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Abstract

Customer experience design plays an important role in the development and optimization of shopping websites
(Menon and Kahn, 2002). To satisfy the increasing demands of customers and to attract additional loyal
customers, customer experience design is increasingly valued by e-commerce enterprises (Ribbink et al., 2004).
Since 1995, Amazon has become the leader in online shopping (Amblee and Bui, 2011). Therefore, the study of
Amazon's customer experience design can provide successful experience and offer valuable information for
other shopping sites.

This project adopts textual analysis and case study methods. Firstly, it introduces the concept, importance, and
influencing factors of customer experience and shopping website’s customer experience design. Furthermore, the
project provides a detailed description of Amazon China's current development situation in the Chinese market.
Secondly, comparing Amazon China with its major competitors highlights the differences in customer experience
design in terms of product, design, service, and marketing, while listing the pros and cons of Amazon's customer
experience. Finally, the project summarizes the importance of customer experience for shopping website
development and proposes the optimization and improvement suggestions to Amazon China.
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1. Introduction

Due to the global appeal of the Internet and the convenience of online shopping, an increasing number of people
are choosing to engage in online shopping (Javadi et al., 2012). According to Gandhi (2016), reports indicate that
the number of global Internet users reached about 3.2 billion in June 2016 and the number will continue to
increase in the next 3-5 years. Li (2015) states that in China, which is the largest consumer market in the world,
688 million people made use of online shopping in 2015. This indicates that the growth potential of online
shopping in the future is huge. Customer experience has become a significant factor in online shopping.
Different people have different understandings of customer experience, but generally speaking, it is the
customer's feeling when they purchase a product; in the case of a shopping website, customer experience
encompasses the entire shopping process (Park, 2003).

Because of the expansion and development of online shopping over the past few years, customer expectation of
shopping sites is increasing. Thus, customer experience is an important component of online shopping sites,
which influence sustainable development and the future living space. The question is whether the shopping
website can retain existing customers in the marketplace; attract new customers, and increase customer loyalty
and satisfaction. (Ali etc, 2016). Customer demand rises from the initial shopping to the experience demand and
company design changes from non-customer experience to view customers as the base of the design, which
shows the development of customer experience design and optimization is a very complicated process (Myers et
al., 2016). How to provide customers with a comfortable and satisfying customer experience while continuing to
improve customer experience design is an important issue that all shopping websites need to address and
consider. How does one provide a comfortable and satisfying customer experience to the customer, while
continuing to improve the customer experience design, which is an important issue that needs to be addressed
and considered with regard to all shopping sites? How to provide customers with a comfortable and satisfying
customer experience while continuing to improve customer experience design is an important issue that all
shopping websites need to address and consider.
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Since 1995, Amazon has become a recognized world leader in the field of electronic commerce (Wang, 2016).
Amazon's success is not accidental, but is a direct result of a strong customer shopping experience, as its
customer shopping experience provides a successful model for subsequent shopping sites (Yoon et al., 2013).
Why does Amazon occupy the dominant position in the world market, while the situation in the Chinese market
is the opposite? In the first quarter of 2016, Amazon sales accounted for only 1.3% of the Chinese market
(Figure 1) compared with a similar B2C shopping website, Tmall, which accounted for 61.4% (Havinga et al.,
2016). Although Amazon's online shopping system has achieved global success, it encounters obstacles in the
Chinese market. Moreover, in the Chinese market, electronic commerce advertising is ubiquitous, and thus it is
difficult to understand why Amazon does not enjoy great success. Amazon’s emphasis on customer experience is
a supreme principle, but it encounters difficulties when it faces the Chinese market. Thus, a study is needed to
conduct and find out the answers and solutions. Through research on customer experience design and Amazon's
marketing strategy in China, we can better understand why many foreign-funded enterprises in China
encountered difficulties in the progress of integration.
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Figure 1. Share of China B2C E-commerce market in the first quarter of 2016

In recent years, the rapid development of online shopping has led to a consumer revolution, but behind the
development are many problems. These issues not only greatly reduce consumer pleasure in online shopping, but
also further prevent more consumers from trying and experiencing online shopping. At the same time, when the
commodity and service economies mature, consumer demand gradually approaches a higher level of
self-satisfaction, self-realization, and social identity (Schlegel et al., 2013). Consumer shopping behavior is not
merely about the use value of goods (or functional benefits), but more importantly, to obtain a satisfactory
customer experience in the shopping experience (Singh and Soch, 2015).

