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The Shift of Design Value Dimension in the Era of Large Data Image Generalization

YANG Fan
(Chonggqing Publishing Group, Chongging 400061, China)

ABSTRACT: In the information consumption age of big data, the fruits of technical revolution are sinking into every aspect of
people's every-day life. As one of the most important aspects of visual culture, art design’ s ways of exhibiting and dessimating
its products have shifted from off-line practice in real space to on-line practice in virtual platform, which has made possible by
such thecnologies as 2-dimmentioanl code and APP. Combined with the experience in the design field of mobile Internet plat-
form as an example, it analyzes the theory of iconography. The APPs of various kinds of products have provided a new experi-
mental field to mobile internet virtual exhibition space platform, form new aesthetics characteristics and discuss the shift of de-
sign value dimension in the era of large data image generalization.
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Fig.1 Taobao mobile APP home page
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Fig.2 Smartisan official website
home page
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Fig.3 Smartisan sales page
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