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Abstract

Against the backdrop of the rapid global development of e-commerce, independent websites, as dig-
ital platforms that enable brands to directly engage with consumers, have become a crucial medium
for enhancing brand image, optimizing user experience, and achieving precision marketing. Through
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a systematic literature review, this study delves into the application of user research in improving
the attractiveness of independent e-commerce websites and shaping user preferences. It focuses on
analyzing the role of five typical user research methods in optimizing key aspects of independent
websites, including interface layout, information architecture, content readability, personalized ser-
vices, and real-time response mechanisms. The findings demonstrate that user insights can accu-
rately identify the needs of target audiences, refine critical interaction points, and significantly en-
hance user retention, brand trust, and conversion rates on independent websites. These insights
provide both a theoretical foundation and practical guidance for independent websites to address
challenges, such as high customer acquisition costs and market homogenization, ultimately ena-
bling differentiated competition.
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BEA AR TR S ST R, F RS S A g i B LR TR [ 9 2 A A &, IR A A
VS I B ST F P AR IR AN SRS A (0 B AR (1] R, FE AL B
T Shopify. WooCommerce 5V G 1 H EHFE &, MR THE =77 FEMESiE. WE), MMk H
AR E M AR RE R PR € flRe 71[2]. Tk, M iiigEig K, Statista 24E
BoR, 2023 AR EE H A A UA B 5.8 Ji123ETT, T F] 2027 FRHE K £ 9.6 J143£TT[3]. HE
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FHEG, IESRBUSAE . ELR P RO T A HE 007 B S s AN 22 AL R P AR SR 4]

FRUEMST I R SRS, BILHIGE BE PR —J7TH, GZ IR 5] J7 2 VR 2 Tk 1) 3 ) 8,
e B (R 3R A BRI e A 2 R T e384+ 0[5 55— 710, PRSZG I [RTIE R) # H 2k 2, F
ZMISTEBTE . DIRe N A Bz 22 Ak, DLTE S 117 3% 55 v ST HA [6] 0 3 6 ] B 45 8k <73k
A% e 18 I BIEE A SR AR A P RS RS 5| AR P R

TEff o Bk i, B PR gL R SR A SR R A T BOREERER . PR, i R
RSHTHE PEAT N Il R A, F P W S N T Sh 40, 7S HE (0 77 37 e AL AR AL S 4 1 Atk [ 7]-
[9]. f4n, &b RERT CARIA in) 45 R 2 AT BT S 78, R H AR P BRI O /oK, R LA A
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PEFFAAL S 1 T R R [10]. F P RF FE 1A SCER VS RN 7 72 il 82 45 SR 1R SR ERURISE F $2 1t T g s gk
fitth, S Th RE RS AR X L 2 LA E B TR, B AR PR B AT, S SRR, I PR R
FFEHT R MAE[1L]. dhsh, A IEEHE R 7 9380 b S AR A BRRA CR Y B DG L, H5 BT
SRS B B TR A AR A P o R [10] [12]
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73 h SR AT HE S
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MBS, R RGMENER . A AT 9. TR B B e 78, B AR i B A
SRS ST AR IR A 2 [13] [14] 0 £E FLRIARSLE I, P B AR 2 B T4 55 6051 7 28
1 P i J RS AR [15] [16] AT WITEN AR SEitaAE B K5 5 50 H A & T A AE Sk
HH R PRI DU AT T, 3 P P 0T 92 75 V5 AR A S b v R S B AN (L
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6 0 B BT B[ 20]
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SRICE] 5 A A LSRG B, it SR R . B SRR e SR ORI
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2.3. TR

TR0, ARl BRER L AESST S AT, s T R Al S AR SRR L T, B
BESIFCF M E & LT L, BaE i, WS SEL (5 RN AR [27]. SO,
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PTG HT P IR SRAT s BLAE FR SEIRF 1] L 7] RO 7™ i 2R S5 [31]

