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Brand Upgrade of Youzhou Miao Ethnic Minority Embroidery
Based on Service Design Thinking

HU Hong, HAO Dai-tao, BAI Fei-ran, ZHOU Jie
(Beijing University of Technology, Beijing 100124, China)

ABSTRACT: The research focuses on exploring a new view of targeted poverty alleviation in minority areas through the
study of promoting the transformation of the minority enterprises from product trading to brand services, based on the
thinking of service design. With the thinking and methods of service design, stakeholders of the Youzhou Miao Ethnic
Minority Embroidery were sorted out. The deep-seated consumer demands, touch pinots, marketing and distribution
strategy were explored through user journey map and SWOT analysis. A comprehensive digital brand upgrade plan for
Youzhou Miao Ethnic Minority Embroidery was proposed by transformation of new retail (store+Internet), including
brand image optimization and WeChat applet design to create an online and offline retail model for corporations in mi-
nority region. It was concluded that the service model of ethnic area enterprises transforming new retail
in service economy era can help these corporations to attract young consumer groups, expand the scale of production and
trade, absorb more women and disabled people in poverty areas, achieve targeted poverty alleviation and build corporate
brands in ethnic areas.
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Fig.1 Innovative direction of service design support
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Fig.2 Stakeholders of Youzhou Miao Embroidery
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Fig.3 User experience map of Youzhou Miao Embroidery
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Fig.4 SWOT analysis on existing products of Youzhou Miao Embroidery
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Fig.5 Systems organization of Youzhou
Miao Embroidery brand
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Fig.6 Optimized visual identity of Youzhou Miao Embroidery
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Fig.7 Youzhou Miao Embroidery APP
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Fig.8 APP framework of Youzhou Miao Embroidery
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Fig.9 New retail service system of Youzhou Miao Embroidery (physical + internet store)
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Fig.10 New retail service blueprint after brand upgrading
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