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Abstract

With the development of e-commerce, audio-visual symbols of animation play an increasingly critical
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role in the emotional communication of advertisements. This study starts from the two dimensions of
vision and hearing to explore the emotional construction mechanism and communication effect of an-
imation symbols in e-commerce advertisements. Visually, elements such as character modeling, color
system and motion rhythm jointly shape the emotional tendency; aurally, sound effects, music and
voice acting cooperate to strengthen the emotional atmosphere. The study finds that audio-visual
symbols of animation can effectively arouse consumers’ emotions such as pleasure, trust and sense of
urgency through metaphor and symbolic integration, thereby affecting their cognition and purchase
decisions. Meanwhile, factors including audience differences, advertising scenarios and cultural back-
grounds also regulate the effect of emotional communication. This study proposes to achieve precise
adaptation of symbols according to audience profiles, and realize the integration of localization and
innovation of emotional coding in cross-cultural contexts, so as to improve the effect of emotional
communication in e-commerce advertisements.
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Table 1. Emotional narrative construction of visual symbols
1 MRAFSHERNELE

NI S KUY X 15 S A I8 AR R
o Jer TG L L B SRR RYIL A%, wak TR, BE, XM
LRAEN] LT RESE Bk HE, FEE KHL HRG. THK
- FSEE AR at. fatid. W H S fReFHiEsl . IREIe
Rt + DEETE AR Al BHE WK e T A SRR 5%
N TRETHR . mEh (D) #e k. RIS bl PR WS, BT TTETIR
AR KBk, SRz 5) 5150 fEAE . JURE ALY AN E It
Y- i+ IEMEEK HAK $ORERK AMEHESR . KN 5
LBz 5 N9, N ik 1] DIREfTs . SRR

RS, U ARE & I [F) B BRI [R] S 5 P T I AE R 0 - TSRk . & AR A SR SRR A
i A AR ZE AN S R UM TR U . IR Sehah e sE, BN, SR IRAF RANNC 43 & A E iR
s V8 B TR A R A PR AL A BT AR ) T G5 R A1 48 A A i PR 12 3]

Be & AT 5 R4 R IR ASURIROL I IR ME KR aRIE, A2 IR ERTE R e 2 WY
Wi 32 ARG AR BRANSRIE IR, R Al RO 35 58 5 A AT & F PR Bex 4, Bk it & R A1
BONTA], b A P 2 R i T R AR E e R I TR BRE R A ED R . EEEHME IR EALE R
PR A BREHET M. 77 2 Rl ZLE MO, 2R SE R E RS R, RUEEEL: Hirk
SRALAE VORI, REEMZ ISR FI2H, RGO SHBREGER, EXMEALHETD, Friffs S
MUoE A A5 IS B, AR P A AR R S A ) B S TR 17 2 W 0 28 A0 ) 2 11 3 48
T£[4].

2.3 YRFSHEESRWRIE

FEHR ), ShEALNT A S A OOR PRAER BN, ORI RAL . RS AL e B A
7 NIRRT AR R AR S S, MR, BARTIHBLREE . R A O S R AT S,
HEHOR TEBRZDREMN GAL R S, BIRR O RREREN, RRZEEERERR, TR “X
BE” “REAE” SRR mWAME GRS EEIE gk, Bl CEET R Il AR R
IR, (RAE AR R RS GRS NI R SRR . W R T, R E O R ZE AR A e R
GRS, AT RS E IR R SURE, RS R R M AR
&7 s 7 SNBR[5]

MR AT G A5 5 I 8] i L AP0 AT S5, B R R AE M B — RS s WS (B A3, T
RGNS SN, BRAEN DAUE AL, 7 i N i 208 12 BRI shiad, AR E] =i
Hrom B RO, RAE “ Y Ew AR R 7 R AR (R B s, SE T 2R AR Y S DU E e
FREAIZE, AR A AUR ” ST ). IR R, AT S AR SO R R R A, SR RARTRS
A BCHE SO HEZ L, el I A e H AR R B 5 A R E IR, BEWWAT o “BIH " “%
7 ISR BG IEREE T RCR . T R AT AR A GO, M YT R A THARSL
AN B G RIE, TE B S B HLRR A RS a2, i A e AR
W AT BRI TGN E B B RALRIGEEOR 2 M0 S B 5 A 286 42k P 7 A% 4 Bl 6] -

