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ABSTRACT: The work aims to propose the shopping APP interface optimization design strategy, so as to make the visual
design of the shopping APP interface more in line with the user's emotional needs. The typical shopping APP interface in
the market was selected as an experimental sample, and the interface was divided into an image area and an icon area, and
the influence factors of the APP interface design effect were extracted. According to the interface design effect influence
factors, the user's emotional need capture experiment was designed, the experimental data were analyzed, and the shop-
ping APP interface design optimization strategy was summarized. The strategy was used to optimize the APP interface
and perform the verification experiment of interface optimization effect. In the image area, different categories of items
are suitable for matching different background colors and have corresponding composition modes. In the icon area, dif-
ferent icon functions have corresponding fonts and graphics for design expression. Through the interface optimization ef-
fect evaluation experiment, the effectiveness of the shopping APP interface optimization design strategy is verified.
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%405 5181

RS W2 APP FLm L i oY 213

3.2 T3 APP RE LR IEM SRIE

SCEHIE T 133 AAAER APP BRI
TN SIS A RER, Hodb 68 Z AR Ll AR}
AR, 65 At Rk M ARHE M5

PIRAL TG B 07 VB N B0 UE S0 AR A LI S, il
B S A ) o #E a E AL EJE AY  ERE
A, WRYE A C BT Ay, MEXEN-2 5% 2
gy, Hip2 HFRREFEREDNTE, 2 5FER
EHERAHNTTE, 0 nRREAN T EEAH
X0

HR A S A AR, RO IE P =4 1 )
BARLS RIATAM . 68 ARV Ll (B i
14.71%H1 38.24% M9k “Exk” Ml “dEw =W 1
fRIE IR a. 65 AT LB 51 33.85%
1 18.46%MBR “EFw” Ml “IEE =" Pifk)E iy
FEAS a0 HEAR a B L, 25045 24.06%F1 28.57%
CEART R CHEEERT AR R ALY 3
AFEAS B L CJEE ERT PR A BB
BRI, —ERREE LIE T2 APP AL
TSRS A R . SLIRAE A TR E S WL R 4.

x4 RERUHRTNIRZITHHIESER

Tab.4 Experimental design data results of interface optimization effect evaluation

SCIGREAR any -2 -1 0 1 2

A a AeixitLoll (68 44 ) 4.41% 16.18% 26.47% 14.71% 38.23%

wWit& (654) 6.15% 21.54% 20.00% 33.85% 18.46%

FEA b it (68 44 ) 10.29% 10.29% 16.18% 26.47% 36.77%

Bl (6544) 6.16% 15.38% 6.15% 40.00% 32.31%

- it Ll (68 44 ) 4.41% 13.24% 17.65% 29.41% 35.29%

¢ WitEl (6544) 7.69% 9.23% 10.77% 41.54% 30.77%

FEAS a B i L L 53% (133 %) 5.26% 18.80% 23.31% 24.06% 28.57%

A b AT L 5%it4 (133 4) 8.27% 12.78% 11.28% 33.08% 34.59%

FEAS ¢ M5 H Ll 5i%i4 (133 4) 6.02% 11.28% 14.29% 35.33% 33.08%

3AFEAR L IR 5L (133 4) 6.52% 14.29% 16.29% 30.82% 32.08%
4 L4iE actitioners' Perspectives Through an International Sur-

TS B R A R 2Rk, Rl 2 W R B
TR Z AL ERATENE, HATX—0F78 07k R
JE R B 23 B ot 20 B A BT DX AT R
FE TR SRR X AN T B4R it 200 Bk — A0 A AR O TR JR K
AR PR, LRSS B Ik, S Sttt ie
RfE%,

&% 30k

(1] ik S AAPEM]. et JuN iRk, 2008.
MASLOW. Maslow's Humanistic Philosophy[M]. Bei-
jing: Jiuzhou Press, 2008.

[2] FEANEE S, R BIT M) bt B Tkl
#t, 2005.

DONALD N. Emotional Design[M]. Beijing: Electronic
Industry Press, 2005.

[3] DAI J, HUANG Z. # 3R AR g6 819
— RS I]. it 2018(1): 23-25.

