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Abstract

Against the backdrop of the rapid development of internet technology, corporate marketing strate-
gies have gradually converged, making emotional resonance and psychological insight key to
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differentiated competition. On the eve of the 2024 Spring Festival, Ele.me adopted a reverse mar-
keting strategy, accurately capturing user psychology and centering on emotional connection to
launch the “#Wish You Didn’t Need Ele.me for the New Year#” advertising campaign. This success-
fully sparked widespread emotional resonance, establishing it as a benchmark for brand marketing
during the Spring Festival. This paper takes Ele.me’s marketing campaign as the research subject,
combining psychological and emotional analysis perspectives, and employs computational commu-
nication methods to quantitatively evaluate the campaign’s effectiveness. The study finds that this
marketing strategy not only significantly enhanced brand awareness and user favorability but also
strengthened the psychological bond between users and the brand through reverse emotional en-
gagement, creating a competitive advantage over similar brands. This case provides practical in-
sights for brand marketing planning from psychological and emotional dimensions, highlighting the
importance of emotional marketing in the contemporary consumer environment.
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Figure 1. Word cloud of 1153 comments
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Figure 2. Verb frequency ranking chart of 1153 comments
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Figure 3. Noun frequency ranking chart (left) and adjective frequency ranking chart (right) based on 30 note contents
3. £ 30 FEREXABRH B IANDSTHIFE, AR IERNHFE

4.4.2. XU

TEXT /AN AR EEC 1) 1153 PR T A B G, EE X “MRT 47 3EBLAEEHT 7981, BAF
HPSRE(E HER, 5 RT A7 SEIIREERZ R AR R/ AR, P E AL
i R FRIL I BARPE AR (K] 5), R8T B A AEVFIR B P AN 43 il R EAE IS BE .

DOI: 10.12677/ap.2025.154191 138 a3 2


https://doi.org/10.12677/ap.2025.154191

HKARIE, LA

£ D (BB 4 o 5F 5P 4F PP o o P S A F 0 1P P F o TR N o
WT4 T EE e "Bl s 9 6 78 6 s 87 s s[@ls 6 5
#E 1 1 1
i g 1
B 1 1
bara3
T8
Tl
RF
Loy
Feec)

- - - N - e e - N
£ - -
=
IS =
-
~ =
= = »
~n
=
=
=
= =
~n
n
=
L OO ® O ®N O N o n
(%]
~n

NN = =
N
N
=

5
@
A O W WSO E UL O R WN G S s on s D
O woN = o=

v =N
ol =
=y o R
=
=

b2
R 2 1
e

BX | 6
s
—H |8

e
=]

am [13 5 i
E% [ & | g8 10

B SRR R HIAE

Figure 4. Co-occurrence frequency graph of “Ele.me” in 1153 comments
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Figure 5. Selected comments with co-occurrence of “Ele.me” and “Meituan”
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Figure 6. High-frequency right collocates of “advertisement” (left) and high-frequency left collocates of “copywriting” (right)
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Figure 7. Sentiment distribution of 1153 comments (left): positive, neutral, and negative proportions; Sentiment distribution
of comments containing both “Ele.me” and “Meituan” feature words (right)
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Figure 8. Sentiment distribution of comments containing both “advertisement” and “copywriting” as feature words
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