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Application of Online Shopping Service Platform Design Based on " Peak-End Rule"

JIANG Lu-jun, GONG Miao-sen
(Jiangnan University, Wuxi 214122, China)

ABSTRACT: It aims to explore the methods of online shopping service platform that can bring best user experience to
online shoppers, and the network platform operators can also get maximize benefits at the same time. Based on " Peak-End
Rule", it fully excavates the needs of online shoppers, then bring them a good shopping experience at the critical moment
of the shopping trip, so that they may neglect other bad experience in the purchase process, and resulting in continuous
purchase behavior. The nice user experience design that based on "Peak-End Rule" can help online shoppers find their op-
timal experience points of interest, so that the online shopping experience can be optimization and the cost of the online

shopping service platform can be minimum, and the buyers and sellers needs can achieve a win-win situation.
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Fig.1 The emotional journey map of online shopping
experience
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Fig.2 The relationship model between online shopping platform stakeholders
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Fig.3 The artificial customer service platform
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Fig.4 The intelligent customer service platform
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Fig.5 The platform that publicly displayed feedback from the
purchaser
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Fig.6 The platform that all the users can ask questions to the
purchaser
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