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Abstract

In the mobile Internet era, social e-commerce consumption has gradually shifted from information-
search-driven decision-making to visual-content-driven engagement. Taking “Dopamine Dressing”
and “Maillard Style” on Xiaohongshu as research objects, this study explores the mechanism through
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which visual narratives promote commercial conversion. By applying word frequency analysis, senti-
ment analysis, and semantic network analysis, this study processes relevant notes and user comments,
and summarizes their semantic structures from six dimensions: color, emotion, aesthetics, identity,
practice, and consumption. Although the two styles differ in color systems and emotional expressions,
both attract users’ attention through highly recognizable visual features, reduce the threshold for par-
ticipation through emotional resonance, aesthetic identification, identity involvement, and tutorial-
based content, and further guide users toward searching for the same items, saving product recom-
mendations, and placing orders. The commercial value of visual narratives does not come from im-
ages themselves, but from the synergy among visual symbols, emotional value, social diffusion, and
platform mechanisms. This reflects the transformation of social e-commerce from function-oriented
consumption to emotional consumption and identity-oriented consumption.

Keywords

Social E-Commerce, Visual Narrative, Semantic Network, Emotional Consumption, Subculture

Copyright © 2026 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 518

LAER, BEE BB R LR B R SRR, A R AR AR T 2 SRS B0
Jr A RBAR R A B, EASEAE N AR SRR NS, W AR B S AR,
SR AP AR . AT SE ) T B R A B P AR AT S RS G A, AR EEAT I R
ST DN AR KA DR G . s RN A UGC) T 3, dify “RiE” il
SRS, T kiR AL X A o R AR AR — AR RS, KR RS R, LUK
SO sGEAT R RAE, L i RAR RS I (e W Sk 3. IR “ N + LR IR A B AT
MR A AZ P26 5 Y AT B RRER, MR T E R SE I [1]

SR, 52 S AL SRR B 78 2 A vh T2 WL H R BT S8 1 70 b,k = 008 B A FE A% SR LA
MRS T AW EAZHEMET T, PG E WKz 224782 B, ASEosR w5l
K TSR B A, B2 L SE SR it JRATTEEER “ 2 B #87 A “ SEhiqd X
TP I o S TR AE /NS R R B B TR R, SRR SN L o3 AT 75 VSR s AL AR A T B AR
ES B R EIRAE S, RS 8 USSR TE I G808, RGEHET IR RFH 5
FOZRRIR R AWHTCREA B T A AR A B 71 B AR o SeAR FR L, OB B SRR S % .

2. AXEBIREMREE
21 BEIXHESHAFE

B2 2 A 2N R B DO IMEIE 2 B3R 2K AR S IR = AP, 2 Ax)
FER R A S BN AL — BN A A, A () s 245 32 I RBUR AR B 53, 479
Vi VAT AR . RN FAET T, SRS e Rk 5 SRS SN
ERRAE T AL S A AR IE[2] [3]. 2021 4FRALLI Y2K KUk @ I RIEME . R o R 5 TR 51
AP, FEARACIR ESUR KRBT 565, fEILREMESEE, s P st R
e 56 AN, JRE S AR Y2K BRSO i EE B PR o H BB R IR AsR L . ik, fEARAC IR

DOI: 10.12677/ecl.2026.15111216 113 HLF 7 55 Ve


https://doi.org/10.12677/ecl.2026.15111216
http://creativecommons.org/licenses/by/4.0/

TR, BRE

st L AU s T b A5 S, SR B B (E AN BOA R, FH P LE L8 KUK R B R R IR
T T F0F it R 7 it FD 25 88 S R i 2 o

22. REHBEREEH

“HEAE R SRR B A AT O DRSS B AL I OB, SHMIBRREE E E , AATTE
RUEFGHANE Z A K. Z AT AT S XN BOR AR R 28 107 dh i 3%, 18Pl iE
WA H KL G FRPURHEIR[4]. EIHERLT, BHEISAUENER S IME N g e EHER
R, MR TCETE R PSR A R PRI, TR SRS R R AL ATV A2 BR A AR
PE RS I, G0, R 5 B R RO S AL B B (R 7 S AR T (R B B) 2K
TIN5 7O R IR A5 5] AEAEAT & B, TR N AN FE 20, XMEE EHRCR Y
BOK, WAL il 2R ARSI R E, WSRO AL AR I BAE A A i AR v o

2.3. mdlEE

AR A% UGC CBONAE S B B % YH . AW 7T SOR B 7 /N4 UGC 1)
TERMLH], UG i8I 2 R L SRR P I 26 59 S alil, ANk — D35l K sk [6]. 5
—J7T, Hajli #8H, #LACRT5 R IELAL X . F P HERE 5 PPR 54 24 28 B AL R g i 1 5 FH P (S 4E
k& scE, DR A LRI [7]. BAORE, BUEWEEEN: MBIt AR 15T
GBI MR L IR R AR, B S S T AT N .

