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Abstract

The development of modern network technology has brought people online consumption, thus
shaping new consumption habits and behaviors. However, some external factors will constrain
consumers’ judgment, and sometimes it will change from the initial “preference default” state to
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the final “decision preference”. Visual image recognition plays a pivotal role in this, which will
guide the concretization and enrich and diversify the form of consumption. This phenomenon is
rooted in the current online consumption environment and the development of modern visual
identity. This paper takes this thinking as a research perspective, analyzes the reasons for the
emergence of online visual language as a guide, and specifically analyzes how the transformation
of visual form affects consumers’ psychological cognition and consumption behavior.
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1. 53|

25 T TR Sy — R AT RE A 2 X, ek AR G SR s SR, JFE N TR
SCPL TR BRI . P (R E BB L R ARG TR ) AR, AR 2022 AR, FREIM L
TEPDTHE R AR O RIE 2] T 8.45 14, 5 2021 FFAFJRAHELIEK 319 75, 5 ERAEAA) 79.2% [1]. XLy
PRI PR IG K AT 25 T P20 2 PR ER] . B RGP SRR S g, 15 AT B R e B
W, A TEIEAE . i RAE AL EIE R AR, AR TRV R E. BT RERA Ok
LAk G S RSN, W EGRIE AU EE 52BN, PR A TR R, N
M FR T8 A > 5 5 8.

B I 24845 JEL K R 5 38 S, X441 B R AL 51 5ot 9 B O B K S e FEAB TR S T K DAL
OVER 2T P AT N AR TR ZMER, 0 “SE—IREPG” 18N AR 2, BIAAE—FFiaxT
VIR BAAL T BRUCIRES, iR EhHER, (AAETEIRIPRE T T80 B ks, dibnl i,
MNBA FTREBFE S T = AL I —FFIR NN S 8T BN AT NI R A . BRSO ST
GG SOOI SRR, XX AR ST R I ERAE N R A, S R HE F AT
RNITHT
2. MgEBPAROEINNSITRELER
21 HSIRAVEEEE . DU L BAHE AR

I E A2 R K AR BNy T SN R A AR S5 A A, TR BT S RAEE L. 7 [2]
MO EAMER 5 B 1 B A IS REESL, BRI 9% 7 8 5 52 B2l i D ek D 2 52, anfate 114
ER RIS . TR, Brr e T8 T AR, Ak G R SEARY B R A
SEPRA L IFIn_E % A R G RS, NI S AR TR . MR ORI, TR AR
IRy T B A, WEAE R G R “6.18” WA ORI BT RIS, 1EIANM L
HRAAFEARNA ARREERE., RiFVE etk s, JFHZR R U5 5T A 9
SKFFESE IR . BrLA, H P EREAT I 24T AN AT 2 B0 PR 3R B0 520, X ik 2O 31 1 i R AR 1S
EONE R HEB, MRS BEE SRS - A s . NS BEO— i e . 1 i A b SR A
SRV S, TR R A B T RE, X EEARORRR R AR S L 0E R 51 5 RB 4 A 46

BRI, ML IR IR 51 3 Bl 0 28 50 A B A R 28 S RV BB b ot 6 AT A0, 3K — mAE R 2%
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T8 9% SR AR S AT R R I B T R
22. MRENRK: APEROESITATHNR

PrifH L, SHBRENTREVIMKG, WS, BAMREEH KRR HH 7 I 60 L5
PRIy, AAT &P R — RIVLEES), EREREN B S F RS FIEARER, KELHRAREFE A
M. BN 2286 MRS ESE. (DB SOg IR e R A B A HEE S AR R (e . R i
2. B4, BR). HREEMEEIE=A T3] MR m LA, AR E IR HE
RERAE: “EIRWEREINRL, S ASGERFEHMN IR R RAE? 7 X2 “ WA
AR PRI AR M, L RG AR E 4NN R R BOR K288 K AE A DL R AL . X AR
INRRASGERL AR SRIGE T VARG R, LT R BT R, SR T TR
ZORL T P AT 3 1 55 SR A TE e

PTG — T3 R AR Dy s S A, BN “ BRIN 7 RS 1E E “INimE"
TR ) O 22 2 LR AT TR TR 1) SR Ak T4 B, 0 D8] ) B it 3 (0175 0 156 49 200 i 45 SR R IR )
g, R TIrR S5 R,

