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Cellphone Icon Design Features Based on the Preference of Middle-Aged
Men
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ABSTRACT: Objective Analyze the design features of cellphone icons preferred by middle—aged men. Methods
Middle—aged men were divided to several different kinds of cellphone users through classified research.The majority of
them were chosen as the target group for cellphone icon preference survey.Questionnaire, interview and behavioral
observation were adopted as methods in the process. Conclusion Based on middle—aged men’ s different ability of
learning cell functions and their corresponding attitude, this group is divided into 4 types for description.They are: cellphone
conservatives, cellphone pupils, cellphone experts and cellphone doctors.Among the 4 types, naive users are chosen as the
target group to survey their cellphone icon preference.The functionality, emotionality and features of aesthetic feeling of
their preferred cellphone icons are summarized.There is close relationship between these features and the users’ demand.
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Fig.1 The participants’ different careers and
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Tab.1 Typical behavior and cognition difference of the 4 types of male cellphone users
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Fig.2 Functional features of cellphone icons preferred by

middle—aged men
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Fig.6 Relation between icons’ design features preferred by

middle—aged men and the users' demand
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