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Design of Touch Pointsin City Brand from the Perspective of User Experience

LU Guo-ying
(Shanghai Dianji University, Shanghai 200240, China)

ABSTRACT: The work aims to improve the city brand experience and promote sustainable urban development based on
the user perspective and service design thinking. Through literature review, expert interviews, questionnaires and field
surveys, the study on how to improve the city brand through the design of touch points was conducted. 3 main processes
of the user's city visit are subdivided into six sub-stages: pre-visit: obtain information and develop the trip; during visit:
refine the trip and visit destinations; post-visit: refine round trip and leave. The ten basic touch points of city brand ex-
perience and the highly frequently used touch points at different visit stages are defined by integrating questionnaires, in-
terviews and literature results. The five design strategies of the optimal design of the touch points are proposed: the sys-
tematic design of the brand integrated with touch points, the interaction of mobile APP, the diversity of the user's needs,
the inclusiveness of the traffic system, as well as the readability of the signage system.
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Fig.1 Touch pont wheel based on product touch wheel

\ I
FPAT R
FEUEE > BT

WRARSE

& B L
ili-a . mp

(' B

AMEATRE > TiiEl H A

2iE

LRI > B

| By o o)

HERED) O

P2 e ARl A3 T i o i a5
Fig.2 The analasis of highest frequently used touch points of urban brand
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Fig.3 Design strategies of touch points
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Fig.4 The diverse and inclusive culture of brand identity of New York City
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