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Abstract

This paper aims to systematically analyze the construction modes of multimodal discourse in e-com-
merce advertising and their potential impacts on communication effects. Based on multimodal dis-
course theory, this paper starts with three modalities: image-text, audio-visual, and interaction, and
theoretically deduces their mechanisms in the process of “information presentation-emotion arousal-
behavior activation”. The study focuses on how different modality combinations may influence
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consumers’ attention allocation, information comprehension, brand attitude and behavioral intention.
It theoretically explains the positive effects of highly integrated image-text, emotionally coordi-
nated audio-visual combinations and interactive design, as well as the negative effects possibly
caused by modality conflicts and information redundancy. Through theoretical analysis and deduc-
tion of typical cases, this study provides a theoretical framework and strategic ideas for the multi-
modal design of e-commerce advertising.
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