DAI J, HUANG Z. Research on Consistency of User
Experience Design in Mobile Phone Application[J]. De-
sign, 2018(1): 23-25.

(4] HiEhE1E, PSR, FHEMs. HIIRE: Rikpdt
PR ME 28 2 1 B 3 £ R AR MOl 2 W ()], 35
ML B N AT R, 2015(43): 35-48.

LALLEMAND C, GRONIER G, KOENIG V. User ex-
perience: a Concept without Consensus? Exploring Pr-

vey[J]. Computers in Human Behavior, 2015(43): 35-48.

[5] ARt AYE M. JEat AT, 2004,
BERND H. Schmitt. Experience Marketing[M]. Beijing:
Tsinghua University Press, 2004.

[6] HAFJEZF A RSB YRSCER i ZAR M.
Jest: WK, 2014,

WHITNEY Q. User Experience Design: The Art of Sto-
rytelling[M]. Beijing: Tsinghua University Press, 2014.

[7] GARRETT J J. The Elements of User Experience:
User-centered Design for the WEB[M]. New York: New
Riders Publishing, 2003.

[8] WANG Q, CHEN Y A. FtT M T2 A0m 1 S A%
FH[I]. AU TR, 2018, 39(8): 256-260.

WANG Q, CHEN Y A. Whiskey Bottle Shape Design
Based on Kansei Engineering[J]. Packaging Engineer-
ing, 2018, 39(8): 256-260.

[9] YAMAMOTO K. Kansei Engineering: the Art of Auto-
motive Development at Mazda[M]. Ann Arbor: The
University of Michigan, 1986.

[10] 255, v IS T 2R BUR MR R[], 260, 2016(6):
85-106.

LI Yong. Current Status and Enlightenment of Sensibility
Engineering in China and Japan[J]. Zhuangshi, 2016(6):
85-106.

[11] K] = A Bk T M5 g M] HAS: J@ T2y
L5143, 1997.

NAGAMACHI S. Kansei Engineering and Methodol-
ogy[M]. Japan: Kansei Engineering Committee, 1997.

( FHES 226 11 )



226 fu % TR 2019 4F 9 H
Computer Graphics, 2013(5): 758-766. 2016.

(4] =EN, BREL, AR, A JE T I8 AL S R 22 0 45 [9] MENDEL J, PAK R. The effect of Interface Consis-
E/J B S S A [I]. I R R, 2015(2): tency and Cognitive Load on User Performance in an
269-274. Information Search Task[J]. Human Factors & Ergo-
YUAN Pei-sa, CHEN Rui, LIN Tao, et al. A New Soft- nomics Society Annual Meeting Proceedings, 2009,
ware Interface Aesthetics model Based on Genetic Al- 53(22): 1684-1688.
gorithm and Neutral Network[J]. Journal of Sichuan [10] ¥ PH, TEMGH, Z2BE, 5. L THEWZ RS0k ik
University, 2015(2): 269-274. PR PE AR B S0, BN S B T AR, 2017,

(5] ZEAh, RGP, XUEG. JETHR I8 B A9 8o 2t i A = 45(4): 620-623.

INENRRHETE M (0], SRR B T 5 B R 22 22 4, YANG Yang, WANG Hai-tao, JIANG Ying, et al.
2017(7): 1334-1342. Evaluation Model on Quality of Software Based on
LI Jing, YU Shu-lan, LIU Wei. Cognitive Characteristic Fuzzyanalytic Hierarchy Process[J]. Computer & Digital
Evaluation of CNC Interface Layout Based on Eye- Engineering, 2017, 45(4): 620-623.

tracking[J]. Journal of Computer-Aided Design & [11] 3KkE, EXRR, HEBE. AN EBEETEN Rt
Computer Graphics, 2017(7): 1334-1342. LEBZTEMIIEN] PUFRE 5H R, 2015(10):

[6] VAN SCHAIK P, LING J. The Effects of Frame Layout 1594-1598.
and Differential Background Contrast on Visual Search ZHANG Na, WANG Jia-min, YANG Yan-pu. Evalua-
Performance in Web Pages[J]. Interacting with Com- tion Method of Aesthetic Image for Man-Machine In-
puters, 2001, 13(5): 513-525. terface form Elements Layout Design[J]. Mechanical

