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Abstract

Mobile news reading has become the mainstream and new apps have launched personalized rec-
ommendation functions to meet users’ needs to improve user experience. Recommendation forms
play an important role in user experience of mobile news. According to the characteristics of mo-
bile news, an empirical study is made on the influence of user experience and gender difference of
recommendation forms and display positions through users’ objective memory accuracy and sub-
jective perception. A questionnaire is used in the study and the results show that compared with
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the traditional list form, the emerging rectangular tag cloud form and different display positions
can influence perceived usefulness and perceived ease of use of user experience. In addition, dif-
ferent genders have different perceptions of recommendation forms. Women believe that tag
cloud form is convenient, can increase pleasure and improve user experience.

Keywords

Mobile News, Personalized Recommendation, Tag Cloud, User Experience

Copyright © 2022 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 518

FEE IR T, B sl b i3 b BE3 2 A P BER Bl 1 g s ORI SR T O . KETUAR
(3T A S P T A5 B, I 50 3T I S N A T 1901 G ke T 3k — A, (ELFH P 7 0 BT I D 1)
e AT, BT R R ST BTSRRI s R R GuE A R,
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FH P d I B 33 5T [ A 2 SR I O FA N LT [3]: BRI A48 -6 FH P DRl s e AR M 2 A e s b i, i
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BEAE TSR BB & 1 S FIEE R AR MR R, A5 G08 R HERE R G MG M B Bl 3 [ . 5
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B T HEE TR 20O, FRan AL B 20 FH P ARG 2 A 52 o AN iR IE 2P T e, B AT T HL RS I /e
Hi RN E HEE R [6]. 1E) 5 5 AT A FiH, Lohse slid R BN SLISH 78 1 AT 45 TU T A7 &
MOE, WA RRH NN T E 5 i) i %, #if/bJGE T J5[7]. Chan BFFT 1AL E X A A
R BIREE, AR E T E M EENE, AT S AR R 252 B [F A E R s 8] .
Holbrook %5 MJH 28 E AT MR 7 4IRS B AR RIS, WU AS FREm I ZhRE[9],  MiAS RV
AR (s RS L2 A —FERI[10], BT LAAS [ I NAEHEE T R0 R n L B P RIS A e 22

F P RS BT P S5 S A B AR, RVR R A 7 o R e ST e ke ) 2 UESZ . Thuring
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Figure 1. Research framework
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Table 1. Subjective survey questions
e 1. EWFEEm

Ei=1a TR i 35
T li) et 1 TN GBI AR & A0 58 > 15 [13]
fi] i 2 MR AT B 3B AEE 2K [13]
T fi] 2 3 FIEARZE = AL BB g I OBt [14].
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—_— IF] il 5 I AHIENRE = IR XA BT GBS0 [15]
Ir] il 6 FANNHTEHRRE 2T 3B FRTE 3 RE L3 T PR (1] 12362 ) B 3o B35 e [15]
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Figure 2. Traditional list form
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Figure 3. Rectangle tag cloud form
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2255 4 20 it 0 BT 9 ) AR AR B AR 10 2 T Sk T Jok v B R R, DAHE R AN B 28 1 App IR .
I FAI RN, LR 136 AR A, HA 5 51 N, Lt 85 N, 35 5 LU AL
A 91.1%. XA R B EEIE AT E T, (S RECN 0.752> 0.7, FoR & N TURA RIS, ik
(N7

DOI: 10.12677/mse.2022.111006 45 RS T


https://doi.org/10.12677/mse.2022.111006

WIS 45

4. GRGTHHR
4.1. FEHEFERA TR &R S

1) BrEHCAZHER 2 b

JH P 422 S 000 58 SIS0 SE P AR SRR R HE R, A A2 BT AR . S I HER AR T S A KON
HERfR = /) ade 1 XD [ A A S0 ) e i (03 P o AL K

WAL e BRI A RIS 5 1P RS I ER 3 0y 80.33%, FETEARSE &~ T BT 2 ie 12 #Em 50
81.62%. LTI A, SEGIIRLAMEIL, P ERIEARSE 2% 208 FHER T ric s m, B
JRE SE AR A (R 0 I AR I, SR R R SRR

2) IR

TR RFEAR I GE TS5 R AN 2 P

Table 2. Statistical results of subjective perception indicators
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Table 3. Accuracy of users' memory of news in different display locations in list form
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Figure 4. Rectangle tag cloud news headline number
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Table 4. Accuracy of users' memory of news in different display locations inrectangular tag cloud form
= 4 EERZEEEATRPNAERRIEHEICIZERE
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Table 5. Gender differences in memory accuracy and subjective perception
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