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Construction of Audience Emotion in Interactive Advertising Design

KONG Ran, QIN Chen
(Guangxi Arts University, Nanning 530000, China)

ABSTRACT: The work aims to emphasize the attention of advertisement on the audience’s psychological changes in the
process of design and expression, to study the construction of the audience's emotional system and the establishment of
deep emotions in interactive advertising design. The AIDMA model was used as the intervention point to analyze the
psychological changes of the audience in appreciating and participating in the advertisement. The different emotional lev-
els and styles of the audience in the construction of the emotional system were analyzed through comparison between the
longitudinal (traditional) and horizontal (various) interactive advertisement design works. Through accurate positioning,
user portraits were established; through behavior prediction, guidance routes and scenario scripts were set; sustainable
design principles were followed to show comfortable contents and forms; and experience was taken as center to pay at-
tention to the art of communication and other design methods, so as to explore the deep emotional design model of inter-
active advertising. Design aims at the scientific combination of human rational cognition and perceptual emotion. As a
new form of modern design, interactive advertising design should pay more attention to the emotional communication
with the audience while emphasizing the interaction of information exchange.
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Fig.4 Analysis of interactive advertising user portrait
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Fig.5 DouBan H5 game advertising interface and scene
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