Nowadays, customer groups that utilize online shopping are intend to pursue a low-price, perfect personalized
shopping experience. Therefore, optimizing customer experience has become an important part of electronic
commerce marketing, and the details of service are directly determined by customers’ online-shopping
experience which means a convenient and fun, stylish experience (Yang et al., 2003).

While Amazon might always is the leader in the online shopping industry, the improvement of customer
awareness of customer experience and the emergence of a large number of shopping sites have decreased
Amazon's advantage. Furthermore, many problems relating to the customer experience have emerged, especially
in Chinese market, which indicates a declining market share, for example, products, customer service, logistics,
and processes cannot successfully adapt to Chinese market (Fan and Li, 2014). From the perspective of the
consumer shopping experience, we should improve the consumer's online shopping experience by finding
solutions to improve the competitiveness of the company while providing customer satisfaction and thus
increasing customer loyalty (Liu and Kang, 2015).

Electronic commerce is a virtual shopping process that is linked by data information, communication services,
capital flow, logistics, distribution, after-sales service, and information technology. Most of these are based on
internet technology support, which is more complicated compared with the entity shop operation as each link's
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small errors will affect other aspects, which may destroy the shopping experience process (Zhang et al., 2016).
Therefore, cross-border electronic commerce should aim to optimize and improve every aspect of the customer
experience, from pre-sales to post-sales in the process.

1.1 Research Objective

Amazon China is the world's largest electronic commerce company. However, compared to other Chinese
shopping sites, the Amazon customer experience is vastly different from Chinese consumers’ shopping habits,
which has led to poor Amazon sales (Yaobin and Tao, 2007). A study of the Amazon China customer experience
design examined the development of online shopping as well as the role and impact of customer experience
design in online shopping. The successful experience resulting from the customer experience design of Amazon
could help other shopping sites that are still in the development stage. What’s more, to improve and optimize the
existing problems of Amazon, it needs to adapt to the Chinese market and understand Chinese shopping habits,
so that it can achieve the same success as in other countries, thus providing customers with the perfect customer
experience while improving the influence and sales volume of enterprises.

1.2 Research Purpose

In this project, through the study of customer experience theory, taking Amazon as an example, the design and
optimization of shopping websites are examined to determine the psychological experience of customers.
Electronic Commerce has spread to every part of people's lives and customer's expectations and demands of
online shopping service are greater than before (Chiu et al., 2014). Therefore, the customer experience is pivotal
to the website design and optimization of online shopping. The Internet has already become a part of people's
lives and consumers use the Internet to buy goods more frequently. However, due to the influence of commercial
interests, shopping sites appear and disappear from the Internet, and research is needed to solve the problem of
the current website design and optimization (Park et al., 2012).

An increasing number of consumers notice the accuracy of online shopping information and the quality of goods,
delivery, customer information security and privacy, online payment risk, reputation of the firm, customer
professional knowledge, and service recovery problem (Figure 2), as these factors affect consumer
online-shopping satisfaction, and even determine their future purchase behavior (Jiang et al., 2013).

Consumers' Purchase Influencers When Shopping Online
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Figure 2. Consumers’ purchase influences when shopping online

An enterprise should stand in the customer's position to effectively solve these problems and create value for
customers, while successfully providing personalized service and satisfactory products to customers. This will
improve customer satisfaction and loyalty and achieve the purpose of enterprise profit maximization
(Subramanian et al., 2014).

