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Discussions on Emotional Design of Commercial Advertisement in Consu—

mer Society
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(Nanjing University of Technology, Nanjing 210009, China)

Abstract: Combined with the emotion concept and levels, it discussed on how to stimulate consumers’ instinct and
trigger the sensory level of their emotional experience by using sexy elements, negative emotion and the moderate use of
the unique design of the meaning and form in commercial advertisement design.It also discussed how to stimulate
consumers understanding level of emotion by implanted appropriate cultural symbols, so that they can obtain a deeper

emotional experience in the interpretation and consumption process.
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Fig.2 Advertisement of Benz s—class
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Fig.4 Advertisement of Pony
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