[7] NIEMELA M J. Visual Search for Grouped Versus Un- Science and Technology for Aerospace Engineering,
grouped Icons in a Computer Interface[J]. Human Fac- 2015(10): 1594-1598.
tors, 2000, 42(4): 630-635. [12] AT, #er 2. FET2WaPrikny LR TRk

[8] LUKANOV K E, MAIOR H A, WILSON M L. Using THEMAFFE[I]. 3 T, 2018, 39(8): 121-125
fNIRS in Usability Testing: Understanding the Effect of DENG Wei-bin, ZHU Hong-xing. Design Evaluation of
Web form Layout on Mental Workload[C]. USA: CHI Children's Smart Watches Based on AHP[J]. Packaging
Conference on Human Factors in Computing Systems, Engineering, 2018, 39(8): 121-125.

( B3R 213 50) [17] FEMF, B, M. Tl APP R ahs 6

(12] B 2 R T2 1 L oK AL BT AT 5E[D). T RIILRIBERT S ()], f23 THE, 2016, 37(8): 134-137.
M TR Tl k2, 2015. GAO Yu-jiao, QIN Jing-yan, TAO Jin. Visual Perception
ZHONG Zhou. Research on Packaging Precision Design of Dynamic Color in Mobile APP Interactive Design[J].
Based on Perceptual Engineering[D]. Guanghzhou: Guang- Packaging Engineering, 2016, 37(8): 134-137. .
dong University of Technology, 2015. (18] 4528, (R 7T HLIlE K7 1 1 A 1 SRS B e ).

[13] JhEET, W5, Rk, & @k T KOEAE ™ ik = LE, 2_014’ 35(_24)',115_118' . . .
FHA R FIRSELT). PU2E58 25247, 2004(1): 60-63. JIANG Xin. Application Strategies of Color in Mobile
SU Jian-ning, JIANG Ping-yu, ZHU Bin, et al. Sensitive Games Interface[J]. Packaging Engineering, 2014, 35(24):
Engineering and Its Application in Product Design[J]. 115-118. N . _

Journal of Xi'an Jiaotong University, 2004(1): 60-63. [19] sk F-HLR Ak 9 50 1 e i €608 53 T 0] ZAF

[14] JIANG H, KWONG C K, LIU Y, 4. ¥t 55 1%, 2014, 27(2): 72.

S TR LA LS A T BB 0], [ R RS ZHANG Xue-jing. Color Analysis of the Interface De-
1T, 2015, 53(8): 2472-2488. sign of Mobile Games[J]. Art Science and Technology,
JIANG H, KWONG C K, LIU Y, et al. A Methodology 2014, 27(2): 72.

of Integrating Affective Design with Defining Enginee- [20] WIDRICH L. Why is Facebook Blue? The Science Be-
ring Specifications for Product Design[J]. International hind Colors in Marketing[EB/OL]. [2013-01-07]. https:/
Journal of Production Research, 2015, 53(8): 2472- 2488. www.fastcompany.com/3009317/why-is-facebook-blue-

[15] Fea R, MR P RS RRAE, FARURZED] Hbr thescience-behind-colors-in- marketing
ABLBFFE I T, 2015(6): 67-77. [21] W Z . AR ERS M dEat: h Jegm it iRt
JOKINEN J P P. Emotional User Experience: Traits, 2013.

Events, and States[J]. International Journal of Human- HELLER E. Character of Color[M]. Beijing: Central
Computer Studies, 2015(6): 67-77. Compilation & Translation Press, 2013.
[16] ZHANG R. WiR#ZNIAY) APP FIHIBC T 14 HEA J5 0] [22] HEHE. 2RI FEA LML Fi#EE: A

7. ANZE(F B, 2018(9): 39-42.

ZHANG R. A Brief Discussion on the Basic Principles
of APP Interface Design for Mobile Shopping[J]. Office
Informatization, 2018(9): 39-42.

REEA A, 1991

ASAKURA M. Art and Design Plane Composition[M].
Shanghai: Shanghai People's Fine Arts Publishing House,
1991.



