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ABSTRACT: The work aims to explore the complex interactive behavior in the process of network symbol communica-
tion, provide a reasonable way of thinking between the needs of network symbol communication and the needs of the au-
dience, establish efficient mappings between the audience demand and the communication of smiley symbol on social
Apps, and help designers get to know audience demands with a more intuitive conceptual flow chart, so that they would
be able to create smiley symbols that satisfy the audience. Based on the “uses and gratification” theory in communication
studies and guided by Donald Arthur Norman’s emotional design model, a brand-new text concept map was thus estab-
lished combined with the model charts of these two theories. That done, the study explained subsequently the mental sat-
isfaction of the audience when they accepted network symbols on social Apps and investigated the efficient mapping
mechanism between the communication of smiley symbols and the users. Through the specific case analysis, this study
illustrates design methods of a new model and demonstrates its feasibility, hence proposing an accurate strategy for the
design of network smiley symbols. In the social context of Apps, this study solves the problem of ambiguous orientation
in smiley symbol design brought by the differences among the audience, thus improving the degree that network smiley
symbols fit the audience.
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Fig.1 Text conceptual model of "uses and gratifications"
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