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Experience Design of Community E-commerce Platform from
the Perspective of Social Presence

WANG Yu-fel, JIANG Xiao
(Jiangnan University, Wuxi 214122, China)

ABSTRACT: The work aims to explore the social source of the customer’s patronage experience of community
e-commerce platform from the perspective of social presence, summarize its experience design model, and supplement the
contents related to common experience in the experience design, so as to provide guidance for the experience design of
community e-commerce platform. Firstly, the social presence was subdivided into conscious social presence, emotional
social presence and cognitive social presence to sort out the social cognitive process. Secondly, the relationship between
the three kinds of social presence and the trust experience, utilitarian experience and hedonic experience in the community
e-commerce and the influencing mechanism were discussed, and how the customers integrated the interpersonal commu-
nication model in real life into the human-machine interaction was sorted out, thus inducing the experience design model.
Finally, how to design the experience of community e-commerce platform from the perspective of social presence was
analyzed. Symbolizing the role identity, interactive rituals and value transfer process through design means can enhance
the social presence in community e-commerce and influence the customer's patronage experience, thereby intensifying
customers’ online viscosity.
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Fig.1 Symbolization of the design of roles and identities

G T RTERE S .
M2l B2 R TR B (5 AR RS A
DIFIRES o H5 # G S b 2 AL B Bt T BESE i L e
BB el S B ST R A 2 D, SO B AE H — R 5
AAT S AT RENE AVE FEXS J5 BOBRAE: | AR 2 S8 408 o R R
A XI5 A5 JTBR U N, AN S 4
BUEE | S ST B, S BIILE
Pyl SErEdeR , Mg P EEA T2,
BOPRIFMNAFAL . denl WL, a4 A B 0y be 2
eyt B, AERS ELH (R BRI % B 22 i 3 R
TR, SEiH: BB R A AT RS . R, P

WEARZ AL A CFLER, FWREAEZ PR
PEATRE A, TP A SRR, MR B s, X
SEAE DA AR 7 T A4 Tt

22 BRHZEZBREHEKEREEHXR

15 1A 23 i 37 SR B B B2 5 A 2 fl N =2 ]
MGG R, FEME % LS A S iy ae 1, 1E
FEDX ARG R, AR A A 0 L S B B ok S AR
{9 A L DG P A IRl U BB ZE B iR 51 R
A2 55 NS R S TR A E A, — e A3 i A 5
e, 7R3 B IR B A BBt R B
KA, LN ], HEARRAETE ., FA
WA REER A BT o B GERABHAFS I 2,
TEPFIR S, ALt HETES AR
L, B B RBE AL, RELEIE 7E B 3h (X
TR eI A2 B S 2RI BACTFIR R PR BT I
ik T IS BEE N ), ROHRAR T 20 NRIA
[l ERMNG T h, L BS S RCR AR R A
W75, i SR S AT, BRI R
32 BRI 5 LA 1 RO A

i BB BB e fl , 1R 22l 7 e
SN 3 (5 AR AR . DRI AN 52 R AR5 o 7 FL 3
R 5 Al SRR AN R, U
FIRTEA T HE— PR B %, TTJH R AR AR
(i) BRf 56 T DR, IO T PR B i £ 9t B9 AR R A
P, FITAE ISR BRILZAL, SRR 7R 155 R
MmO R . B, dad I, & RS

RESBE BTl 85% 0 F44:20 pR O RS N 2 D87% @ FF2:51
5741t A KB e 4 /
® mEk yEkg
HAS, Etad R, BT
1216 1359 mE " e NI ZESAFO26AD
FASIFRORER I -
oiﬁi)L_TerezaH’F-ﬁ,' S 4T3 mE - 3K 5 g T
RIS BUEEF xURPRAMRGHR—0, §®
5K EE #® E !
HBEEE >
& IhpBEE
T BKE B IREHE WREH Tlood B8 HvS ol o
1218121 EE 0% 25+, BMRART, BEITRREEE
AE? sREG
i # E= 756 "o
Simple Axel: 3R30T, EBRESHEMER, 0
DB EINALS, MR BIFRSE
) ) #5545 @8 >
Cde@e @@ o
RET—THMNRAEAMNNHERERFT
@ @ &8 ¥ oo
1017 EAE - o614
) NS PESCPT
C 88 da&éd :
oty
&5 <t
& 2 Wie 4979 Mg - 111F  OBEES 8 (@ HE o

K2 BBt RS

Fig.2 Symbolization of the design of the interactive ceremony
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Fig.3 Experience design model of community e-commerce platform from the perspective of social presence
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