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ABSTRACT: The purpose of this study is to explore the research on the watch dial design in terms of aesthetic, customer
cognition and purchase intention based on the information transmission model, and to propose related design suggestions.
Take the experimental questionnaire as the research method. The questionnaire configuration was based on the three as-
pects, including aesthetic, customer perception and purchase intention. Three watch dials differing in the complexity of
information transmission and appearance were used as the test subjects. There were 45 human subjects, male and female,
and the data were analyzed using two-factor variation statistics. Results show the subjects did not have a significant cor-
relation between “aesthetic” and “customer cognition” of the three watch dials; there was a correlation between the “aes-
thetic” and “purchase intention”. The more aesthetic the watch dial is, the more willing customers will be to buy; there is
no correlation between “customer cognition” and “purchase intention”. (1) The human subjects are Chinese students who
have some knowledge of design, and they prefer the dial with a smaller ratio of the pointer map, even-textured surface,
and a more complete structure and configuration in terms of styling; (2) In the future, one can put more elements that are
creative and characteristic in designing center point, scale, pointer and action mode, but the time information displayed
should be more clear; (3) It’s not easy for the human subjects to pay for watches with more characteristic design. In the
future, designers can test different target groups’ acceptance degree of watch dials with creative and characteristic elements.
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