2. Research Review
2.1 The Generation of Customer Experience Design

The arrival of economic era also changes consumers’ consumption view. Economic development led to increased
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personal income, while people's lifestyle demands are also higher than before, such as diversified lifestyle and
personalized consumption way (Yin, 2005). Tseng and Ho (2012) contend that simple product function and
service cannot satisfy consumers’ inner emotional desires. They prefer enjoyment and entertainment during the
consumption process. Therefore, the product's design and the service must be based on the consumer's need.
Moreover, because of the development of science and technology and the fierce market competition, if an
enterprise wants to maintain its core competitiveness in the fiercely competitive market, it is necessary to pay
more attention to consumer loyalty, product design and customer service to meet customer needs and enhance
customer experience (Chen and Popovich, 2003).

2.2 Customer Experience Design of Shopping Website

The customer experience design of the shopping website is reflected in all the interaction between the customer
and the shopping website. The interactive objects include watching the latest product promotion, clicking and
browsing the website, viewing the help centre, advertising, mailbox, messaging and communications and even
just a small label on the product page (Rahimnia and Hassanzadeh, 2013). Through study and comparison, it can
be found that all of these will be connected over time, thus forming the customer’s perception and experience of
the shopping website. These experiences are not random, but rather a variety of data constantly generated by
customer browsing behaviors and their feedback from product testing.

2.2.1 The Importance of Customer Experience Design

Some products will lead to a negative experience during the process of contact, for example, a shopping website
design with too many options would be too complicated, as customers cannot understand how to quickly and
easily make a purchase. Such enterprise should pay attention to every link, from the initial large collection of
data to the analysis and design of the website. Furthermore, they must constantly adjust and optimize the website
after launching it. Good user experience design of shopping online manifests that the website user interaction is
changed frequently, the user viscosity increase, indirect sales increase (Richa, 2012). Rose et al. (2012) suggest
that successful customer experience design for shopping website allows the website and customer to interact
frequently, thus increasing the sales volume. Shopping sites that use search engines and optimize the customer
experience will increase website traffic ranking in the search engine and attract a large number of visitors to the
website. In the era of Internet, customer experience is increasingly becoming a key factor for the success of a
product. How to provide a good customer experience to attract customers and let customers buy products should
be considered by each shopping site (Yoon, 2013).

Moreover, whether the customer's experience is satisfied will directly affect the site's reputation and sales. In the
similar situation of the technical conditions, companies constantly improve the experience design of the product,
improve the customer experience, allow customers to feel more cheerful and more valuable, which are an
effective method to build a brand and reputation (Morgan-Thomas and Veloutsou, 2013).

2.2.2 The Significance of Customer Experience Design

The customer experience of a shopping website mainly arises from the interaction between the customer and the
computer interface. Research on the customer experience can supply the theoretical basis for future shopping
website design and optimization, which will allow the shopping site to clearly understand the customer’s needs
and then to meet such demands (Fernie and Sparks, 2014). Good customer experience increases website page
visits, makes customers decide to follow through with the purchase intention, improves consumer satisfaction
and accordingly raises the credibility of the brand promotion. Consequently, the enhanced brand reputation will
also convince the customer of the site's loyalty and reliability (Sirdeshmukh et al., 2002).How to make
consumers receive the best customer experience by effective interaction has become the focus point of many
electronic commerce sites. Customer experience is the key element of shopping website survival and the
enterprise's interests. To provide customers with a satisfactory customer experience, shopping sites can attract
consumers, which also lead to improved revenue for the site.

2.2.3 The Factors That Affect the Customer Experience

First, electronic commerce is the virtual market where goods are bought; customers cannot see the goods and
they rely on text and illustrations to judge the commodities. Second, online shopping is more complex than
shopping in a physical store. Thus, in online shopping, it takes a certain time interval from the purchase of goods
to the delivery of customers. During this period, many factors will affect the customer's subjective feelings about
the product and businesses. Last, electronic commerce's communication is dependent on the Internet, thus
customer service staff needs to have excellent sales skills and services to help consumers choose the right
products, promote customer buying behavior, and thus increase sales.
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Online customer service staff not only communicates with the customer to conduct the commodity trading,
return and exchange. A professional customer-service staff that has knowledge and satisfactory communication
skills can provide additional shopping advice to customers, as well as provide more accurate answers to
customer's question, more quickly provide feedback to customer's after-sales issues, and become a customer's
shopping adviser (Jie et al., 2015). Consequently, while satisfactory customer service has a great influence on the
online shopping experience, customer service staff is also an important part of the online shopping experience.

