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The Function and Application of Emotion in Advertisement Design

LU Zhi-wei
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ABSTRACT: This paper aims to explore the role and application of emotional expression in advertisement design. Ac-
cording to the background that the industry and science opened a new world for us, the updates and changes of advertising
were explored combined with its generation and development, then the demand of emotional expression under the char-
acteristics of universality were analyzed by selecting the advertising design as the foothold, thus the importance of emo-
tion in advertising and the impacts like dissemination of signals, behavioral motivation and emotional transfer and even
negative effects were summarized. On this basis, some specific design principles like ration, arts, humor, originality were
put forward. Finally, the paper focused on the visual expression of emotion that attracts the audience’s attention based on
graphics, text, color and other elements, as well as the deeper emotional appeal transmission, and discussed specific ap-
plication strategies. Visual communication effect of film and television advertisement design is inseparable with emo-
tional communications. It is emotional integration and sublimation in the advertising works that give them richer cultural
atmosphere and humanistic spirit, allowing the advertising works to have such aesthetic roles as edifying sentiment, puri-
fying the soul, pleasing people, which meets the diversified psychological needs of modern people and realizes the com-
mercial purpose of advertising.
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