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Abstract

This article delves into the application of facial emotional expressions in e-commerce visual
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marketing and their impact on consumer purchase intentions. By systematically analyzing existing
literature, this paper reveals the relationship between facial emotional expressions and consumer
purchase intentions, and assesses the effectiveness of emotional faces in e-commerce visual market-
ing. The study finds that positive emotional faces are generally associated with higher purchase inten-
tions, while the impact of negative emotional faces is more complex, depending on product types and
individual consumer differences. Furthermore, this paper deeply analyzes the influence of factors, such
as cultural differences, facial features, and product matching on the effectiveness of facial emotional
expressions, and proposes future research directions, including cross-cultural studies of facial emo-
tional expressions and the development of personalized marketing strategies, aiming to provide guid-
ance and insights for visual marketing practices in e-commerce.
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FERLTRISSIAE T, T OB G5 5 AR 2% Ak 2 B 0 A — B0 25 T FLOR I 5 i 4 5
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o A, VR TSR0 W SE IR R LA, SR T AR £ AL AT BT I S| 0 AN
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