255 RPN, A AT AR AL SE A A L A AR A L A ) ALSE B — S A R
B ) — KA FF 5 (RS AL 4R~ IR R R AT E KImaas . SR, B AR S8 n R A ST A X
TR AR AT R 2 T RIVE ALE], 7% SR 0. B AARYE LR B, A 70 I 18 R4 A Ak
PR Z R AR, 3B Hr AL

3. ARG =E

AHIEFEIRZ O o3 AT 5022 1) 2 1 U 28 A R0 43 i vk o BRI E R« DA/ & B
HAE 2023~2025 FEYRATIN “ 2 BRI SRR RS Y RN 2. f#H Python 45 € B 43 S AU I
R FE T HT 1000 f = BTG A TR, JRISCEEZE D ER 2000 4% (FEA R 1000 2%) KRt R E
WHE . BRI RE LR HTML #3288, RE. JEVRRRIRTT 5 AR5 18 45 B o0 0t SOARIEAT 4301
ol an AR LIS T BAESE A, KB, FFEATLAR R0, RWARE” , piEgi Ry CRREEL, B, s,
WA, KBh, F=, WL, mE, W, e, ME”, JEd g WA

i R 2= AR s ] A ], 9 IR 2 B B e A B T SO BE AN SR S . e ) i S
W2, Ao AT SRR 2 A R BOC R AL O BFEE, R ARG B2 B L.

N N A AT B VE ST, G EGE = HEAT IR AR VAR . o s R R S I A TR SRR R S N T
TR “H387 EHE SUNE S, IR RATEAE S 4 R E e A I 2R I 8 R S R IR
&, AR A P IR R S B . X PRI EL AN S T AU VEY, RafiaEie T “HEZE = Uk + freE
I RS R, RIS RO IE . K RS, 43 Bx B0 AP SR AT 1R AR Ge T AR 1 o0 47 -
175 I A3 BT T rh I i T E SRR AR R B b, TR P S S

4. THER
4.1, TSRS ERRSHT
AT IR P PR BUCEL 2 5, 4 I0HR P AMOR S IFRR AT, S PEHBUSSERT 100 HO K

DOI: 10.12677/ecl.2026.15111216 114 TR 4TS


https://doi.org/10.12677/ecl.2026.15111216

TH, SEATE

ARlE 1 AT S R P EIL AT RSO A o, DL B R R, BT £
ANMESPIRAE SUBRE . 25— /MESURRFLL “R07 ML R, EHE “he” . “He” . “EeT .
“op . Lt SERARBIEIR . X R R B T 2 B R RS A 0 E SC—— LB R Y KU
M ZERBIAT S . R, (0 )RR 2 08 & sl AR P 21l v i o ], 2R T
HZMRFR, MEFIDIMERE, SRR IS AT R I E IR sy, B i SOC RN
Y, MR TR AE SO P B . AR AR B S oAb SRR B R R R 2 1, XA
T EIE 7 F P ORI — RS I T I e B T (O r s /b “FR 7 “I ) MR ViR oz b =, 5
R IR T AR AL AP P 2 R A R SOA R, R 1 D R &
Bt B 21 U o F5 ARG o fEBRSRAL |-, RIS R 2B T 2 BRI N 2 o i g 4E 1
PLestta” “Bot” NARRIERIERYEE . LLEiRY “ou” “W6717 MR S5 MMEYEE
LA BEAR” “HET” “RRT7 NACRAUIRM AL, ISZBL /N7 “RUE” “Phr” AERIISEH]

TR
i A X s e
b 4 -
=E e INAR
CIREI— o o
X e T8 R e (1 BRS
> B
m_E Ty ) ﬁm*g m.?é
oy [ s
= 5% KBRS " . 2
e T / i =1 b

e =15 B
ot
! HER

: L L Rt ki =g 4
E@'mf%yﬁ IEET] )
mi@ | /J\m

it
Eﬁiiﬁij]&/
An
3 e B g T
AETR I R T i

™ %ﬂ?r Em
Figure 1. Dopamine user notes analysis word cloud chart
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Figure 2. Dopamine user notes analysis: word cloud and ring graph
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Figure 3. Dopamine-style semantic network diagram
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Figure 4. Maillard-style semantic network diagram
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Figure 5. Flowchart of the commercial logic transformation for visual narratives
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