A FAPENR[32] A A/B R [33] I J& T-47 Jy e Mt gt o Ferbr, ar AT It e W 8¢ P 7 577 il
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NGO P 58 R AR 55 O RE, 0 FAT O BT, o] BE4h & VTR B G o U n] £ 28 B sk 46
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A(A R B AR I, DhEEBUE S 0%, PRSI — AR E fabn(In i 3. B, M A7
) ERIUEAL[35]. WFTEN DL H R BEAL > AN AL, BRAE AN I RRCA (A B B), )5 & HdEiE
B AT (0 i T $eAk) [36]. XA TS VAR H AL S, H AR S ISR Th A A S S
e ARGEMAIA T RRRE, & TARBM AR IAT YRR 6], RO AR5 AR A
PE i RECIRAE R A (5 BT AT PEI e & e v Bl (RT PRV 2 o P B2 45 R A e Bl (1
F eI A SERRERAE) . IZIIR T RE SR MR B ST, JCHZ W BB P R ERT &, B
a0, WAL E IR R ThRE, W2 R REDRE IR B H AR A [37]. 0 A/B MU BUHEE A T A ek
BT AARAL, MR BOR (U2 BT . AR BCER S A JRARA), IS 75 T 6] st ™ i BRI B UK A
SLul, PR L LIS AT AESS 1R [38]. A/B A T ECRAE R E B, BN, sidE, F A
A7 AR A5 [38] 0 P 5 RE VIS b SR AN i REUR BB 7 S LA i Se BEWE A2, B 03T P AR A e
etk

T M WA VIRIE, AT ASIEERIE AR, SERtvEFl 2 R A BERA . ol
PIMOTIEA B AR 7 B RS RIER, BRI AT geRHC 2 A HER . & KEidi/ B S rIAT 9,
W VIRE S| SRR Z(E B . AT A Ml WL . 0T 7 78 1 65 B S A 5
brAT o, ARG e G 1 T DR & T HE[39] [40].

24. TR,

RR P IE — R SAR B A A ROTIE[41] . R 70 2830 B B R B IE B AEA R R R L i
B EEBRE RIPATEL, SR AT G R . 132 7 Ak s sty & A idt AT 8 4 0y
o WL EORSZVIE a4 S A, T RURBUH T S AR R IR S B R 3Gl R 2 Rk e IR R 12
BB BT S S BN ST L ARG RS ) 5 T AN [42] o I H AR O R R
FRBIBAT EHHAZE, ~FE T RN 1 B RN FR Y08, R H 250, Sl
THRVE B SRNS, SEUE R P B A . AN, R SRIRIE RESTRERT DI RETT A T 7 # JRE [43] o (EHE L
WIRE (0 “ AR b 7 )R, AT R PP L S AR S5, PR ARl A . X T Ak
W&, ARMX AR 225700, ROHHE 28 B W08 “BE M7, TaEiE
R H 08 “as B ) AR A LIZ 2 H AR B, ST XTI R A

2.5. REhEEE

R 2036 B A& — e o B AR T B R0 43 Bt P B G R0 T T 3ty s A A 7 vk [44] . SEDLXFPBIE AR,
AT e IR BB BR e 4, st T sRAR B ORI S B IR B4, PA— @ A FURE B, 4 I P ZE L 5
THT A ARV A S S BRI RE B EIZE, A AT P R B BRI AR AT R PR A BE [45] . HR B8 R
AR RERE W2 Or P FEAR S DU E AR SE AR A, s W B B (5 R, A BeH RAb BR AR 22 4
o ARV SRR E I B 1, ERRERL B e OB IX I8 (Areas of Interest, AOIs), Ff:
FH P X6 R PR 25 B A SR SE[46] o AN el R LR S 65 LT )98, I8 v ot B RS E B S SE
AR TL IR B E AP X, A LR N 0T F P X I S Xk Sy B, IR T A J=y, 37+ P
PRIG AFEAL R

