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Design Elements and Measurement Methods of Online Consumption under
the Big Data Analysis

CHEN Xing—hai, HE Ren—ke
(Hunan University, Changsha 410082, China)

ABSTRACT: It aims to unfold researches into the contents factors and measurement methods of the design of online
consumption experience under big data analysis, summarize and construct a theoretical model for online consumption
experience under big data analysis.Through literature analysis, it draws out the features and advantages of big data analysis
and its promoting effect on user experience. Based on the customer experience process and comparative analysis, it explores
into the design content factors and measurement method of online consumption experience under big data analysis and
combines a typical case analysis on online shopping experience of Amazon to derive its theoretical model structure. It
illustrates the important promoting effect of bid data analysis on the optimization of overall user experience of products and
services, concluding seven elements and five measurement index systems in the process of online customer consumption
experience.Combined with scenario analysis, it further reveals three aspects of the theoretical model: its contents, methods
and technologies.
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Fig.1 Chart for customers online consumption experience journey
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Fig.2 Measurement indicators system of customers online consumption experience journey
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Fig.3 Analysis of Amazon.com experience design
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