4T Aow Aol

2.2 AMEX - K=

A& HARI ool A= AH|A ARERFY] HHS A
okT AAH O AZSRIE WO ALgA o A
5 ol A8ttt (Marce & Jakob, 2012). °IE 4
St Wole o] Au|Aft A% AEsh= A
(Touch Point)& HIFOE o]Fo] AW 7}Z2Z0] A7H
Solgtd A252 A3E ARE 5] AlZto] ot |
ot AZE iJE} £79], /\]&Z} oqﬂ | o] A
70| AHIAE Y }‘:‘“1 Lrle B9 ARSI
2L H<Ql EJE(Pain Point)g}al o]-—tﬂ AE|A

A9l Hote] AT AL A8 o}y AEE Wl EQ)
S8 U ol Az e AaE ARl o
1o @85t cHg)

2.3 31HH A AMEX HF K=

AR o A AHlA AZAL] 7HE wEE
mol] F= ARS==TI0] ol27t ARGAL o2 ARAE
42 @AV IS dAE 7Ieer AT 4 Ao
& dFoM s SIAN FAHANA Y ARBAF oS Lot
H7] A SAHE Zt o o3} Bt A%
ATE AHE F olE 7INte R S A PO AR o
4 aBsto] AN WY ARA o A=E FHF
7golstot.

QIeilolA A it WHE 14 oge H8S
uRRek gotal ¥k48](2019)9] Aol widA,
3, ¥9, AXL, vibg Be R SeAR UsetH10). Elel2
0}7: oA 1A AHATE ESF AulA A H5F o
I ol®9], AR (201594 iR 4A, HIFAA,
ZA|, 7], W oR AR RS

ey

l=

=
T

I
i,



AR &85 =R A A22d Al7E, 2021

Table 1. User Journey Prior study

Author Step User Journey Definition

S.W.Kim,

H.W.Ahn, 1. Early selection of candidates
Y.N.Jang, M.H. 4 P 2. Positive evaluation P
Hong, M.].Seo, 3. Moment of purchase » 4.

S.T.Kim After-purchase experience

(2019)
1. Preparation to enter the store
» 2. Product registration P 3.
C.W.Lee, Y.H.Pan Advertisement/Marketing »4.
(2017) 8 Product managementP 5. Sales
management P 6. Delivery P 7.
Balance account P 8. Customer
care
1. Product search P 2. Check
product information by the
Y.J.Kim, Y.R.Koo 6 seller B 3. Product inquiry P 4.
(2019) Certification P 5. Deposit in
advance P 6. Check the item
after delivery
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Table 2. User Journey Prior study

Joongonara |Bungaejangter | Dangguenmarket
Search, Search,
Neighborhood, | Following, Search,
Search Used phone, Product Neighborhood,
Finance, Used | registration, | Near me, Chat,
car chat, My | Bungae Tok, | My Dangguen
information My shop
Wish list,
All products, 1S
X Product, Manor
Information My goods, .
X . Following, temperature,
confirmation Regular X o
Sales history, | Activity badge,
customer, . .
L Delivery by sale item
Fraud inquiry i
courier
Chat
Question Chat function | function(Bung| Chat function
ae Tok)
Bangae pay Seller
secure transaction,
Payment, R
. payment, Direct
Transaction Secure ) )
avment fee Courier transaction,
payl delivery courier delivery
information information
Feedback Seller.s Store review Evaluate
transaction ) manners
function R
trust function
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Table 3. Used trading app user evaluation process
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