R B8 Ei 4 R EERE UL N R b H T W58 0 W [47], B4 T4 (Fixations) . 3407 2L 1) 1]
(Fixation Duration). F1F34#i#64%(Scan Path). 7340, F&I1J&FH P HREE 271 10 05, ARy i8R X k. 24
TBEREIH RSN XS N AR 22, R P AT B AE I X 30 C T B AR B A R DX 3 B Uk
MoE g HARAEOG, Ak, T RE SR F P AR 12 X IR B T B B SACER R . ZEB ST s B R T B 1)
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BT, SRTEE LI AN ) XI55 28 oy B B T o ZEOUAL B P 7R [48] il tn, A S A B (U K4t ) s
R R GERNALE, JRTPALR . FERAFEEI 1], 5 102 F P MR LR MR DX Py 1452 B I 1), 28K
EB, B RINZIXIBR G| TRE ZEE ), X IRER e ST P 6 % DX A A ) SR A
A RIREE . AR B T B IR T, R SR R, TR R 1 X N AR RE I T
RUP T, ARAERT P 54T SERA RIS BN TR AL BE[49]. A2, Bl 7 A AR A 5E
AU S T (Ar 73 5 R R P 5 DU IS HRERVEAIL s (RS S AN [50]. 442 B — RV ITERL A
AMHRBRZE B, VEAIL K2 IR AT L ISR v v R OIS 2, T AR B U A R R A% Bl e 1) R — ML
fEhfE. G ERRERAR, W AEDULM AR o SR ST DI AN O SR R LA, 4R A T e 4 4
T SRIEMREE X I BL S ALV S e R T o

3. RIS ARSI A PR X RER

78 H ad B 7R 55 i b, JOL b A i B B R4 0 E R, T AR O LI S PR 5]
—J7I, JSLUERERE e A EAE ML R . BRI E B N, SEELEE S I8 8 N B v R ]
Ty J5 T, ARSL L EAE AR A B AR TSR T RN TE 2 A JT . DMERE TR, H
G (U BT AU AR (UX), AR S7 3 (8 B 43I 0 1 0 52] o P 0 e v () B TS 7o 5 i
R RIAZ T e ER, Bl St e 5 B4 5 SHIBOHAE BT, HARRAE S 5 T B3
fols IR ORFF— BURALGE KRS o 10 ARS8 Vet I S F P 5 B A LK B AR a2, Bl
RIS BRI IR 55, SRR B BRI X 58 TR @R AARA TN, BERIE
JogE B R P iR . A B SRS O S AT R . (5 B S St FREATEE. MEIRSS
AN BB P R AN, @A PR R IS A G R, PR AT SR 5| A P
S L i FRE SR e AR TH ALK

31 AEME

MSreh S, TS AR I R R k. WU A, ALk AL R 23, BRI
FUORZ it T — BV R AR A R AR W S ik (53] BRIk, TR s R I A A R, AT
S PR i o 170258 A AR B8 2 A B BRI E B N B P R TR, — i i Re e
BT SCBUSE G 5 F 7 S BEE, O, BRI E N BTG A L R L T R

DUAE 4 F T A SR BE 98, 38 SR i 5 TR AR BB BR B FRIT o 170 251 25 7T DA RSt S R T P o0 T
S TR A AT, X e BT R R B ELEAEHI[54]. ERECEE A X I, TR
MR TCR AV EL, WIS AL e A, S OR T Bt A s B 7RSS, e S A
JRThe, FEIHA AL, A B R CL PO O B R  IRBIBEREOR, e R R R
0 A I R SR AL e 3 AN SR 3 HRBIE B NP SL b BT BRI 22 F - ) S X A 7
TR, TR el 5 U N A AT A EL[55] XA B T RO TR A A R, SR HHME BRI, R
REEA AN RERER BERG I 51 F P 105G, $RTH RS, R, i BORIE B W B Bt H I vF il A R B i
TERMIATEW S FIAN 51 SRR, AWM BT AP SR 2 e, 3R mse it i se PRI SE R . AT,
AR BNIE B AR A B TR P A8 300 S I R o B TR A I s AR (S8 e v i A i T S A e Ak e it
ASE L 36 A2 P /55K, SRTHEE AR IR i S AT 3t F) 8 4 /1 [56]

