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User Experience Restriction Factorsin Internet Context
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ABSTRACT: It aimsto explore the characteristics of user experience in Internet background, and compare the similarities
and differences between online and offline user experience. It analyzes the "Human" factors in the Internet, and the be-
havior logic of usersin the Internet scene from the aspects of behavior, cognitive science and computer science, and draws
out the preliminary user behavior framework by means of emotion map and behavior flow chart. The user experience in
the Internet context is differentiated. The subjective feelings of the user will change over time, geography, and environ-
mental factors. With the popularization of the Internet, the online user experience features have been migrated offline,

grasp the current user experience features to help enhance the user experience and value of the product experience.
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Fig.2 Maowang radio web operation
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