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Abstract
     In the era of mobile Internet, the prosperity of movie market and the progress of mobile technology have promoted the integration of movie industry and internet industry. In this paper, we designed a movie ticket purchase system based on the O2O model. The construction of service blueprint and the establishment of the third-party platform will link the service of tangible products with that of the intangible service. As a result, online and offline system will construct a seamless transition and connection relationship, and the improved service system will assure better consumption experience for the audience.
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I. Introduction
With the progress of Internet technology and the popularity of mobile terminals, the O2O movie platform has shown a greater potential than the offline system. According to the statistics, in 2015, the percentage of online movie ticket purchase market has occupied 57.5% of the market. Despite of the fact that the O2O model profit approaches are clear, the ways of its further development and evolution may be duplicated, which evokes the exploration of products service systems. 

Taking the stand of the third-party platform, the design and the improvement of the online platform and the offline platform connections will contribute to the expected and promising service system, which is in line with the customers' needs.
II. Related work
A. The relevant analysis of the O2O model and the movie tickets purchase products
      In an era of the information experience economy, the O2O model conforms to the considerations, the choice and the usage of the products and service. In the last century, scholars abroad had put forward the idea and relative theory. It is until in early 21st century that the idea and the theory are taking the shape. In China, the O2O model starts late, while it has a considerably rapid development. It is promising to create an open access resource platform, achieving the interflow of the online and offline platform.
    In the same time, the online ticket service market in China has gained supports in policy, economy, society, technology and other aspects. Compared with offline ticket service (Fig. 1), the O2O model movie platform have advantages in direct purchase, simple consumption scene and others.
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Fig.1. The ticket purchase Apps analysis
B. The methodology and process of the movie tickets purchase service system design
    Product service system is the model aiming to satisfy users’ need by the innovation interactions among the stakeholders. This paper is based on a thorough exploration of the O2O mode operation and practical significance. Meanwhile, adopts design method and design process of the product service system (Fig.2). 
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Fig. 2. The general process of the product service system design
    The first procedure of the design is the previous investigations. The questionnaires and interviews will cover the physical, behavior, and psychological aspects. The second step is the systematic positioning stage. The positioning concerns the ticket purchase function, the requirements and the design strategies of the stakeholders. The third stage is to construct the system. It is linked to the movie ticket purchase scene design, establishment of the value chain and the system models. The forth procedure is the design of the output. It can be classified as tangible design and intangible design, the app and the web. The fifth step mapping out the service blueprint. The later includes system testing. The testing requires in-depth interviews and on-the-spot investigations and other forms, along with the constant modifications and perfections. The last step is perfecting and achieving some specific outputs.

III. Implementation 

A. User surveys
For the systematization and objectivity of the product service design research data, this paper carries out the surveys and interviews among the groups aged from 18 to 27. The survey sends and collects the questionnaire through the net, and synthesizes the relevant information. Besides questionnaire, this paper also carries out the interviews with five objects for a deeper awareness of the users’ behaviors. Apart from basic individual information, the issues mainly cover the daily consumption behavior, the movie ticket purchase experience, the influential factors and the expectations to the movie ticket purchase. In the end, get the information needed.

B. Scene design

Taking the comprehensive consideration of time, place, characters and other factor, the application of scene design focuses on analysis of the targeted groups, including their behaviors and products functions demands. The scene design strives for favorable solutions to users' actual problems and achieves the optimization of scene experience.

C. Persona
Building up three personas (Fig.3), the models have different life backgrounds and identifications. The analysis of the models will be the preconditions for the subsequent researches.
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Fig.3. The character models
D. User experience analysis
The users experience analysis involves the demand, behavior and emotional experience (Fig.4). It can be divided into five stages, which respectively are activities before ticket purchase, after ticket purchase, waiting area, watching the movie, after the dismissal of the movie. Design opportunities are meant to be found over the dealing with the biggest problems for users’ movie appreciation experience.
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Fig.4. User experience analysis