2.3 The Main Problems of Amazon China in Chinese Market

First, Amazon China website does not have high visibility in China. However, China’s commercial enterprises
use a large amount of advertising and publicity, and constantly use price promotions and other marketing
methods to attract customers, thereby rapidly enhancing visibility and attracting customer resources. Some
Chinese consumers still view Amazon as an online book store that has nothing to do with other categories (Luo
etal., 2012).

Second, customers who have used Amazon China shopping website generally report that the website design is
disordered and simple, while Chinese shopping websites are more attractive with regard to visual design and are
more and more neat and orderly. Furthermore, Amazon China does not behave as other local websites, which
will consider local consumer habits in the shopping function, such as whether it can be online to communicate
with the seller, whether it can offer the most rapid and effective after-sales answer, and whether it offers
convenient and fast online payment. These problems are found on Amazon China (Clemes et al., 2014).

Third, Amazon is committed to three aspects: price, product selection, and convenient and reliable online
shopping environment for consumers. However, in the Chinese market, Amazon's products are not less
expensive, when consumers think of the low-price products; they will more likely consider local business
platforms (Sha, 2013).

3. Research Design and Methods

This article adopts the secondary research method including the case study method and the textual analysis
method, and they all belong to the qualitative research methodology. These methods are used to determine the
influential factors of shopping site customer experience and Amazon's advantage and disadvantage in the
customer experience design.

3.1 Secondary Research

Secondary research is the summary and integration of existing research; the data is collected from other
researchers (Silverman, 2016). Since this information already exists, it can improve work efficiency and reduce
the cost of research.

3.2 Qualitative Research

Qualitative research is used by the investigator to define and solve the problem; it is a type of research that
reveals the nature of things by exploring the problem, understanding the phenomenon, and analyzing human
behavior and perception. Thus, intensive research studies the characteristics and behavior of the object and
investigates whether there is a relationship between them (Silverman, 2016).

3.3 Textual Analysis Method

Amazon is a relatively mature online shopping site, providing much material for analysis. There are a large
number of studies about Amazon, so selecting the secondary research and adopting the textual analysis research
method based on the past document can improve efficiency and avoid unnecessary repetition of research.

Collecting data needed with abundant reading of relevant information to understand the significance of customer
experience on shopping website design and optimization. By investigating and analyzing Amazon China's
website construction and customer experience through the text material and having access to Amazon website's
presents customer feedback and news to collect the information and data. The comparison and analysis is then
used to discover the factors affecting customer experience, and finally provides useful suggestions for
developing shopping site through Amazon's strengths and successes experience.

3.4 Case Study Analysis

The case study is a method to conduct specific research on a single object, which can be an individual, a group,
or institution.

Amazon, the world's largest shopping site, occupies most of the local market share in Europe, North America,
and other places. In contrast, there is no great progress in Chinese market. Under this circumstance, adopting the
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method of case analysis to study the Major Chinese competitors’ site's customer experience design, such as
Interface design, function and customer service elements, take Tmall, Jingdong and other shopping sites as the
example, compared with Amazon's customer experience design to found the advantage aspects and the place
need to be improved. In the end, specifically analyze how to design and optimize Amazon's customer experience
based on customer requirement to improve sales and expand market share (Zhang et al., 2016).

3.5 Limitations

As the textual analysis method and case study method belong to the secondary research, the data will face
limitations of quality, authenticity, and timeliness, and if the persuasive power is not sufficient, it will lead to
inadequate persuasion (Bryman and Bell, 2015). Furthermore, the information is not easy to collect. For example,
some countries uphold privacy of information, which restricts the collection of data. Occasionally, the secondary
date lack of purpose and focus on the research topics cannot provide a persuasive explanation, such as the sales
report and the customer data that can only explain the existing customer’s auxiliary data (Gerring, and 2004).

