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Design of Handicrafts E-commerce Based on Touch-points Experience Research

HE Yu-wei, ZHANG Duo-duo, XIE Hui-ling
(Hunan University, Changsha 410082, China)

ABSTRACT: The development of handicraft e-commerce provides a new opportunity for handicrafts. Under the condition that
online sales cannot show the physical product. The work aims to explore those handicrafts that emphasize the materials and
craftsmanship and create a better online shopping experience to inspire the design of handicraft e-commerce. By focusing on the
touch-points experience, the design of the handicraft e-commerce brand "Suoshuo” was taken as an example. By comparing the
key touch-points in online and offline customer journey map and analyzing the touch-points from several levels of experience,
the main reasons influencing the online purchase experience was found out. Then, the feasible solutions were proposed. The de-
sign suggestions for e-commerce handicrafts are concluded from three aspects by touch-points experience research. Firstly, the
user's experience in the reflective level need to be focused, and the emotional design of handicraft e-commerce should also be
emphasized. Secondly, the "shopping" experience should be considered in the design of the behavior level so asto stress the in-
stantaneity and directness of selection. Thirdly, after the user's audio-visual experience is enhanced in the instinct level, the ex-
perience level should be raised to the behavior and the reflective level in combination with new technology. Accordingly, the de-
sign of "Suoshuo” isimproved.
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Fig.1 Journey map for online purchase behavior of handcrafts
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Fig.2 Journey map for offline purchase behavior of handcrafts

P AT R iR R LA SR “RR 16" 1 £ 3T 7
Rl R, mis 2k AR TT bR, 58 O K 45
Wit B BT kT 5 TR RIENET M
AERAY o FEL T PR AR E R AR, AT “ShfE+
fil 57 BB, B AT O BRI, DU AREE
fih 25 o

2 FIZHBMAERTR

fih 7 A T P S IR g5 R A R A S 2
JEr AR P R B O A, PG, DA R IR b
Wfh i, W EER B ST IR 2E 5 0 EANTE <A -
S HARYEITFE, AR SCHY fid o3 SR A S b



238 fu, %%

T 7

20194F 7 H

LAREER T 3 DRI ARREE . 1T R
JRUO, AR IR VR B R P WL SR 5 R 5
I AYIRAZ, R—M E R E RS 17 o8R0 L 3
NGY A H i R P AT RS o OBR A TR SR Y
B2, EIEEYXARRRE S, B iU RS
SO E A DG U SRS E—
A Y S AR P S A, 3 PR B g 7 i i AR, 7
AL AR R UL AR, BTN R A
PR ROSRPERT WSk T AR R R, fid iy
IR T P AEA R R R RS: , 285 % AT 1715
Kot Wk 1, PRI PR AL, WA 3,
PR T oM 2 b SRR ) JLA (]

1) BE AR R . AR TAREZ R
2 BT R, R T B T R A i
Mo SNy g T IR X R

IR, S R —R “EE " LR T SRR,
4 LML, APfefilnt . MUSE . BRIESFRVE 1R
B BRIK o

2) PRELRIAhERZ CHENET SRER. fTONRIRE
AT RS R, AT R R A
i, WEEM L. TR T AR A
ATE RIS, TS A H AR LT (RS,
AT T S LB AL, “Peit” 7= A IEJE “ R
MR T AE, ERE TP R MR X TR
P AT o SERUX SEAT O, AR bR O A AN
siily, HEATIUREIAEI A DI, AHELZR, LRy
B, TR DA AR, O AR ) R
W—YETAR, TR THEH, B2 FZEA R
PRIk, P Z A I B A R SR Bk, O
o

x1 EFESERRRIEEHNMISH
Tab.1 Analysis of touch-points based on Norman's experience hierarchy theory
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Fig.3 Comparison of online and offline purchase
experience of handcrafts
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Fig.6 Layout improvement of "Suoshuo” online shop
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Fig.8 Comparison of user experience before and
after online shop transformation
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