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Design of Health Tea Service for New Generation Consumers

LUO Qin, ZHANG Rui-giu
(South China University of Technology, Guangzhou 510006, China)

ABSTRACT: The work aims to explore the service design strategy with the new generation of consumer groups as the
starting point and user experience improvement as the goal, and to provide effective design methods, innovative thinking
methods, and appropriate theoretical basis for service design in the background of consumption upgrading. Taking the
health tea service system as the research carrier and starting from analyzing the consumer’s consumption characteristics, a
new service model was designed according to the characteristics and the design practice was carried out combined with
service design theory. An innovative concept of “light health” was proposed and designed as a combination of “recessive
factors” and other “dominant factors” in the service system and a health tea service system meeting the characteristics of
the new generation of consumption was constructed. It is proposed that the design of the service system needs to meet the
design strategy of combining visual design emotion, product function lightweight, experimental consumption and dynamic
identification of brand according to the consumer’s consumption characteristics, thus providing favorable reference for
service design with user experience improvement as the goal.
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Fig.1 Service system based on the concept of “Light Health”
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Fig.2 System map

TR S ST FORFIBXT P B, 7R 4T
JFALZERE, T U2 27 fh B9 TSl sk, I 1t
FNBAH WIS, B Ull ™M IEE, S T
e Ge G b AUACH ™ A D RE -5 P WL T Bk =2 1% I8 52 1.
4 R

32 FmINEREN

FHP 7= AR AR B 27 o] A 5% 28 B 1 P Al 0™
i B EDULERSZ , 77 i D RE B i Ak mT DL T P

AR o A2 LR FR A 25 TR TR S RE B 2R AEAE AN W)
MR IETT A, HREINEE 2, M MELN I R4
. BUA T Y B RESR R e AR TE I RE 2 AL,
m EE AR (ILE 4) P AR TE
R T P BT RO IR A T, (BAT5 R 2T P
AR I T ik B 5 A 25 R AT R HEA T AT, JFANRE
PP iR b ) SR AR 28 AR . SR, g
T PP R A T AR 7 A A 48 i B SR AR R AE
TERE BB SRR, FRAERCRA M7



324 fu, %%

202143 H

K3 Zikabr e et

Fig.3 Packaging design of female menstrual health tea
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Fig.4 Health pots available on the market
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Fig.5 Health cooking pot and health tea packaging

MR 2e S il RNt 2 X (24 W = LR DR
AERE 0y s IRk BB R 7 O P AR SR AR R
FRIEZR A AR MR R A (LI 5) M ZEhRE
(1) FRAam N A AR ST 5 2 AT U R
IF ELHE A DU i A9 155 80 DA 4 % 1 0 o R B A 33 A 2
4 b, FEAGTEEA MRS, W
e I e T — R A, P AT 2 A SR
7 il A EC T R E SO RIS R AN 35 (2) Z& & aE 5108
ORI LS , R 5% A2 2% B O] o 42 ) A e BEARL )
WA, TEBA AR L KR E sl 1 484
33 XEARREN

BT AV RARACAE T A" bl B fil AT
P& R R R G o SR A ik i P P A
fil 95 B 42 fih =t st P REA 7™ 2R T B IR | 4R A
PREG | 15 BUARTS AR SRS A B3 5 Bmd, 54

R, NP Z AR IKE . TS IR e 5 i
EREZ, B Z A2 ALK AR BRC R,
AT B8 1 75 >R 328 488 50 T L AR AT 5 v 1) BB IR
PR B R E DR IT R /MR TR 2017 AEHE
R IIGE, Hbr R Rt R SR E
FALARSS , e A B 5 R 45 iy A
HEA: APP MLk, R/ IMRIPATE T, Hnl
PLS 305 B 25 A R o5 A T 4, 0T AR PO 8
EBE MR BORLHE .

3.4 KEKEE

SR A mLHIE R B2 A R A A AR T
FHA AN SR — M, R 7 5 A o 4 25
fih s [T AL £ — i 4% b 3 o 7 i ) B AR, T
J G i RO fl 8 — A fk ISR P P 2 sl R )
B, BT R R AR AR T AR 9 10



4 a2% 6l

B A T [ T AR A B I IR AR 2R IR S B IS 325

K6 /NS

Fig.6 Main interface of mini program
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Fig.7 Overall service system of health tea brand
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