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ABSTRACT

This independent study has 3 main objectives, which are 1) To assess icon perception
on mobile phone; 2} To study and develop icon design guideline; and 3) To study overview of
icon perception. Research participants are Master of Media Arts & Design, Chiang Mai
University students composed of males and females age between 20-35 year old. Two types of
questionnaires are distributed: Appropriateness Ranking Method; and Matching Studies.

The results of this study imply that icons best communicate the meaning are those
participants felt easy to understand and looks realistic. Each icon should contain its own
uniqueness while represent the meaning that should not cause confusion in translation. An icon
image is preferred to be an easy outline with Distortion effects or an easy graphic draft line with
more than one component. There are three common confusions found causing misinterpretation
which are 1) Confusion caused by an identical of shape; 2) Confusion caused by identical
imagination; and 3) Confusion caused by icon functional usage. The meaning interpretation of an
icon, however, depends on different factors such as the users’ experiences, visual senses as well
as factors derive from expectation, emotion, stimulant during the interpretation of the icon’s

meanings.



