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Abstract
In the background of experience economy, people in the pursuit of quality of life at the same time,
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also began to pay attention to the experience in the process of consumption, and behind this change
is the rise of scene services. “Scenario-based” is an inevitable trend in the era of “experience econ-
omy”, its core idea is “people-oriented”, with the change of specific scenarios, scenario-based ser-
vice model reform, to create value-added for users. The emergence of this service model is a direct
response to the needs of user experience. The design of service scenario is a systematic project,
which needs to be considered and designed from multiple perspectives. Only in this way can we
design competitive service solutions that meet customer needs. In this paper, AHP method is used
to establish an evaluation index system of service scene construction efficiency, which includes 4
levels, including physical dimension, social dimension, social symbolic dimension and natural di-
mension, and 12 sub-levels, and the weight of each index in the index system is measured. The re-
search results can be applied to the effectiveness evaluation of various service scenarios. It is ex-
pected to provide theoretical basis for scientific and reasonable setting of service scenarios.
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Table 1. Evaluation indicators and descriptions
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Figure 1. Hierarchical structure analysis model
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Table 4. Judgment matrix B2-Cn
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Table 7. Consistency test results
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