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Experience Service of the QR Code in Internet+Era

LIU Jun, LI Shuo-wei

(China University of Geosciences, Wuhan 430074, China)

ABSTRACT: It aims to study the construction factors of the QR code service model and the real demand behind expe-
rience service. Through the analysis of using categories and features of the QR code, it describes the service content from
service design and interaction experience, also explains the value and influences from self-concept reconstruction, changes in
social patterns, shaping of life form. At the same time, the combination of design cases of these features are confirmed.
Construction factors of the QR code service model is the independent variables(attitude, intention, feeling, etc) and
the dependent variables(using requirement, the way), the reason of the demand of interaction experience lies in fragmen-
tation, objectification and data consumption utility.
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Fig.1 The experience forms and interaction ways of the QR
code
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Fig.2 The QR code service process as an information channel
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