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ABSTRACT: In the technical context of the interconnection of all things such as big data, cloud computing and artificial
intelligence, FinTech faces the dual challenges and opportunities of innovative thinking and human-computer interaction.
The combination of finance and technology has created a series of new models, new applications, and new products, and
the impact on the quality of financial services and experience has become increasingly prominent. The work aims to study
the key factors of FinTech services based on the service design thinking perspective, provide insight into the value of user
experience, and conduct more in-depth interactive experiential innovation and thinking. Through the service design
methods and tools, visualized service blueprint, experience map, etc., the contact points and pain points in the overall
service chain of financial products were presented and the optimization strategies of FinTech products and service ex-
perience value innovation were studied and analyzed. Several dimensions of FinTech experience value innovation are put
forward, and then the optimization strategies of product scenization, information visualization, copywriting populariza-
tion, experience customization and service globalization are constructed, which provides design level thinking and refer-
ence for the reduction of physical barriers under the fine user grouping in the future.
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