E. Information architecture

Red Star Cinema is divided into four main parts, which are filmdom, ticket purchase, illustration and Mine. The filmdom is set as the homepage, together with the seat selection function. The ticket purchase function can be realized by two points, the movie and the cinema. After completion of the tickets purchase, the users are presented with the taxi service or navigation services by his/her own. Illustration, as a way of movie interpretation online, is becoming more and more popular in recent years. The part of illustration can make full use of the fragmented time of the users, trying to realize high user stickiness. In the module of this paper, the user can have a quickly view of the diagram and film reviews. They can also check their orders and collect the movie tickets by scanning codes in time.
F. The interaction process
According the analysis of the users’ behaviors and experience, we built up the priority levels of the functional requirements of the Red Star Cinema platform.
The priority level one: social intercourse. It applies User Generated Content (UGC) mode to improve users’ activity. The priority level two: ticket purchase. In this level, Red Star Cinema arranges two entrances: the movie and the cinema. Users can directly learn the grading rate. In the model of cinema, distance is put on the priority and the instant access to the latest information is presented. The priority level three: illustration. In its module, the Red Star Cinema fully mobilizes and rallies the fragmented time of the users. As a consequence, platform flow is increased and the user stickiness is lifted. 
 The flowchart of interaction process is developed as below(Fig.5).
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Fig.5. The flowchart of interaction process
G. Feasibility test
The feasibility test is the final step. In line with the definition in ISO 9241-11, the feasibility means the effectiveness, efficiency and subjective satisfaction in certain circumstance when the product is used for specific purpose for the particular users. [1] It adopts the method of mobile phone prototype test and finds that the feasibility problems that exist in the prototype. So, the research in this paper can provide evidence for the future modification and improvement for the system. There are four volunteers participate in the test(Fig.6). Each participant is allocated specific tasks and there are camera and pens for the recording on the scene.
Through the feasibility test, there are discoveries concerning three aspects. The first one is the fuzzy experience of the users as for the login or not options set by the log in screen. The second one is unclear guiding in the seat booking. The third one is that the added movie photograph illustration can only be imported from the albums, which experience effect is comparatively poor.
Corresponding to all the problems in feasibility test, the measures were taken to grasp the feasibility level and optimize the current situation respectively. Finally, the optimization and corrections of the whole interfaces in the process can be accomplished.
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Fig.6. The feasibility test

H. Visual design

The visual design is one of the most important factors affecting the product quality. As one of the movie ticket purchase apps, the Red Star Cinema applies the red, the ce3d3a, as the dominated color. It conveys the revolutionary and emotion communication involving the deep relationship between the users and the products (Fig.7). 
The design of web client highlights the movie information, ticket purchase and other main functions. The collocation is in line with the style of the mobile terminal.The bright color gives prominence to the modules of the main functions, and it achieves the communication between applications and users.
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Fig.7. Parts of effect pictures on the Red Star Cinema
H. The blueprint of the movie ticket purchase service system
In light of the two kinds of behaviors: online ticket purchase and offline ticket purchase, the design in this paper plots the movie ticket purchase service system. The system includes the tangible demonstration and four types of behaviors. It attaches importance to the transition part between the online and offline purchase platforms. When the users have succeeded in purchasing the ticket, he/she will be provided with navigation or taxi service. As the electronic ticket will take place of the traditional paper ticket, the users can enter the theatre hall after the direct OR code scanning. It will become much more convenient. In the waiting area, the corresponding equipment should be provided for the strengthened promotion of other movie. In addition, the chance of selling derivatives will be increased. The drawing of the movie ticket purchase service system blueprint(Fig.9) makes it possible to have a global analysis as for the whole ticket purchase process, the related contact points and the essential supports. It will definitely contribute to identifying the weak links in service and carrying out the necessary design and improvement.
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Fig.9. The blueprint of the movie ticket purchase service system
IV. Conclusion

The sustainable development of the Internet has brought about the second opportunity of prosperity for many industries. As one of the traditional industries, movie ticket purchase remains fresh and popular, because it is rooted in the demand of the mass consumer and it conforms to the film culture. Under the O2O mode, the patterns of selecting seats and purchase the movie ticket online is successfully connected with the experience of ticket collecting and movie watching offline. The cohesion makes the whole process an efficient, convenient and multi-win activity. At present, the concentration is put on the design of the third party online products. It will also keep the exploration of products service systems from different perspectives.
Nowadays, under the Internet +background, vigorous development and prosperity of the film industry is favored by various environmental supports. By constructing the movie ticket service system, with the joint products or services, this paper presents an innovative proposal that is multi-win for the stakeholders. The theater, the third party, the users and all the concerned in the benefit chain can get maximum benefits. It can be seen that the proposal has broad prospects.
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