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Data Analysis and Optimization Design of Print Public Service
Advertisement Based on R Language
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ABSTRACT: Based on the theory of computational advertising and design, using the public service ads. that released by
the National Civilization Network as the cases, score statistics on the elements was made in this paper which disassembled
from the design elements of print public service ads., and the data analysis was studied how to promoted the innovation
practice research of the print public service ads.On the basis of data thinking and design thinking, using R language soft-
ware and quantitative research method, the graphic, creative, color, font and other variable factors of print public service
ads.were analyzedin this paper, found out the significant variable factors that influenced the print public service ads.. Es-
pecialy the weak correlation variable factorswere analyzed, and found out the cause of the weak correlation fac-
tor.Through typical cases, from the results of R language analysis, it found the important influencing factors of print pub-
lic service ads., and put forward the specific design optimum schemes, which provide more effective management and
decision-thinking for creators and managers.
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Fig.1 Print public service advertisement
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Tab.1 Evaluation data set of public service advertising

origi- impre-

sex Age Type color layout nality ssion
1 1 31 98 89 89 56 56
2 0 27 89 90 89 56 88
3 1 34 34 88 46 78 56
4 0 19 89 98 98 76 78
5 1 45 98 87 78 78 56
6 0 56 89 56 98 30 30
7 1 45 90 98 34 65 56
8 0 56 87 98 98 76 89
9 1 23 76 98 87 70 98
10 1 34 85 98 87 67 89
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Tab.2 Thecorrelation coefficient among the variables of PSA

sex Age Type color layout Originality impression

sex 1.00000000 —0.42656290 —0.149353424 0.142118886 —0.524494844  0.20946416 0.07673821
Age —0.42656290 1.00000000 0.173337960 —-0.340459717  0.124885925 -0.03101877 —0.18601085
Type —0.14935342 0.17333796 1.000000000 0.008628807 0.331973343 -0.36548644 0.22910720
color 0.14211889  —0.34045972 0.008628807  1.000000000 0.000605419  0.29300629 0.51693852
layout —0.52449484 0.12488593 0.331973343 0.000605419  1.000000000 -0.33509278 0.20755560
Originality 0.20946416  —0.03101877 —0.365486443 0.293006291 -0.335092785 1.00000000 0.12040007
impression 0.07673821 -0.18601085 0.229107204  0.516938525 0.207555596  0.12040007 1.00000000
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Fig.2 Schematic representation of the relationship
between public service advertising impressions
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design before and after optimization
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