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“Multi-Sense” Visual Expression in Video Advertisements
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Multi-sense” visual expression in commercial ads could deliver the commodity’s features and effects by

integrally appealing to all kinds of human senses like smelling, hearing, taste and touching. The commodity’s image

produced by this “multi-sense” visual expression could emotionally influence the audiences by deeply impressing them

to arouse their purchasing desires. Examples of visual language delivery of “multi-sense” commercial ads such as Mon-

ster headphone, Fage nonfat Greek yogurt, Samsung mobile phones, Impalpable perfume and Toshiba LED light bulbs were

analyzed in the positioning of different selling points with the effects achieved.

Key words: video advertisement;

1 HEiR

“ZIR” MRS R AR T IR R
Bl 22 AR Ao i f AR A J, BT 5 B LB
HE SRR, HKERRELE 4S5 Rz B A4S Rl
& 1) Z2 R A v S 3, AP A A0 G 2 R R
W, o Tﬁﬁmﬁﬁmm R TR, R b
S B AR R . BSR4 5 B AR ik O =X
T AT 2 oty 15 o B f e B B M 2R E A R A, (HAR

FEHEE . 2015-11-21
EE®AN - ZEMbE (1981-), &, BIFFHEA, HIIELR

E-mail: lixw@sziit.com.cn

“multi-sense”; visual expression

WA AT IR AT B AL L ) T R4 . AER L A%
SP (=il I (=P SN A g N IaW ) 1o B U b AN X
mﬂﬁﬁuﬁ,%Méi?ﬁXﬂ%%%E,u%
KRS RROR . TR R g, 2
TE30 s AN, SEAETX 2 B A ) Y 25 AR B2 TR 21
BN, B H R R 22 s v vbit 0y, e

KRBt . GRAERC LRIk, RLREIE 5 ARAR
BRANGE— 2L 5 AL WAL SE IS i B B o SR, 7EAR

W BT ORI, SR (BT T 2

WP AR 2 Be b, 32 2 AL SE A% ik B+ 5 T i 2 S o,


mailto:lixw@sziit.com.cn

72 1l %

EE 20164

H) WA Z B HAA R TR,
Bia A Y M aEIE 5 BUA . IR ReE — T
I VSRR GE . BRRE . WTBE . R E T fi
SRz (DU fRITRR “ B ), Pl 2 i X ek,
7 A b R AZ 2 T S R RO, s R (S
2R A I At DU R A R AR 5 R AR 3 4 52 LA
58, BB ERMERBHC Y, B 5 Fsn 2% B # RE sk
ZFBH I R ) AL, R, — SRR
T e B e L ARG 2, (AR X 12 R
i B FRZIENS, WA ERSRE, AT
HLATE)

TEARSC, EE M HIETE 5 RIBWE . Urig
R Al Y i, A 2R MsEERIA . N
PRI 5 I WA s T AR B 2R ML
WK, TR ITEESETG S I RIS R A
AE FMEWE, YRRE T2, 16 &S
IRy, A — B T 22 98 AE 3 A 0 5 55 )
CaniEl 1 Fros, B RSRIE: http://v.youku.com/v_show/
id XMTMxMzAOMDU2NA==htmI?firsttime=10 ), X 5%
L2 S WA A B B8 A7 TE R T v ) Al A AE S
22 ] AT A B ARy, XA Y 22 B TR AR AR AE
HL AL BL UL DA )5 B, AR BE L LTI U) 22 3|
T ah AR, H R SE A AR A i e 1 AR B
B4 A R D 2 o

X

H1 #XLEARESEHE

Fig. 1 Screenshot of Dove chocolate video advertisement
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Fig. 2 Screenshot of Colgate toothpaste

video advertisement
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Fig. 3 Screenshot of the Mizone soft drink

video advertisement
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Fig. 4 Screenshot of Monster headphone

video advertisement
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Table1 Analysis of “five-sense” visual expression in
the video advertisement of Monster headphone
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Fig.5 Screenshot of Fage nonfat Greek yogurt video

advertisement
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Table2 Analysis of “five-sense” visual expression in
video advertisement of Fage nonfat Greek yogurt
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Fig. 6 Screenshot of Samsung mobile phone

video advertisement
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Table3 Analysis of “five-sense” visual expression in
the video advertisement of Samsung mobile phone
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Fig.7 Screenshot of Impalpable perfume

video advertisement
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Table4 Analysis of “five-sense” visual expression in
the video advertisement of Michael Cinco’s

perfume Impalpable
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Fig. 8 Screenshot of video advertisement
of Toshiba LED bulb
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Table 5 Analysis of “five-sense” visual expression in

video advertisement of Toshiba LED bulb
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