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Attitudes and Focus towards the Mobile Advertising Vision Design for Users

ZHU Shang-shang, WANG Liu-yu
(Zhejiang University of Technology, Hangzhou 310023, China)

ABSTRACT: Effects of user group and mobile advertising visual design on attitude, habit and focus in the internet envi-
ronment were studied. Firstly, a questionnaire survey with post hoc interviews was conducted on daily mobile phone us-
ers. The data were then cross-analyzed and used to compare the characteristics of different user groups. Finally, the prin-
ciples of visual design for mobile advertising were discussed. The result indicated that more than 50% of users pay much
attention to the visual effects of advertising, and most users clearly indicate that they will purchase a product because of
its corresponding visual design. It was also found that users' focuses were significant different due to age and gender.
Based on the analysis of the users' characteristics and habits, and the recognition of focuses of different user groups, de-
sign suggestions of advertising design were provided for designers.
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guently and contain the largest number of advertising from
the users' perspective
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Fig.2 Differences in users' concerns of advertising vision due
to gender
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Fig.3 Differencesin purchase possibility due to age and visual
design of advertisements
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