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Empirical Resear ch on the Post-emotional Expression Type of WeChat H5 Advertising

CHANG Xin
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ABSTRACT: The work aims to construct the post-emotional evaluation scale and standard of WeChat H5 advertising, and
verify the hypothesis of post-emotional art expression form in WeChat HS advertising through investigative analysis.
Firstly, WeChat H5 advertising was defined as the research object, and the research equipment was evaluated and meas-
ured. Secondly, the advertising sample was extracted according to the sampling method, and the type analysis was per-
formed. Finally, quantitative research method was adopted to carry out the post-emotional scale survey and evaluation and
verify the hypothesis by data analysis. Four types of WeChat HS5 advertising of games, tests, generations, and videos had
post-emotional design forms and characteristics. The research results verified the hypothesis of post-emotional expression
form in WeChat H5 advertising, which also confirmed the existence of this new post-emotional expression form in new
media advertising. The method constructs the post-emotional evaluation scale and standard, which provides a reference
method for post-emotional design of WeChat HS5 advertising, and establishes a new perspective of the correlation between
new media advertising design and post-emotion.
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Fig.1 Research process
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Tab.3 Statistical analysis of reliability

ARSI
TERECLHE Alpha  FETARBEILI 7R BR Alpha T
0.989 0.989 552

x4 MESIUHSHW
Tab.4 Satistical analysis of validity
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Tab.5 Statistics of game advertising cases
BOTER Vi s JETEIRROTH FEE Ty 2% P 2 WaNiidi s
gD 2 0.42 0.65 39.83
P XHEEK FEFF 4 1.37 1.17 31.79
ki-gte 3 1.58 1.26 38.13
FEIE Rk 3 1.68 1.30 39.03
FE A=Ak 3 1.98 1.41 49.41
B NS Sy BT 3 1.37 1.17 39.03
[Ev bikezix s 4 0.69 0.83 19.70
P pee e 4 0.81 0.90 21.82
ARG 4 1.48 1.22 32.18
231 2 0.82 0.90 46.49
o B PR 4 0.86 0.93 22.61
AR 4 0.91 0.95 23.48
IR RS 4 1.29 1.13 29.59
ik MK 4 0.57 0.75 17.77
A 4 0.93 0.97 23.93
&= A e 5 0.27 0.52 11.55
FRAIE gtk 4 0.84 0.92 2231
EZ 33791 3 1.47 1.21 34.81
DR 3 1.52 1.23 39.19
— B 1l 4 0.53 0.73 17.14
iz 4 0.93 0.96 23.60
IR bt B SE2E 4 0.97 0.99 2434
S B ki-gte 4 1.18 1.09 27.37
FRAE FE L 4 1.35 1.16 30.61
ALk 4 0.52 0.72 16.61
- I R 4 0.90 0.95 23.42
Mtk 5 0.27 0.52 11.59
FRAIE BB B iU 4 1.12 1.06 28.34
ot TR 3 1.69 1.30 40.10
e R 4 0.62 0.79 18.52
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4514 T ARA R 5 0.27 0.52 11.45
- B E 2 4 0.68 0.83 20.12
T 4 0.97 0.98 24.58
FRAIE B A Ja 1 4 1.20 1.09 27.88
Bk 4 0.68 0.82 19.61
THPE BT 9% 3 1.97 1.40 42.38
o LEE B ARTE T 4 0.59 0.77 18.12
BRARS = FRELPERRAR 3 2.13 1.46 50.73
ARTE 5 ARG Ak 3 1.47 121 36.10
R ESi i 4 0.93 0.96 23.77
ok Stk 4 0.86 0.93 2242
R SR UL 2 0.31 0.56 34.80
Ji P A 2 0.24 0.49 30.43
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Tab.6 Statitics of test advertising cases

W EER WigS JRTEEOTR F-H41H Ti % i 22 SIHREE
gD 3 1.78 1.34 48.45
. PE S/ 75n EEFRS 4 1.17 1.08 28.50
F KA1k 3 1.27 1.13 36.20
FEE Rt 3 1.49 1.22 38.93
FE A1k 3 1.30 1.14 39.10
Bk VA Nt e 2 1.23 1.11 46.06
[ER st 3 1.08 1.04 32.53
HLARER 4 1.32 1.15 31.80
FHIE
ARG 4 1.25 1.12 29.84
AR 3 1.31 1.15 43.52
Bk gL 4 0.97 0.99 24.17
% HARE 4 0.89 0.95 24.04
FHIE SA R 4 0.81 0.90 21.77
. R 4 0.48 0.69 15.90
i 755 )
A 4 1.23 1.11 30.70
Jia [ VL 5 0.30 0.55 12.06
FHIE ARtk 3 1.42 1.19 38.40
ZHEIRE 3 1.30 1.14 34.37
IR 2 1.21 1.10 48.37
L B 55| 4 0.54 0.73 16.93
LYY o
RS 4 1.02 1.01 25.48
FHIE PHE Y 262 4 0.87 0.94 23.12
. Y 2N A Ak 3 1.53 1.24 37.08
PR A
FEE T L 3 127 1.13 33.31
E[B=76h 5 0.34 0.59 13.01
N Jis B 4 1.05 1.02 26.77
e AL 3 1.54 1.24 39.07
FEE B 3 1.46 121 38.66
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i 5 0.30 0.54 12.01
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TR o
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Tab.7 Statistics of generation advertising cases

