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The Affective Interaction Design in Mobile Social Applications Based
on Srong and Weak Ties
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(School of Mechanical Engineering, University of Science and Technology Beijing, Beijing 100083, China)

ABSTRACT: From the three aspects of form, content and behavior in affective interaction design, it aims to study the
design principles and user experience of mobile social applications based on strong and weak ties. Based on the strong and
weak ties, it makes the comparative analysis of the advantages and disadvantages of affective interaction design on mobile
social applications. Then the questionnaire is used to survey the user's needs to build a user-centric, emotional mobile so-
cial applications. On form of affective interaction design, the dynamic interaction design and feedback of unconscious
behavior is added to enhance user's emotional feeling. On content, user contextualization self-generated-information and
graphic visual language is added, the user's loneliness due to loss of sense is reduced. Users are allowed to feel the
product's emotion and temperament. On behavior, using combinative emoticons with corporate image and tradition Emoji
emoticons to save user's time, can increase the emotional interaction between the user and the corporate, and enhance the
user's emotional experience, and support strong tie and weak tie emotional design transformation to beyond the mul-
ti-dimension, multi-sense, multi-channel and multi-interaction usability and user experience.
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Fig.2 Contextualization design
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