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Abstract
Against the backdrop of the deep integration of the digital economy and social media, online marketing
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has gradually shifted from the traditional information dissemination model to a communication mech-
anism centered on user interaction and emotional value. This paper takes Heytea as a case study and,
based on the AISAS model, analyzes its emotion-oriented online marketing strategies and their mech-
anisms. The study finds that Heytea captures attention through visual symbols and spatial experi-
ences, stimulates consumption interest through emotional narratives and lifestyle expression, drives
information search and consumption verification via UGC, promotes immediate consumption behav-
ior through scenario-based design, and forms a communication loop through social sharing, thereby
creating an online marketing system centered on emotional value. The research indicates that in the
context of new consumption, consumer behavior has gradually shifted from traditional rational deci-
sion-making to emotion-driven behavior and social participation, and the AISAS model has evolved
from a linear structure to a cyclic reinforcement communication mechanism. Emotional factors play
a key role in consumers’ attention, interest, and sharing stages, while user-generated content has
become an important support for brand communication. From the perspective of online marketing
and consumer behavior, this paper enriches the explanatory power of the AISAS model in emotion-
oriented scenarios and provides a theoretical reference for new consumer brands to optimize their
online marketing strategies.
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