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(Abstract)

The primary purpose of this research is to identify effects
of the complexity levels of visual factors on user’s
communication in the websites. In this study, six
complexity levels of visual factors were manipulated with
four items(graphics, moving graphics, size and links) to test
communication effects. As a result, user's communication
was influenced by the complexity of illustration. This result
shows that web sites with moderate levels of illustration
complexity are more preferred than with complex or simple
levels of visual complexity.
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