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Abstract

The purpose is to address the problem of concise but not easily recognizable guide visualization
design in shopping malls, which is difficult to reflect the role of the guide in shopping malls, and to
solve the problem that it is difficult for users to find their destinations in shopping malls by using
their guides, which are not understandable, and which do not have a continuity of the instructions,
which leads to the problem of users’ confusion, the methodology is to analyse the various elements
of the information visualization, and to analyze the elements of the information visualization in
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the guide in terms of the users’ interactive behaviours and experiences. The result is that under
the concept of analysing each element of information visualization and combining the principle of
active interaction with user interaction, the role of the guide can be better reflected. It is conclud-
ed that the problems in shopping malls’ visual guide can be better reflected in the value of shop-
ping malls’ visual guide from the perspective of information visualisation elements and the analy-
sis of user interaction and experience.
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Figure 1. Shopping mall guide real photo
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