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Optimizing Strategy for Developing the Relationship Community
Experience of Hululu Town
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ABSTRACT: The work aims to explore the strategies to promote the local economic development by combining the re-
gional cultural characteristics to improve the user perception from the perspective of art design in view of the existing
problems as construction homogeneity, low standards and poor user satisfaction caused by neglects of the relationship
community experience in rural tourism destinations. According to the five dimensions of consumer experience proposed
by American marketing scholar Schmitt, the research thinking of service design was used and methods of field research
and literature research were adopted. Taking Hululu Town, Niuzhuangzi Village, Dadongzhuang Township, Baodi District,
Tianjin as an example, starting from the collection and analysis of users' experience demands, the experience contacts of
online and offline operation contexts were emphasized to find potential service gaps, and then explore possible design
opportunity points across multidisciplinary knowledge cross-cutting areas such as marketing and tourism management.
Five acupuncture-moxibustion strategy points were put forward: brand image reshaping, information interaction construc-
tion, personalized creative assistance, accurate and diversified services, and cultural cooperation. Providing accurate ser-
vices and developing in-depth culture-related experience projects according to the emotional perception needs of commu-
nity users are internal driving force for promoting the development of rural tourism destinations. The design can be in-
volved in the industrialized upgrading of rural tourism in a creative way and act as an adhesive to play a role of collabo-
rative innovation.
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Fig.1 Architecture of community experience
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Fig.2 Proposals on the “Hululu Town” brand and derivative applications
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