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Abstract

With the rapid development of today’s society, the retail industry is faced with certain challenges
under the Internet economy. It is faced with both rising costs and the impact of e-commerce. Objec-
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tive: Under the conditions of both challenges and opportunities, how to use design thinking to pro-
vide design strategy analysis for large retail supermarkets, improve the shopping experience of us-
ers, build user communication communities, and promote communication among consumers, so as
to help large supermarkets complete the transformation of the times and improve market perfor-
mance. Methods: From the perspective of user experience, this paper conducts field survey, in-depth
interview with 10 users and offline survey of 96 target users in five domestic large and medium-sized
retail supermarkets, and collects relevant survey results, analyzes the survey results from the pers-
pective of design thinking, and puts forward design strategy. Conclusion: The new retail model
should be adopted to accelerate the upgrading and transformation of large supermarkets, and the
combination of online and offline supports online purchase and payment, offline self-pick-up and de-
livery. Combined with community operation, user viscosity should be enhanced. With multi-entry
operation strategy, WeChat small program is used to implement transformation and upgrading
strategy, and consumption drainage.
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Figure 1. Summary of pain points in user interviews (Image source: The author’s self-painted)
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Table 1. Analogy of new retail and traditional retail model (Image source: the author’s self-painted)
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Figure 2. Case analysis of existing domestic retail supermarkets (Image source: The author’s self-painted)
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Figure 3. Organizational management system framework diagram (Image source: The author’s self-painted)
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