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Design Strategy of Experience Marketing under Sharing Economy

ZHANG Han-ning, HUANG Zi-long
(Jiangnan University, Wuxi 214122, China)

ABSTRACT: The work aims to explore the design strategy of experience marketing under sharing economy. Through the
literature review, case analysis, induction and other research methods, the sharing economy was analyzed, illustrated and
summarized to sum up the innovative design strategy of experience marketing in the context of sharing economy. Experi-
ential marketing aims to meet customer experience needs. It is a kind of experience-driven marketing and management
model, while the experience marketing under the sharing economy pays more attention to the experience output between
various points of contact in the service process. The four elements, including contact, product, scenario and service feed-

back, are planned to improve the customer's sense of experience so as to promote customer use of the product.
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Fig.1 Implementing the elements of experiential marketing based on customers
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Figure.2 Element flow and diagram
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