3.2. EREEMESSMEIT

5 AN P AT BRE 1 P AR S o B A AN 58 AT 55 I RCR [57] - BEFER I, Wik 8
FRRREMMATEZERE L, RS EENERIF BT S, Oy T EaF T AE ALk v i A 2%
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RFNPEARIE AR, WEA AT ERN T A R SRAE B 75K, MRS (E B AT st
PR HE . R REEEAEH 25 2 W5 B2 3 FEIE I fe e, B eRILRE A& - O &
BERI[41]. fESERR o Rt FL e, WFARAN RS gkl R viiR S A P B, dE—PHaH e
Fry OB ARG B ST A SRR, A5 BT ST B BAER AR B S () SR A S B R RS S I
JRIRI[42]. WFFCRE, JEMT. BEWAS TEAE R SATRE RS I FH 7 52 2878 vk N RS R AT 55, NI H T+ FEL R
FERIE. HAN, AT NN TR ICSH P ABEAN ST, - R R NE R - &I Lk SRR
TR TERERRAT, B TN D IR e B A P AR S AR B S R AR T A R T IR TR A R
[39]

3.3. EETIEY

{5 S AT B RU MR X A A 7 B B A AN 42 32 AR L (58] W TR M, P BE M) T S5 AR AT A
SR W (0 i R LB I AT I S o TR RHTAERA (1015 ST B T SL RS AR, 5 T ERAR A A R RERE S =
R HeAe 3R, BRI P RERs hn BN (B 5KAN ™ (5 R, SEA W RESKILAL L. AR, A2 AP TR 2%
BB FEH PIBA R, FERLIEABTIRIPUE 2815 [59] o K RTFIPEI G, w7 OBLSE 7 242 e A i A
Wit 28 By RERE WL P P A5 Il PR TEL ) A 7 A AT D B AR S7 o 52 T A 2 T 3 8 PR X, B
AT WU, P AR R I P R AT 9T RASR R A A P R 8 AR 5, ko
vl R S ISR T RSB DR OR PN A RE G S L ol T B [31] [60]

3.4. MEHARS

AR AR 25 RE 0% Sk 2 ST T 3k FE P (A6 A0 P SR EE 6] W FE M, T P 75 SR MRS HEAR 36 1%
TR BN SS IAZ 0, T FIREELE AT FH P AN VAR IR 1 AN 75 SR b R A S /R I [62] o i il 45 1/ 7
FRPE VTR BERS WSS FH P X80 (mAF AN, R R AN AR, TR T P B A4k
o GBS S G BUE PEEATAT N AT T, BRI D s I Sie gk, o] S EE, K
PLH P 9 2 TR S el b — D W B R B ARIAOR I T a3, 35 Bl it RO i A 7 3l R 48
g sehl[21].

3.5. BBt nm R ALY

JSC BN I AL B 7 P 3 5 £ 6 B R 3 [63] o F S, 8 7 5 35 VA A AR 551k R 0
ST A Y, T 5 2 PV R 5% DG T T A 7 T AL P PR R R A F S B [64] o LR FEE VT VR 1
TR IR, RS TR PP SRR 5% 1 B AT SR L R R R R B, o P P bl [
AR IR AT o A B ST IS G SO 07 P ST O T ANAT Ay, B, TCHR 52 R S8 e A
1, At VL) DR W S R B LS B P P e A, B Mt — B B R 2 T
R FE P G PR IS 8 S R 3R[65] 0 S BRI PV AN R, B W5 Aot 4 T 5 STl
B AL A SRR . AT AR . R G VR IX e FR P P RS T eh, RS v R e
SR TR IR, B Al B 1 BT R
4. MRRE

