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Apple APP Store's Redesign Based on the Innovation of Searching Path Structure

LI Zhong-lin
(Guizhou University of Finance and Economics, Guiyang 550000, China)

ABSTRACT: The aim for classic Apple APP Store redesign is not to deny it, but to explore it from humanistic angle. Ar-
ranging researchers go through the perceptual experience and proposition search experience for Apple online Store on the
aspects of search efficiency and search interest. Then the comparative methods are used to analyze the part of the design
characteristics Apple APP Store to adjust both the web search path and surface visual partition after determining multiply
paths leading to one download page and complete the redesign through validation test. It's an important way to broaden
the design thoughts and grasp the design key points through making full use of users' operation behavior and analyzing the

user' cognitive changes under the product experience.
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Fig.1 The analysis of Apple APP Store operating process
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Fig.2 The comparison of the similar websites
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