WIHER Bas JE TRt ER FHIH k= ER(RITES aniidi s

IEDS 2 0.49 0.70 42.19

e pESIAN FESHS 4 0.96 0.98 26.27
HAg Ak 2 1.23 1.11 47.95

FEIE JEN 3 1.53 1.24 48.64

FEA= Ak 4 0.81 0.90 22.49

iz B 553 B 3 1.32 1.15 33.89

B TaE 4 1.25 1.12 30.98
i poe YR EH 4 0.78 0.88 21.46

E|FSuN s 5 0.27 0.52 11.50

g4k 3 2.15 1.47 45.01

K11 X Bk 3 1.75 1.32 4272
HAR 4 1.01 1.00 25.40

FRIE SR 4 1.33 1.15 30.35
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WITER s JE TRt EHIE i %% i 22 Vaniili s
- BN 4 0.94 0.97 25.46
iz .
H 4 0.80 0.89 22.50
i A fe e 4 0.71 0.85 20.79
FHIE gkt 5 0.27 0.52 11.55
Y RE 3 1.64 1.28 46.04
PRI 2 1.26 1.12 45.56
. B 13 4 0.61 0.78 18.61
L oy
IRz 4 1.40 1.18 29.37
REAE N B e 4 0.79 0.89 21.18
. B WA AL 3 2.17 1.47 50.96
A FHIE T 3 1.85 1.36 4134
E[R=3 65 4 0.61 0.78 19.02
. YE:N £ DEs 4 1.21 1.10 28.36
e AL 3 1.44 1.20 37.10
REAE BE ERIE 4 1.23 1.11 29.37
L TR 5 0.27 0.52 11.55
iz
i R e 4 0.81 0.90 21.62
" T 4 0.85 0.92 22.03
A A A 5 0.27 0.52 11.55
JE AR 4 0.90 0.95 23.83
4514 TR A 4 1.16 1.08 28.90
r B[R E:R 5 0.27 0.52 11.55
i Tt 4 0.64 0.80 18.61
FHIE pUNao3 4N ds 4 1.51 1.23 35.12
Bkt 4 0.95 0.97 23.39
TH2IE = BRI B 3 1.77 1.33 49.44
. IRSEE AR B 4 0.70 0.84 19.73
iE AR 5 RERPERAR 3 1.81 1.35 41.33
SCAEAE R RALG Ak 4 1.24 1.11 31.07
R f@% 4 0.78 0.88 21.10
ik Stk 4 1.15 1.07 28.59
! sk SIE LA 2 0.37 0.61 37.62
JE I A 1 0.25 0.50 34.92
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Tab.8 Satistics of video advertising cases

WITEE Vi s JE IOt R FBIE Ty 2% iz 2 Waniiti s
gD 4 0.86 0.93 2242
o XFEEK FESHY 3 1.43 1.19 35.47
KAg Ak 5 0.30 0.54 11.97
FHIE et 4 0.88 0.94 22.54
FE A=Ak 4 0.98 0.99 25.41
B LS Bk 4 1.26 1.12 32.02
(i st 5 0.30 0.55 12.06
. e Y E 4 0.93 0.97 25.29
eGSR PE 4 1.30 1.14 11.50
2L 5 0.24 0.49 10.71
K% B g1k 4 1.65 1.28 36.66
AR 4 0.88 0.94 23.19
FHIE A FHAE 3 1.51 1.23 35.55
. AR 5 0.27 0.52 11.45
JE .
A 4 0.62 0.79 18.52
i e EbE o 4 0.47 0.68 15.54
FHIE etk 2 0.66 0.81 38.53
ZYERRE 4 0.78 0.88 22.56
ISR 4 1.25 1.12 29.64
. B Bzh 5 0.27 0.52 11.33
5L o
iR 4 1.18 1.09 27.23
FHIE PbE ™ B IE 24 4 0.81 0.90 21.82
e B KAg Ak 4 0.97 0.99 25.13
FHIE Fe L 4 0.95 0.98 24.50
ALk 2 0.84 0.92 4151
- VB L 3 1.32 1.15 37.48
AL 2 1.28 1.13 50.70
FHIE BE B iU 4 0.78 0.88 23.40
- TR 3 1.57 1.25 41.81
B
e f@ﬂ%ﬁ 4 1.03 1.01 24.95
K Fe bk 4 0.89 0.95 23.26
A A 3 1.46 1.21 47.56
JE A 3 1.47 1.21 47.78
45ty WAL 3 1.51 1.23 4233
. B[ E:R 3 1.38 1.17 37.43
TPk 4 0.88 0.94 22.85
FHIE B A I 1 4 0.98 0.99 24.03
PRk 4 0.94 0.97 23.66
THPE 5 BRI 3% 4 0.77 0.88 21.67
- TRSLT 55 PRARPE B 4 111 1.05 26.14
AR 5t R PERAR 4 1.23 1.11 30.18
b5 RALF 3tk 3 1.11 1.05 30.15
Rk ij‘?ﬁﬂc 4 1.29 1.14 29.76
Tk Stk 4 0.76 0.87 22.16
TIPSR FEIE R 2 1.51 1.23 50.03
JEeLillapuy 3 1.51 1.23 46.51
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Tab.9 Data of four types of advertising

KA FE S TiE b R

TEXEIAAF HS 4% 4 1.57 1.25 34.16
MRS AE HS 3 1.56 1.25 35.15
H 2SS HS T4 4 1.64 1.28 35.54
PURESAE HS )4 4 1.45 1.21 32.83
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Fig.2 Post-emotional proportion distribution
of four types of samples
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