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Interpretation of Suspense Advertisement Based on Reception Psychology

GAO Lan-ying
(School of Art and Design, Inner Mongolia University of Science and Technology, Baotou 014010, China)

ABSTRACT: The work aims to summarize and refine the creative techniques of suspense advertisement, such as logical
appeal, emotional appeal, storytelling, humorous, abnormal and simplified techniques, based on the analysis of the
specific expression forms of suspense advertisement, such as one suspense and one answer, one suspense and many
answers, and many suspenses and one answer, and to illustrate the artistic value of different creative techniques by means
of specific suspense ads cases. Based on the psychological analysis of the receivers of suspense advertisement, by sorting
out the concept of innate structure, time factor, individual psychology, reception psychology process of the receivers and
so on, some suggestions on the creativity and delivery of suspense advertisement were put forward, such as moderate
exaggeration, curiosity, suspense, etc. Case analysis and literature study were used to explore the unique expression form
of suspense advertisement from the perspective of reception psychology, as well as the cultural implication and aesthetic
law behind it. The creative form of suspense advertisement has existed for a long time, but different research paths from
the perspective of reception psychology and creation psychology provide different perspectives for the comprehensive
interpretation of suspense advertisement, and also provide reference and basis for revealing its unique artistic value.
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Screenshots of "black bites" video advertisement
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Fig.2 Video ads screenshots for Jizhi syrup
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i

HarE W2 WL SR T RO IR 101

NSO R K

Fig.6 Courier video advertisement screenshots

3 BRI EEREZOESN

31 BRIMEZAEIOENEESN

ZAREKERT RS B OIS AE | HR
i 55 RN LR B - S B S, X T 4 72 A AN TR 4 s I
Fiko 200N, IORAN SEAe s fERER
3.1.1 ARSI IAE &

FEAELENY G T ARAEHEZAE S Z T AETERY , %2 &
PR ZE 4 i O B S, SR TR SEARAE Y “EA
SRR U 2 K (o HRL A B R T B
3.1.2 SErESSHR AR H E

FEASIHARAR AT 32 AR L A1 O o 52 X v S5
AR o IR R B S B2 BN Z5H T, AT
TSR | BRI TR, S AT AR E . A
SR, L B AT A 2 O R Al L, R
ML A, HALE BRI K. T ERIE S,
JEARXE g AR e 40 BE A 1 Mg 22557 T 52 eqE
U5 25 AR G AR 22 55 1 A ST T . AR O A 7
TEAE, BEHIT.

3.1.3  SErESs R B A PE O

ZARANEES 2R, A ERe, XAgH
O FRTIRE AU R X R IR Z AR e 25 57 o A B s
R A A N S LUK 0 2 i B | P TR 0
HAAMay . SOV EEE | 1E i sh RS, B R
T B B s KRBT MERS , B A . B
S, R AEAR R, EREAMERR ) 2
¥, EABWARI . Shmksg . SO RIG SRS, &
ARH B . B EEVET S MERTPEAS , EAA R .
AR HN SRS, B EET%E . FEH
JREIE B & o AP e PR AT HE 1, fEZ AR, TR’
A PEAS R E L T H AR A TS R AL R SR
o BBERTIL, SZARM R R R A, IBE

B RIS Y
32 BRMEZTAEIZOEELRE

2 R R NP IR, 32 AT B it
ATRBHY B AR RS SCAREA T R

A ARESLE s,
3.2.1 HlBE B
7 A ) D R T B B S| T AR
M. B SR IR, SEIEZ AR OB
FRAE, (HIL “TAATE, SREAR. BESFiLiE
UEAEAR KRR EIc N2 . AT S e,
“hIE 9197 TR E ST ERIMER], T
TERNB Y BT AT BT 52 A% 0 5 ZU AN 5 |, B
AR N T T = ot B I A o = e A S
KU “Ha—Haml”, w5 “whiE 919”7 EKIREREM
W, fFAEaEFUm RN, (HEEE T 1
M) S B RARAR TC L AR G G T, A S —A)
BB faEAR ML, HAZR—TER.
322 BAIM B

TR S LR ) (R R AR AN 3, R4
B 45 52 ARG BRI, WA BT, SR A sh i
BAE . A TEROMBE A, BRI B A BT
J RS, R T A BRI B g AR
Hrp PUEE AT LA A B g R B, ik
BRI, Bt i . HEBIDF 45 . B ARIE B B
o () AR o A Gn g T (R A 2, 2 AT AZ AR
L ER = A AR K
3.2.3  [HEB B

