F38E FH12M fu % TR
2017 4 6 H PACKAGING ENGINEERING 99
LY sSIL Y .;l;.
ETHREEHEZ AW EZ TR
FER', B, THE
(L7 AR Tk R2=, J7IN 510090; 2. HHTHLHEFIN==FE, |~ 510435)
WE. B REEFER, ALFBRETREREENG R, RBEBLATAPREEGWEAND

ERXHRE, TEEANDE, Fik SWAALABHEGKR S L, RBELFHERLAGCRE A2
b, BAOXAERA WD ERSAGIE AR, RIERERE TS, BEBEAMDEGZIT RS,
i B AA PRI BB EAWS ENZT R, FERELARSAPREGEAWSE T E,
KR AP, BFRIK, EAWSFE

hESZES: TB472  CEkFRIRFAG: A XEHS: 1001-3563(2017)12-0099-05

Shopping Cart Design Research for Elderly Based on User Experience
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ABSTRACT: Pay attention to the elderly groups, design products for the elderly group to meet the needs of the times.
According to the design theory of the shopping cart for the elderly based on user experience level, improve the shopping
cart. The advantages and disadvantages of the existing shopping cart for the elderly are analyzed, according to the psy-
chological and physiological characteristics of the elderly, combined with the special use environment, experience state
and consumer preferences, the design strategies of the shopping cart for the elderly are summarized. From the user expe-
rience level, the design principle of the shopping cart for the elderly is proposed, and the shopping cart scheme with ex-

cellent user experience is obtained.
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Fig.1 The use environment of the shopping cart for the elderly
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Tab.1 The analysis of the common shopping cart

N
S |
Gh o
e
SR PRI 3 BT R AR
AT A ; ‘ AT B
po M RMRATHES e, ek O TRR BRI e, g

ZEkafa s AR

ST, FFfnkd; AL,
Bl DIRER—; JEREREA DT (851
W2 s 4

i

ARIGHE; NOER D)
a5 AR AT R

i, "IE; AW

AR G AT AERHE
SREL; ATTREICHERE s f
e ot

KA

IAREESE; AT EREHER s
W AR UL/ s SR

2 R PRIEHEEA

PP A SORR T P AR B e i, 2 DUR P R ol

( User-Centered Design, fijifk UCD) Hy—J8iEiTR
W, 5 AE S T P P R A
TEFF R 7= i BB — AR, BB P RS A
TR B 32 G



H3/HE 12

TRIG: TR R I2 A9 % %05 101

TEVEAT 7 b B9 P AR S S A ), 7 2T
T AR R BECE R GEHCERE L hAE . FhE A
YR S5 5 TS AN IO T A o O AR A 7 O
XPHAR Ao Ho, PSR aT LGy S B8 P AN
R B PP B BT SR 3 72 PP o SR FH A S
T T, iR [l SR DL SRR
TSR Z8 PEPAY TR 22 2R R8O 7™ A 1) S8 1F A, e
JOL IR )RR DR384 o H AT £ 2 — L7 AT U
Wik WA MIEN 5% - IRSIBEPHN Ik | AT
NREEPEO 53k AR S PN D5 1 DL )
AFREE,

3 ETFRPEIEZ AN EIZ TR

F P RS = S, 23RS AS [R) 2R A0 A e R AA
1. e ENWY %, @il abr g NE R =
HEECE RS | AT MRS AN AL, 75 35T
NSRRI AYN AL /N aa Yl
3.1 RBEMIEEN

B ARS8 8 o P R flaE . WTaE . AAE L TR
B WRTE SR TR ARG, st R TR IR
TR 5 7= B S WK 2,

K2 TURARR 5™ B
Fig.2 Five sense experience and product form
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Fig.3 Behavior experience design
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Tab.2 Design and analysis of the shopping cart for the elderly
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Fig.5 Shopping cart design for the elderly
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