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Abstract

With digital economy and media integration development, content e-commerce becomes the core
of e-commerce transformation. Its emotional-driven transaction logic raises higher requirements
for APP interaction. Current content e-commerce APPs have standardized basic functions but face
visual homogeneity, redundant operations and insufficient emotional resonance, failing to meet
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users’ needs and restricting industrial development. Based on emotional design theory, this study
analyzes APP interaction systems and proposes emotional interaction strategies from instinctive,
behavioral and reflective levels, integrating multi-sensory experience, optimizing operations and
building value recognition. This research provides references for optimizing APP emotional inter-
action and marketing models, promotes the industry’s shift to emotion-driven development, and
enriches emotional design application in e-commerce.
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Figure 1. Emotional design theory and the framework of content e-commerce APPs
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Figure 2. Emotional interaction strategies for content e-commerce APPs
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