)|
)|

DOI: 10.12677/ecl.2026.153350 914 TR 4TS


https://doi.org/10.12677/ecl.2026.153350

fNoR

=

3. ZhERFSHERARYREXWE R
31 EFEXANANBRENER

FERTE S, AU B AL TS 1 AR L 32 HL O 0 B SR R, AN ST 552
ARAEBOGAE . MR TR R DA R AR, fln—rersskmtsifE, iRk d
AL HLKHE G A R BRI R ) SR I, i BN N 2 SO BT bl 3R AR B A K 47 5 MR AR
AT S BB R, B B AR R R AR UK ORI IR, UhIER S, B
T I CACAR B AR it R P R o T A5 BE 1 LR SZ [ 7]

SR SR M SIS 52 A Sl 7 28 AL R 2% B IS IS, SRR S Ak B ) B il BT 4 ML
it R 2 RZIFE S A G, Wb, BikA AN 5 AR QRS AE /1 R 5, A5 W 1R E1%
B W MPAE RS 4 P RERREHRMELRREE. BT RINAIER S, E5ER
ik RAERAERC LA BARTE B 60 FUA 2 R ONMEAR IR SRR, s A A P 2 o xt
SIS IR < B ” BIE TR EN I, xbad EERRI S 25 R B 5E, ML, . i
HIARF 5 KRR BE eSS HL 3L

32. T EURSHSEHANRRBIME

FEHLRS S, ) I AR S E AT TS 2 B B A ORI e e AR . 7 2R 5
FIUEAT SRR MG EA R DIRER R oR R B S ARG S 0 ) A 1 5 A i A
Mk gnte. % R GO IC UL R RS I EAC 5, RE Tk, AT g5 RS s 15 e BN B v ) St
Bty SCRRSE S RBUA IS I SRADER . RGOSR, EiSkRE. LRz Rn
ettt TR RSB . RGN R IS Zh AR R BRI, B TR E SRR s,
DAY “ BRI B BRSNS R BB L

R ABOICr G S IE T AT S A A R R AE R, KSR SRR TR E
IR, HRAR S LA AR AN DR 235 R0, FEARREIN o) L Se LA 28 ) I k7, BE s R . %
B SLZESE AR s AR A T B RO A RE S R Y, EVRRLIT AT S R R
f77 A 0T e, LRSS BifE . BRI A RE R 2R . T B4R, B JOR AR B it 52T
BRGE A ML B F ARSI R A, RESRE RS 5 1450 PC el Hp 1 65 iU
A JR I o A5, HEBIAT 5 AL A AR B 2 B AL SE R PP A R SRAL BRI XT LB R . AN
Yyt A — R el m AL A7 5 A R BOR T DhBE ) “ I BEREZR” , (AR S A GRS AR
JEETL L B S AN [ f 17 SR A 1 P

3.3. 1RRMEBARIHBRR R

wiE 1R, ShERYT RS 5 R IIE EA S BRI RIW AT R, T — % RS
—ATHNERN” ZHBEANBGIER . A AEFRER S A, BALR T R U CES T, B
FEMRIDE S R« Doy A5 1 48 Bl M R Y At 2 B, BRI SZ A0 R L U AR T RO B A, Ak RS AR
FER” AN TIAlZ, BAMESREERS A EENYPE R, kil fEd, @R, Fkis
BRI 5 A L [ R RO b RS I TR R i, R A A2 A N 4 B A B T It T i A (0 72
PRGN RS, TR HE b Seil “ IR SIL” SR,

AWEFEIET Su [B15¢ T A “HY” &AL AR S W EE P R, Xu & Ma [9]96 T 2 itk
JCE N AR 5102 R IR BB BE 5236 (N = 1000). PLA Adinata & Sudarmiatin [10]5<F FOMO 5K

DOI: 10.12677/ecl.2026.153350 915 TR 4TS


https://doi.org/10.12677/ecl.2026.153350

PSR

@ BERRE () FEREEE () REARR @) MR

LRI

R SCPRIESE
RS TBsLER

FRREIARE
Figure 1. Radar chart of the multidimensional influence of emotional communi-
cation of animation audio-visual symbols on consumer decision-making stages
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