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User Experience Design of Automotive After-sales Service Scenarios
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ABSTRACT: The work aims to explore how to apply user research methods in service design and how to establish a ra-
tional user research methodology system based on specific scenarios through the thorough analysis and study on user ex-
perience in specific automotive after-sales service scenarios. With the application of various research methods in practice,
the role of each method in obtaining data, observing views, constructing design logic and other links was verified. Based
on above, suggestions were provided for how to apply user research methods reasonably in combination with specific
service scenarios and establish effective research systems in service design. Through design research and practice verifi-
cation, the effective user experience evaluation principle in the service scenario and the reasoning method for acquiring
the user role model were obtained Through such study, the restrictive conditions and demands based on scenarios in the
offline scenarios are acquired, and the reasonable method and process are established, providing good methodology for the
future service optimization design and experience design of automobile after-sales service system.
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Fig.1 The process of user experience research
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Fig.2 The key process of data analysis
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Fig.3 The data analysis of leader's interviews
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Fig.5 The analysis of customer structure
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Fig.6 The key elements analysis of persona
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Fig.7 The mapping of user research data
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Fig.9 The Visualization of persona data analysis
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Fig.11 The blue print of service design
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