The secondary data used in the research comes from the official platform or government. It has been confirmed
with effective, so the data has strong reliability and credibility (Kohlbacher, 2006).This project adopts
combination of text analysis and case studies to compare a series of related resources on the basis of research, so
that the results are more specific.

4. Findings and Discussion

In customer experience design, products must always focus on the customer. The customer experience runs
through every detail. Companies’ should create the product design beyond customer expectation and bring
surprises to customers (Teixeira et al., 2012).

The aim of Customer experience is hoping customers will be willing to provide the feedback that accords with
the enterprise's expectation through this experience, such as the purchased products, brand awareness, reputation
propaganda, and customer experience is the only product factor that stimulates customer emotions (Klaus, 2013).
The concept of customer experience from the entity industry to the online shopping has become a kind of new
product. Value, quality, and technology are no longer the only core competitiveness of products. At the core of
product, customer experience competition is the most important. Consumers’ no longer just focus on product, but
also enjoy the gratification and happiness brought by products (Prahalad and Ramaswamy, 2013).

When enterprises enter another country's market, localization is the core and foundation, which is the basis
question all enterprises need to confront and solve, as the success of the company's localization directly affects
the satisfaction of customer experience (Hasan and Hakeem, 2013). The brand’s localization work involves
product, design, service, marketing promotion, as well as customer operating habits.

4.1 Web Page Design and Product Introduction

The Amazon China website maintains the basic similar design and functions as the international website, its
layout design is messier compared to the Chinese shopping site, because most Chinese sites adopt area module
design, so the whole page will look orderly, such as Tmall. However, Amazon China is the natural presentation
of the seller's products, regardless of the difference type and size of products. Thus, the whole page makes the
customer who has adapted to the area module design feel uncomfortable with Amazon China. Moreover, in the
product introduction page, all the describing information including pictures are all simple display from top to
bottom, without using the layout or design to beautify the web page. This design will reduce the customer
experience and cause negative psychological feelings to the Chinese consumer who cares greatly about the
product packaging design.

For example, contrast in the Amazon China and Tmall's iPhone 6s product page can found the difference in the
page design and layout. Tmall'siphone6s web page provides the basic information of the product, and consumers
can clearly understand the product name, details, price, including supplier, and version. Above is Amazon
China's website of iPhone 6s, in fact that the product introduction of the two websites is very comprehensive,
including all the information. Whereas, the typesetting, color, and font on Amazon's page will make Chinese
consumers feel uncomfortable, as it does not have layout design, just a simple list. When a consumer needs to
spend more than six thousand Yuan to buy the product, supposing situation of price, quality, and services are the
same, consumers will definitely give priority to the website that provides the better browsing experience.

4.1.1 Simple Operation Mode

A successful shopping site should allow customers to simply and quickly complete the operation, focus on
customers, to design the clear and easy operation process to ensure that they always know how to arrive at the
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next step (Kuo and Chen, 2011). Another significant point is that it should target at customer’s usage habits,
when customers enter the web, where should they first pay attention to, and what is the important part. Moreover,
whether customer are clicking on a purchase or viewing more items, the next step should be straightforward.

4.1.2 Clear Structure

In addition, maintain the website's consistency and do not make customers confused. Create a clear website
structure and design a clear page information structure based on its main business wherever customers reach on a
page, the site should be in just a few seconds by the screen to attract their attention and show them the main
content (Bauer and Scharl, 2000). Generally, use of simple layering can create the clear structure of the website.
Basing on their own business and presenting the product classification so that it provides the guidelines and
highlights of the product information to customers. It is preferable to organize and display information in a
corresponding pattern, because if the site structure is inconsistent with the customer's expectation or is not
logical, they may be disoriented and do not know where they are going to next. This will negatively influence the
customer’s experience of the site, and eventually lead them to leave the site.