I 5 FhL 740 45 ST S S R SR AN T S S5 4 O IR, P P B S AR 8 W5 R B P (e o 1

IR o B3 P IR 7 0 ik S A v A TR IS T B R GeAn B, DU NBORIEE . Tk B
MAERCML A =AT7 1, SREAKBIFE T8, DRI A B ML ub B ST ER 5 SEEOR R -
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ANTEBEAD FLEE 2T (ML) REAULILSE (VR) A 5 EL ST (AR) 5 B PR BRI e Jie A ST 3 FE P ik 7
Seft TR ATRENE . AL AT ML AT IR 8 2 ) Sk SE A P AT 9 8 1) B s A 7 A AN 45 3
AR S S (Bl 3 P AR s AT SCRF SIS AN K S i e vh A iR . VR A AR BRI
BT P AEDUR A 5t AT e de it 7SI T &, BIInELR 27 E 3D 7 dh R R R I AL
HopHre RKBEFTBRRZEEASEG M 0 RIENES, WHIRENEERS Al KRR s
B, DUl PRSBSOS Lo R, BIF 78 7 SRIE SR N A A4S B i AL, 45 4
Bl AR AN SIEIZ I, TR B AR SIS I S .

42. SESMRAENFMSES

P W FUNEE IR R 2 P AT 5 R PR YE H s I, RRAIT TE RSl 2 A U5 1 1 B
HRG, UMEE AN AEAR. I, KRS8 S TR IR A0 0 e A% AR R B AR
g5y, B P AR SR ATl I (R R S AN RS R TR AR A . FIRE, BESAT N I E A
P SR EEVIRIENEISE, RE s I AT 0 S S HLAL G BENL o RRBIE TR T AR AL O 22 2
HEmh S HESE, B LR ) FE B A PR, BRI FE S R T EEME M PT EER . eAh, RE
WA HACHT FE BRI R A, A B Tl S P A KRS A B A R AR .

4.3. EHRUEBEXHAFEE

b T 3 ) A BRI 8 SOOI P AT A SR T o ARSI B P 7 R
ke AFAEDUBIRNG S ) AP 52 5, BT SR B ORTEAS AL . ARORH T LI I B SO LA ST
YRZRSCAL IR AT P 5 ST 3 A8 T, A, T RIS 05 O SCALI S T8 R U B 1 5 T
WIS 2253, A0 F ek Z R AR (0 X SRR RRE, M ABRA TR R R o ks, B
VR IR 2 R AN R, TR SZHA Y 1370 P MR RL S22 4 0 (5 AR O AR 5 R
R SLIE RETE /N RLST SR A M AL R ISR IR AL, DURFH L Z e 55 471
5 B&

ARSI RGLEE, RANRST TR B SRS T LT R 55 AT IR 5| A P R A% AR
HAH T HEEE VR AT R ERIRSNE BRI RAE AL AT R (E B, AR
AR L ARG AR 55 AR I e SEATLA R (S o BT FUER T, R TR IR SRS LT AR B O, RENS
BEFTPMALS KA P 2 5 AR R AR

SVATITE PRI SO S B T SR R AR T R AN R A . B RS AT b
RO BN TR 2 MU, ST ok RS REUEE O H ARRER, DU P RAE, IR S 51 & ) B e 2t
K SE AR S . AEBORBED MBS ARG IHESN T, MRS E 2 — 2 5 ALl VR BN EIAR
it WA ERATI MR A S N ). AR SO ARFAT AL AL SE0E 7 BB HEZL A
KRS, BTSSR S I R AR S Th REFSE A IL S, DU OO SEBLKIIE K.
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