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Abstract

This article explores the impact of character design on user experience in e-commerce visual mar-
keting and offers optimization suggestions. Visual marketing is a crucial means in e-commerce to
enhance user attention and promote sales conversion, and character design, as one of its core
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elements, plays a key role in information transmission and brand building. This article outlines the
definition and content of character design, including font and font size, layout and arrangement,
color, etc., as well as the theoretical basis of the impact of character design on user experience, and
analyzes the impact of character design on user experience from three aspects: improving infor-
mation transmission efficiency, enhancing brand recognition, and optimizing interaction experi-
ence. Reasonable character design can significantly improve users’ cognitive efficiency and emo-
tional experience, thereby promoting purchase behavior. Regarding the optimization of character
design, this article proposes suggestions such as following basic design principles and paying atten-
tion to user habits and needs.
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