4.2 Customer Service
4.2.1 Communication Service

Customer service is another important impact factor in customer experience design. In China's electronic
business website, consumers can communicate with retailers through specialized software such as Alitalk or
other software online. This function can help consumers before they purchase products, as they could be able to
obtain the answers to questions regarding the product function, quality, and after-sales service, which will help
customer to know about the goods and decrease the rate of return and exchange (Choi et al., 2013). By contrast,
Amazon China has not yet achieved this feature, and the common way is through emails and messages to talk
about the businesses. If consumers want to counseling for goods they must rely on these methods. Because this
kind of communication method has a time delay, it will make customers suspect that whether it is an efficient
solution, which will, to a certain extent, hinder the consumer to purchase (Xu et al., 2015).

4.2.2 Customer Evaluation

Amazon does not reward buyer assessment after the purchase of commodities, so that there are few products can
receive a great amount of evaluation. However, this reward system for comment is widely used on Chinese
electronic business platforms, because Chinese consumers have a different consumption culture compared to
Western consumers. Chinese consumers may prefer and are willing to share their own experiences. Because this
shopping habit and culture are at the cultivating stage, this kind of award pattern is a better approach for
consumers to have a more authentic understanding of the product from the feedback of others, not just rely on
pictures.

4.2.3 Product After-Sales Service

Product after-sales service is an important part of customer service. Amazon China's after-sales service compared
to other shopping sites is not timely enough. For example, the processing of customer feedback information and
product evaluation are relatively slow, which do harm to customer experience and hinder enterprises to discover
product and service problems.

Since, electronic commerce's shopping process is complex and long, the requirement of after-sales service is
much higher than the physical store. After-sales service begins when the customer buys the product and
completes payment. The process of waiting for the goods makes it easy for customers to change their mind.
During this period, customer service needs to notify customers from every step after delivery, so that the
customers can master the information in the process of every link and track their own products, thus, let
customers and sellers contact more closely, and consumer can feel more caring and concern from the seller
(Bauer et al., 2006).

After the customer receives the goods, the service staff should provide perfect tracking and friendly service.
Customer evaluation is a vital element for customer purchase rate and product's sales volume. Other customers
will refer to the evaluation when they shop on line (Zuo et al., 2013).A responsible customer service manager
will daily inspect evaluations. Negative evaluations require a timely solution, which is the effective way to win
consumer loyalty (Srinivasan et al., 2002).

4.2.4 Delivery Service

Logistics is a difficult problem for many enterprises and cannot be avoided. Amazon China's delivery service
also has the insufficient aspects. For example, it does not investigate the after-sales position on time, it does not
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receive the customer's perception of the shopping experience, and thus it cannot timorously explain or remedy a
problem that may occur in the process of delivery.

Enterprises can optimize the logistics system. To improve delivery efficiency and reduce the time from order to
delivery, after dispatching, messages should be sent to customers to remind them to pay attention to the logistics
information, which allows customers to experience the efficiency and service (Bauer et al., 2006). Furthermore,
customer service should focus on the delivery information. In the case of a delivery delay or other problem, they
should communicate with the post office and address the issue before it is noticed by the customer. By
controlling the logistics problems, customer satisfaction will be increased (Park and Kim, 2003). Moreover, to
improve the customer management system, it should automatically send a discount or sales message to
customers who have not ordered for a long period or to customers with a special anniversary, which can satisfy
customers’ emotional needs and maintain customer loyalty.

4.3 Marketing Promotion

Marketing promotion can improve online shopping's popularity. In recent years, the electronic business industry
developed rapidly in China, which should surpass the previous years’ Amazon forecast. Moreover, in recent
years, the Chinese local electronic suppliers have achieved market expansion through extensive marketing to
attract Chinese consumers. However, Amazon China's marketing investment gap is larger than Chinese websites
such as Tmall and Jingdong. Even in the famous enterprises list, Amazon is not near the top. Nevertheless, the
real situation is that while Amazon China has maintained a low-price strategy, the commodity's price on its
platform is usually lower than other shopping site's lowest price. Because of inadequate customer experience
feedbacks, it cannot play its low price advantage and fail to be the first choice of people, which results in
Amazon not being able to attract enough consumers.