175 TR B B LA AR 35 35 AR 25 AR vEXT ) (5 B
VAT VAN R 1 2o A8, 38 3 T oE RN R (A~
ANEARGRE ) M ERE (UG X%k, S5
G, &7, IR ) KRGS E R . MEOF
SREE SR LUE S, 07 i 5 1% Rl & T8 X T AE b



102 fu, %%

T 7

2020 4 1 H

TP TR RGN R, T LR BE
TR e, XEERRERR A ZARBIF .
3.2.4 BRAEPTBL

PRAL B B Z AR T B R . 2 R AR RAE
RAGEAR, J& T B AR JE se it I RN .
WA T8y, 8@, MiREEE, KA
W@ A, BT AR TR, FIH
Mot WFEr . RME L IROUFSERGE, WOR SR . FIRE
XS EARE, TR SR R ki e
RUEH T RISV e 2T B, Bk A S/
FMERT ., MR, BIREZ AN IO R
ME SR ) 1R X AL B B IR, &
AR TR AR

4 BERITE ET MBE

4.1 EHREFE

BT IR E RN T RS2 AR ST I ik & 1y
SERRER, AN T MOT X . WRE ST, 2
AT A R 5 BRI R B Z [ 22 0E K, i
XOF it R 77 it JER B AN il o AR AR PR I AR R R B S
fif S PR 30 BE Y ok A AT DLk e A2 AR H B B 42
95 H & PR B A O S A T A IR I R X, 1R
SE 4T 8 T U A A 25 SRS B A A o8 A A
Pl 11, 2N L O AN R S I I S P <)
WREM TR IR, FEaESERZENS
—, ARELUH A Z AR BR . Flan BN B ).
G ) SRS WAZ KT “B&5H 10777 H
FaRET
42 BHEEE

TR R R, EER—EE,
—ZAEE N, EEAEEIEL, B EE
HErtE, 0GB BRI ic i .
R ERET, T I B RS2 AR R
DR, JFEISAATR O R R R T TR, i
TR E .

4.3 EEBHE

B A G B B AT R AZ AR A I AR X Bl
WIRF IR T AT BT S A5 B BR e e B4
NI BE T, AN Z AR D BTN, R
fif B L HEAR A BT AL, ) T EAL, R BE A
PRGN EGE, NaHE B ET R, SRz R,
wr, 2010 FFEETHEAM “ROY” ZEdLHt. T,
TEPH L R A I 4 Hh 1A BSR4 . R
F(A] bl ZEqdR k™, B EET WHRIRHE, AN pEML
RGN Sa RTINS I (T =3 - 1 |51 PO SR RS R AN
DL O o BEAN, BERASHE R T 32 A Y B AN

B, TR 00 B RS
5 &5k

F 1l e R B 1918 AR FRTE Bl (H
). BT ) b A fE BB 2w /N R A T
100 4ELIK, 8BS M B e i s i fE e 51 52
RS HHEER, IR TR R RCZ, W5k T
EAERRRCR, R T RS HIE, BT R R
FIRE” o AH B &)™ o A B AR 3 w55 T HAl ) 4
N T B SZAR BRI AT O A L, TE R R AR B
A BT BBOAE AT i B B AR R R, ARz
AR KT B e A R L, IR AR A 2 15K
HRRTCALH o FrAmR A AR Z Il , IS
BRI, BT R BTG
BB R R, (AR I R TP AR 2 O B
B, AR, JURIZ B SCERIE, MR E
TETAA S SR SE R . Z5 LA, BT R —
ERIIE], 4 T HFIME, HAAFAIE

STk

(1] S, )& 75 AR 94T o a0 BEE R
M]. demt: T ETE R, 2008.
MA Mou-chao. Advertising Psychology: Advertisers'
Psychological Understanding of Consumer Behav-
ior[M]. Beijing: China Market Press, 2008.

[2] 2. ZH0 ST PR 6 T K EUE
[J]. H4EiE#, 2013(7): 89-90.
LI Yi. Plane Suspense Advertisement in Multi Media
Environment: Disappear or Extend[J]. Young Journalist,
2013(7): 89-90.

3] FREKF]. BT —2 e ke i R B S E
(. P EASFEATE, 2015(4): 82-94.
CHEN Chang-li. Horizon of Expectation: Reflection and

Reconstruction of Reception Aesthetics Methodol-
ogy[J]. Evaluation of Chinese Social Sciences, 2015(4):
82-94.

[4] ZHE. RIRENEET TR D). BHEEE,
2012(12): 670.

LI Fei. Talking about the Application of Movie Sus-
pense Advertising Techniques[J]. Science and Technol-
ogy Information, 2012(12): 670.