HIBE AT L, W46 2 AR X A =) T O M AN 35 MO aT 3Kt [0 2% 2 X3 9% 40 i ) AN HE kg 2 S
MTNRIERE, SIHLS 45 R B F R 7L

3. ETHRER: “REFRIN” B “RERTF” HFETHH
3.1 5|1 REB: URBESLBIER

KEOURTE (EEER) R, AMTENRT “SERR” , MSHE AR REA W RS R, W
28 T A G I A AR W IR AR VR R BT, MG USSR AL IR E B O R KRBTl 45
Hse PR, ACKHIE T S SCNLLER . SCE . ARESERN TR, BT MY 2R NS
SFHABEE. 5B E MG, WREGRUENEISES, HZRES. ABFEE. MRLE
SRATFEWSG J7. WMAILS IR EBE, W T A I8 B A B I RO A ARy SRR A 1
TAE, HAEWBUT O XISE T — A AT LUE 3 2 B R AT AR diE, AT N Rk EE F
A =AU BN G R ASERNL, EH — N ARE BRI SR IR A G 5] 5 T RO H A
AT W RIS TASERD, SRR 7B R A AR S0, AN LR EE AN 4R T Y R = A R
P (LA 1) [4].

Figure 1. Design of public signage in the Hague City
B 1 EFmHAEARRIET"
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TAERT S, ATV R 5] S BE 08y F - S AF s LU S AN R, SE B 1 A0 i K S WL A5
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32. “IREFRAIN” : AFHE—EIR

(EATEIEAR) high, AANEEEFFMEImE, Kt M aE S, HREML(E
TRSNE BN AL S 1847, M BN AR ED[S]. BEORE, B X
B RS B EBEMARMIGER . 7 ERXMELT, BIERECHEAAMELL R, BTl FEm
ZraTREAAREHIL “ IR JFH, PEEGE SR 7 ATEE B i05 3, BB EE >
ATERASCH i KIS LR 18— 204730

A AT, 72 B SCER BN SR AR Vet AR T BR R — 0 e R R W, b B IS e
P SN R H SRR i, MOX— il R W WA BRI RE N DL, 4k Tt e A AR A 1 /K, At
B TSR ACRTRICBIT, WA 7R 15 A R BOROBR 2T K o A S, 35— T G 0 2 ) s AN et
W IFARA MW IR RARER &, AR SR, A TR BRI S BT AR T,
P28 B2k TV, 45 Rl i b LU P 75 2%

33. “REREF’ : BEMESERNBM

NEKTW BRI THIGE LR, JCHRAEWE RAT AR AN, A RS FAR S B o 0 T2
PR &, T2 AR AT BN, — R A 45 Bl YR Al IR A B B 2 B SR I . D R T )T 2 A0
ARG, WASAE I 3470y, BB bR S B ARG B TF H/ECRE T B 2T — B g i s o & .
DAECRT A% IR i 2 5 00 9 9% 285 (0 000U, [0 k9 2 30k 50 FH P R 58 5 40 i PRV 97 7 6]

N BRI, (BFRFE SO “IBshdn” , MRS R RE LL R Ja /e . stk ml L, AR5
BAWEA—MG T, IR EReU SR E B rl ik 2 e O N BUKHE T . AR S5, H ik
FEART A RIS A 7 s 0 A ) ) Ao AR o [] 2 25 o ) 8 5E R0 (anchoring effect), B 2 FREANIE AL
T AR LR G ER, RIREME 7 —RERERIZRIER, BB AL BAE B 2 A 0
Vi ELE —IRE RS HE[7]. (BFE, S8 s, AMIBESZEEW, JoEIRIKE
THIE&. D2 MA PIVE AT, B LR AR 7 NATTHE 320 9 8 SR ) RIS MR Rt “ B
RPN KR IR S, AR A A B AT Dy . R, AT AR A E AR A
Hohp (5 BN st A Bk sd % . FlandE RIREEshd, P af R HEE B REEssE 77 e
BETE M S SR, P28 T ARIREATIN Ry “487 , REEM Mg e, LRk
S PE NN E CH AR MRS 3RS T R dh (LA 2).

4. BTHT: MEHRNATHIRS| SRR O

WA 2831 S AL L et R A ALERAVE SR S I8 Gt P S ST B R IBE e 0 AE 12 4 H
eI A 8], SiH P E RIS T7 sUZ I B KRBT KR, Bt k. T FRE
FA o NALSE T ST ROR G SR shas Ebs =07 AT BAR 34T o
4.1 EFESHMRE®

NFRMRTHRE TR B REITR, I HAEMERCR 1A I8 2 1 3 B LA 4
BORASFEAE 2 [0]o WA A, AT L5 SR (B SR AN B b i, KA (10 75 SRAE 2 R B e F
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Figure 2. The role of “anchoring” in online shopping
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Figure 3. Page of opening the network privilege member
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Figure 4. Page of uninstalling consumer software
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Figure 5. Page of fan group upgrade task
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