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Service Design for Integrated Transportation Hub

Based on Customer Experience

Yuan Ting Qi Ershi
( College of Management and Economics Tianjin University Tianjin 300072 China)

Abstract: Good service development and design is the source of expanding advantage for an integrated transportation hub.

However it does not keep pace with the hub construction in China. Starting from customer experience based on the analy—

sis of integrated transportation hub service characteristics and user experience requirements

sign for integrated transportation hub. In addition

the thesis measures from five dimensions

this thesis builds service de—

through analysis of exploratory factor and confirmatory factor analysis

including service experience product design dominant experience environment

design potential experience environment design man-machine interaction experience design and interpersonal experience

design. The results indicate it has good reliability and validity and complies with the logic levels of customer experience.
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