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Method of User Experience Innovation Driving Brand Upgrade

FANG Xing, CAI Ming-feng
(Wuhan University of Technology, Wuhan 430070, China)

ABSTRACT: The work aims to explore the ways and paths of using user experience innovation to drive brand upgrade in
the experience economy era. By exploring the development and examples of the experience economy, the intrinsic rela-
tionship between user experience and brand and the indispensable role of user experience in brand development were
analyzed. At the same time, by analyzing the brand composition, the feasibility of the user experience innovation driving
the brand upgrade was defined. From the three aspects of brand strategy, brand service and brand image, the path of user
experience innovation to drive brand upgrade was deeply expounded. Starting from the three dimensions of user, product
or service and environment, brand upgrade can be planned in the user experience innovation level by plan user experience
innovation promoting brand strategy upgrade, segment demand promoting brand service upgrade and optimized design
promoting brand image upgrade. At the same time, enterprises can inject innovative genes and immersive experience de-
sign into the brand by creating demands, to improve service quality, experience result design and build the brand ecologi-
cal chain to drive brand upgrade to ensure the long-term healthy development of the enterprises.

KEY WORDS: user experience; brand upgrade; user demand; innovation
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Fig.1 Relationship between brand and user experience
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Fig.2 Three dimensions forming the user experience
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Fig.3 Path of experience innovation driving brand upgrade

o ST AR AE S fh R SR s, AT AR
Ky oAt R DR SRR S 4R PR DA B, 5 B it g
it -
3.1.2

2053 5 R AR HE b R 55 T
fity LR 55 it X P R AT A i A
FLHEDUE G TE TP D BIE R o IR S5 AL S = A
JERTE : WSS . IR S RIS . ANIRIB R T
Xt I P B SR AN 58 4 A [R] o 7 0 S R 55 )2 1 P
T S 14 2 % LR M PR e 0 A, A R 55
22 TR DU 77 it S5 B e D [ REURE g B0 el ARG, 5 ) Al
55 J2 A P NS A B B S A o AR
PRI, sl AR, 7 Bk
A I == T, P 3R A4 05 6 A9 4 U
55 o DR JT P A 55 g R A ) B — T [ 8 ] LR AS
RO A B A5t o 3 3 PR S R38R 6 i R
sl o, At ah i 55 T+
3.1.3  fRAB et i AL I R T

ity AW T G i BT T TP A 5 2 T Y
iy, SRS A AR — 2 R R AR
AR o A BRI RALEE i RO AR IR L 77 R SR LLL B iy
JRETT TG AR AB 25 o il il AL SE R mT L
32t it BB SCAR AN B &, DT 7 A 2 S PE R RUE
el Aa R M E R AR, BAR N AR, EE
A AN [ B R T R A 338 1t s B SR AN T 9, T
AARARR ISR L, T 7T = ] SR U LAz shinf i A J
N A RBETE AT G el LRI RS (L LS IE &R, T
AR, SRR PO PR IRIE R,
G B P RS I 55 o o pE Al e e 2l REOE 5T
G, JHIPR R AR, EAF AL 1 A
ARG B 357 5K Sl ol e TR AR LI 3

3.2 HAREBREIFRHERBARSE
3.2.1 TR P A SR B 5 A

M AR B oK, 2 80E P 2T B 1
7 i R A5 PRI 4R HL R AS AN T 2 HOH P IR AR
LR, R FUIR S5 B BB TR Z], WX
KRGS W TBER I, IR A7 bl MR 55 B2
PELI BT, T AR AT 0008 B 2 1) R
A QUHT o A1 A I KT, AT ST P YR
R EE R R i 2L R 5, LS P R



415 161

J7 245 - HLP AR SG B35 9K 3l d R TH R 7 ik 277

T S LI Tl R H4 777 2%, SR F
L PRI TR AT T K HAGE Ik %
IR, TR R AT P R AR B L.
P LIRS P HEA TR EAT B0 P03t oK L 6T
FHL P PR KR T 557 R 55 9 T KK . 7
SRS I 1 S0 LT LA il 4 BT 7 4
CORF S 2 . HoRBESUBE I . LT He AR R A BRI 7
GTB, SO RIRT . B A BRI
T LR 5 AR B A 2= 58 3 2% 5 3
) 55 1 ST 0 2 T 5 R
A 43 fill 7 6 LR P BT 8 54 057 sl e
B 5 L BT 0 A5 53— T ST B
S SR B O BV, B 7 I 5
BB L,

322 BRI G5 AT G 0

v LR 45 4R 6 A 95 5 P P 2l e 1 3 2 R 55 A
5 RN P I 4237 A B A IR S5 AR 6, e ot R %) =2
RN o SRR S IS5 B P e 5 5 R shad 7 vp ip
HZ B RSS , AW SS | A S5 A s i i 55 55
FH P75 B AR sl i A P ARG 2 A IR 55 o AR X — IR 55
b, PSR TAE N ORI S AR B, SR
PETFF= 0 5 R . AT EEE DL R T AR N Bl e
PRI, DI P 252 31 R AR IR 55 o db i sl A IR
552 FH P AR 3252 B IR 55 I B A% 0 28, shAS IR 45
Jo B R IR B P S A P DR B S . P e S
i L E B )t BRAE A AR — R R D, TE IR
R 3R A SR ROk 4G T L PRI S
R, NILHESRMESIRESEA, griiRX
MR 55 RS . AR RS R 5 B P 38 ad v . B . T
B AR ARSI IR S5, R T 2 1B XA
BT RIE 4 | 7= 5 i RS . s AS IR 55 5 i
BMRSEE 4, T LAUR 2238 38 22 5 fih & Fnas AL P i
B, ZaliEs HER, ZEREHH, s
TIE A 2 1 55 58 L RCRM AR A R AR 01 3 i 4
oy R, AL shAS MRS 5 ) i A — 4 ks, I
SEARIH BT T R RS IR S, B
BT, (P DORAE SRR SS h, ARAS R A R S
(LN
3.2.3  LLHARN S ) i A A R

Bifi 5 AT A 18 KT SR v, T B 1 SRR
AT RE TG 2K ) 1 BT SR FE AR o W AE S P SR AR AR 55
F RIS, 7522 R P AR B AR . & H AR A
NAE AR B PREE B A BRI P 1 I T
JE 2 H BRI P = S shibl, BITIBERS oK .
Hr i A4 BAR R K IR SR ALE SR, X P i
HArRIRsh R 2, e A B AR 57 0 B R 7E
—it o USROG R 45 T LAY P A e H B AT
Bl B A% — s 25 HOATART 0785 5 1% h 1 Ak BT bt i 15

G S ;| —
il - B

B4 PRIG01H K Sh ik T 5 15

Fig.4 Method of experience innovation driving brand upgrade
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