In an era of rapid development in online shopping and due to the fierce competition, enterprises should develop a
reasonable and effective promotion strategy, which not only can lead customers to know about the shopping site
but also can raise the company's competition (Liu et al., 2015). For instance, sites need to adopt social media,
advertising, and cooperate with the entertainment industry.

4.4 Discussion of the Amazon's Advantage
4.4.1 One-Click-Ordering Function

Amazon's one-click ordering can be learned for other online shopping companies, compared to the previous click
into shopping cart, select the address, payment, and select the distribution method — a series of operation steps.
The one-click function can set a fixed mode in advance on the Settings page, such as address, payment, and
delivery (Sorokina and Cantu-Paz, 2016). Then, every time a consumer buys products, only one click is needed
to complete the order (Figure 3). This feature can help consumers to reduce the four operating procedures. Other
companies should improve their payment methods by imitating that of Amazon, which can allow customers to
experience convenience, as well as increasing customer interest in the brand.
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Figure 3. Amazon's one click ordering function

4.4.2 Commodity Exchange Policy

Whether an enterprise allows consumers to return or exchange the commodities is the basic policy of electronic
business platform to service consumers. The length of time allowed to return indicates how much rights and
interests consumers can receive (Wang and Le, 2015). Amazon's commodity return policy always is the best in
all the businesses. That is, Amazon promises delivery within 30 days. If returned goods and their packaging stay
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the original shape when the sale of the Amazon and accessories are complete, they will provide a full refund of
the service, except for some special goods (Zhang et al., 2016). However, compared to other electricity suppliers,
such as Tmall, Jingdong, their commodity return policy is not as good as Amazon’s.

4.4.3 Customization Service

Another Amazon feature is the individualization recommendation system. For example, when a customer types a
commodity name in the search engine and view it, Amazon will automatically record the consumer's preference,
and then create a recommendation list, which includes recently viewed commodities and similar products. These
functions ensure consumers to quickly find the goods they need and rapidly receive the relevant information.
This useful function saves customers’ time and increases efficiency thus improving customer experience (Zhao et
al., 2015).

5. Conclusions

This article uses secondary research, including the textual analysis method and the case study method, which all
belong to the qualitative research method. First, through the textual analysis, much relevant information is
collected. The article then makes a simple theory review of the basic concept of customer experience design,
background, and characteristics, and introduces the concept of online shopping, patterns, and the effect in the
customer experience design. Second, the adopted case study method combined with the information obtained
from the textual analysis to investigate Amazon China demonstrated that Amazon is the world's largest B2C
electronic business platform with the advanced technical capability and rich experience in operations
management. Therefore, this project selected Amazon China as the research object. Amazon's successful
experience can provide valuable advice for many developing shopping websites.

However, Amazon China in the Chinese market is unlike other countries that occupied most of the market share.
After analysis of Amazon China's current development situation, from the view of customer experience and to
compare the difference between Amazon China and its main competitor in the Chinese market in product, design,
service, and marketing. Then, discovering the aspects that Amazon China needs to concern and strengthen the
customer experience, the optimization advice has an important impact on Amazon China's marketing strategy
adjustment.

Amazon China, because of a lack of localization ability, timely customer service and marketing promotion,
which made it develop relatively slowing the Chinese market, and its market share also decreased due to the
competitor's fast growth and optimization (Zeng and Glaister, 2015). Therefore, enterprises require effective
adjustment and improve Amazon China's customer experience, in the web interface design, it needs to adapt to
the target customers’ visual habits (Luo et al., 2012). In the customer service, the aim is to provide customers
with the most satisfactory customer experience, to expand the range of service, communicate timely and improve
the rate of feedback (Jiang et al., 2013). In the after-sales service, handling problems in time will let customer
know the specific delivery information. In the marketing promotion, expand the advertising effect, and
frequently use social media and other new publicity methods. Finally, by maintaining Amazon's original
strengths, optimizing and improving the weak links, Amazon can improve the quality of customer experience,
gain greater customer trust, and increase its ability to occupy a larger market share. In this way, Amazon China
can develop better in the Chinese market and supply a high quality customer experience and service to every
consumer.
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