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Social Interaction Design of Appliance Brand under New Retail Background
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ABSTRACT: The work aims to discuss the design methods and innovation strategies for social interaction of appliance
brand under the new retail background. The current situation of Chinese appliance brands’ social interaction and the op-
portunities and challenges for the transformation of traditional appliance retail service under the tide of new retail and
experience economy were analyzed. The concept and connotation of social interaction and its enlightenment and reflection
on appliance retail service were discussed. Guided by the EPI user experience element model, the appliance consumption
service cycle was divided by stages, and the current situation and case of key stages were analyzed and sorted to sum up
the characteristics of interaction experience. Three characteristics of interaction experience are summarized, including the
information gathering and understanding stage of big data positioning dynamic demand, selection and decision-making
stage of word-of-mouth shaped brand impression and follow-up feedback stage of experience quality affecting brand
stickiness throughout the appliance consumption service cycle. According to the connotation of these characteristics, four
strategies are proposed, such as creating consumer-centered interactive experience, building word-of-mouth communica-
tion based on social relations, establishing effective interactive content and paths to facilitate user engagement and in-
spiring brand stickiness through emotional connections. All of these strategies will help upgrade the retail experience of
appliance brands and lead new design trends.
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Fig.2 The experience stage in appliance consumption
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Fig.5 User self-service platform “Midea Service”
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