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Design of Guiding Decision-making Experience for Mobile Financial M anagement
Based on Prospect Theory

CHEN Yan-fen, XIAO Di-hu
(Hunan University, Changsha 410082, China)

ABSTRACT: It aims to study the interaction design of guiding decision-making experience, to reduce user cognitive cost
and help user make mobile financial management decision. Based on the research in the prospect theory about decision
maker's psychological and behavioral mechanism in the decision making process, by obtaining the value and weights of
Influence factor to decision making through qualitative analysis, the design model of guide to mobile financial manage-
ment decision-making experience is proposed. Combined with the design method, process and element of interaction de-
sign, how to guide user's decision-making behavior is studied. The feasibility of the guiding decision-making experience
design model based on prospect theory is validated by doing case study of mobile financial management product's launch
screen. It achieves the usability goal and improves the user experience of financial decision making process at the same
time.

KEY WORDS: prospect theory; guide to decision-making experience; financial management; influence factors; value
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Fig.1 Decision-making process based on Prospect Theory
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Fig.2 Analysis of demand for mobile financial users
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Fig.4 Analysis of guide to decision-making experience design method
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Tab.2 User risk preference analysis
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Tab.3 Analysis of user's decision-making
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