(51 BRmifE. A b AR R i SR ). X2
A (2R D), 2017(9): 138-140.

CHEN Li-jia. Analysis of Emotional Appeals in Adver-
tising Strategy and Explore[J]. The Art of Chinese.
2017(9): 138-140.

[6] AW, SCALFE M. dbat: =BEBJE, 2005.
ZHU Guang-qian. Psychology of Literature and Art[M].
Beijing: Sanlian Bookstore, 2005.

(71 BRI BARLE R R b i M S s ).



A A2

Ik

g

2 ETHZOE

B e 103

A 2 A BT B i, 2014(4): 17-19.

ZHAO Xue-mei. The Importance and Application of
Lenovo in Advertising Creativity[J]. Journal of Jilin
Provincial College of Economic Management Cadres,
2014(4): 17-19.

TR A SORR RIS S 5 2 AR 28 S R SO —
U A Sk T A B (g 5 ) 32 AR o B (0], T B 1
2010(6): 58-63.

ZHANG Lei. Code Presentation of Media Texts and
Differential Meaning Production of Audiences-analysis
of Audiences Derived from Empirical Investigations[J].

International Press, 2010(6): 58-63.

RO TS O SO EE AL M. JE s R
FEl AT RN F L 1991

TRAUT R. Strategic Brand Positioning of Advertising
Attack[M]. Beijing: China Friendship Publishing Com-
pany, 1991.

B ORB AR N IR ACE ) A KR [T AR
#,2016(34): 47-48.

LI Yong. The Risk of Newspaper Suspense Advertising
in the New Media Environment[J]. Young Journalist,
2016 (34): 47-48.

( 3555 83 11)

TR o B 44 B P AN RIS R S Y, B T 37
AR sEg AL A A b, HRiig s e A
BB Rz, BT BB OC R 1 )
AL 4 DU FP S A A 5 2 8, R S 5 A ER &
i e G M S AT T LR, SR LA A H At e
AT RENS IRATF BT $E AL T B

&% 3Lk

(1]

SR DUACPE i IS E BRI E S [D]. 22 =2
28 K27, 2019.

GUO Guo-ge. Research on the Co-branding Marketing
Strategy of UNIQLO[D]. Lanzhou: Lanzhou University
of Finance and Economics, 2019.

St FEMVE. EUREIH L T A7 5 = B ah R R
1], Wit 2019(6): 114-115.

GUO Qian, TANG Lin-tao. Image Poiesis: Design Foun-
dation Course Construction Based on Semiotics[J]. De-
sign, 2019(6): 114-115.

WAL, IFE S IR A E BT SE (D). bR MO,
2018.

YAO Jia. Research on CO Brand Marketing of Fashion
Brands[D]. Jilin: Jilin University, 2018.

TR, Ik it R B X HAN (B A 2 e (D], B i
WYEUR, 2018.

ZHANG Xiao-tong. The Impact of Clothing Brand Al-
liance on Its Value[D]. Wuhan: Wuhan Textile University,

[9]

[10]

2018.

FUHE R, AT IRk i MR 44 38 B SR g 4 BT [J]. IR
B4 2019(8): 366-371

BAI Yan-hui, WANG Hong-fu. Analysis of Joint Name
Marketing Strategies for Clothing Brands[J]. Journal of
Garment, 2019(8): 366-371.

B AT R B S R (M]. B s R R
Jitt:, 2016.

ZHAO Yi-heng. Semiotics Principle and Deduction[M].
Nanjing: Nanjing University Press, 2016.

BRI, IR RN AR —— il Y SO 5
[AIRR[T]. VOIS K 2244, 2019(1): 110-115.
ZHAO Yi-heng. On Aggregated Series Texts: a Univer-
sal Problem of Cultural Semiotics[J]. Journal of Sichuan
Normal University, 2019(1): 110-115.

B, B AU S A S B OC R [J]. PR R
K224, 2012(10): 178-182.

ZHAO Yi-heng. Points: the Biaxial Relation between
Contemporary Poetry and Symbols[J]. Journal of Sout-
hwest University for Nationalities, 2012(10): 178-182.
FUIE 0T, TRl 538 48 ol R R BB B A ).
Bl 23 0F5E, 2018(1): 59-61.

BAI Shi-zhen, YIN Yue, LYU Shuang. Innovative Path
of Luxury Brand Development[J]. Business Economic
Research, 2018(1): 59-61.

SRS, B RIS I XU B SR (D], T34 A T,
2017(7): 79-80.

ZHANG lJie. Risk Prevention Strategies of Multinational
Brand Alliance[J]. Market Weekly, 2017(7): 79-80.



