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Abstract

In the background of the era of continuous digitization, a set of service systems is created through
service design concepts and methods, exploring new experience modes, constructing a smarter
and more convenient shopping experience, and improving the service quality of users when shop-
ping offline. In this design, we investigated the key points of using shopping carts in offline su-
perstores, used user interviews to create a persona model, categorized primary, secondary, and
tertiary stakeholders, divided them into internal and external stakeholders, and integrated the
requirements, to plan the service blueprint from a global perspective, and constructed an online
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prototype. This design practice uses service design thinking to design smart products, aiming at a
convenient shopping experience to meet users’ needs, which has certain practical and promotion-
al value.
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Table 1. Competitive product analysis
=1 MmO

e S Amazon Dash Cart WaIIere]gitl’ sLIan;e(l:IEii?ent A E BhEE L
RIHlA K IR
o mEE. EEENEAR i SHIPIERI
7= i E AL Wk HE A 25 R ] 4 I A AL AR
AR BRI SEFFRH BRI
- RS A 1 K %
R Tt ik T
R SRR UL W4T B
K 2 o e, Eﬂﬁ%#§§%%$*m FH R AT
g Amazon Go J& A\ JE4# ) L (2 A FIER A
BRI el B R
BRSO R St i I
s W HE MR BT P 1
LR BB WA R %
ot 354 el B KA IR FRAR
KR A2 4 R N

2. BN ZERRF TSR
2.1. ARPARIRIEE

N BE— SR E F P AEAE NI 0 BN I /oK, AR B 4N RIS 2 A RIE SRR AP
TR BRI 0 =B Bofs B OWYIRT . Wb W)t T BB (LIS 1) FEVAMIRT, P HE TRDxT
AN ST RE BRI RIN, SETCEA TR ARSI ARG B R BE ) % v EL
I IR APP SR AEAME AL I TR AN L B 5 IS, 3 B FH P SE 4 St 0 R M 35 B, O B I RIS JE A5 2.
T4 i DA 0 Y AR AR R

FEW R, R AR T G R AN BT 75 5 7 B S 1), R BN 2 T LR P e s 2 AR AT
i a5 S HER T RS, BB AR AR B B ARRG i, RN R R R R E B R TT SR AR e A
IR, Ik FL IR G

FESEIKRIRAT, HP W IR A5 K TR SRR B NS . N LHaH 5 a5 vl . & ReI 4= T LASI N H
BHEEIK R Gt SCBUAY) G- A T it A A RO SE I BT, JF3R BB REAL SIS T 3, s s s SO 4%
MNP GE ML, el N R GR, B e 8 IR (R S A A 1

FENY) e BB TT I, P B RAP/NR 5y B0y el by st il R AE IR & REN ) 4 ] LA
AN RS B SR R P AL, RS RGBT &, LR R AR B R
H PR AR, T S E I A, SR TH I P R
22. AFERSHERXE ST

XS 15 AL REAT IR, Ok S B A A B S AT P mR, S Az P E R AR (L
K 2). RN TERRAEA S LT, JF HREW AT EHE EEE IKBIT, BRI m & o
HAEARME N2 — NBO TR SR N . KOO TR NS KoL, N TEEEN S, &
TR RENAM TR I8 BT 9% A DD B N 1]

DOI: 10.12677/design.2024.93401 926 wit


https://doi.org/10.12677/design.2024.93401

T %
FivER by ) ks3] 503 B
fellk=ng /] SHER ZAHTE SRENMIH/NEE
REUEHIER TEED IR
RERR ML B
|
A — e
RS, T \\\\\ e J—
AP&S s T — ﬁf‘;ﬂfﬁ; B T— 29 —— WO RBEL,
2, . TR R
amzan s, 6
TYEREEAEE KRR ZIEEE TEHINEZER
b= T R ENFINEER [Ele ANTHEHESEIR FoiE KA R IRAIR
- APPEE(ER BRI ER AL SEIESS FEF/NE
nam ML ARERHEE SRS RSN B2YAPRIEFES
iR mIREE R EZ= 0620 psFY
Figure 1. Shopping user journey map
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Figure 2. User profile
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Figure 3. Stakeholders
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Figure 4. Service blueprint
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Table 2. Functional requirements analysis
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Figure 5. Smart shopping cart sketch scheme
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Figure 6. Information interaction architecture and interface design
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