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Design Application of ASMR in Brand Sound Marketing under the
Background of “Internet +”

WANG Jun, YANG Ke
School of art design and media, East China University of Science and Technology, Shanghai 200237, China

Abstract: The work aims to conduct an inductive analysis of brand sound marketing, and introduce ASMR, a sound- based
perceptual communication medium, as a new entry point of brand sound marketing design. Starting from the sound elements in
brand marketing design, this paper discusses in detail the sound communication in the brand, the new demand for brand sound
marketing under the background of “Internet +” and the research and development of ASMR, and further discusses the application
and role of ASMR in brand sound marketing. Analyze the design application potential of ASMR in beverage, food and daily
necessities; At the same time, this paper analyzes a series of problems in the application and promotion of ASMR sound marketing,
and puts forward corresponding suggestions from three perspectives: the shaping of brand identity by sound characteristics, the
control of consumer positioning, and the legalization of sound trademark and market. This paper proposes the effective way to
promote the overall brand design and promotion of new media interaction combined with ASMR under the background of and
“Internet +”. We should pay attention to the combination of brand functions and marketing objects, improve the establishment of
sound trademarks, select appropriate Internet media platforms for placement and standardize the rights and interests regulations of
phonogram, so as to provide new ideas for brand marketing in the new era.

Key words: “Internet +”; brand marketing; brand design; ASMR; sound marketing

%5 B H3:2021-10-22
BEEWHE A HE T KAF2020F F #HFHETE (19BIY063)
TEEBNEE(1981—), B B+ RE T AF Y Rt S5 EEF R 2%, T ET X F W AMTIX,



F45 F1H

TEAGGE R it S v i A B i S 2
AN SEA TR A B IAR S . AR B R H
i R T Al VS AR TR R A S B BT Y
HEMIF A IR E R — e = R
it L S B AR IR ARIE T T HEHoR 1Y & e A B o4k
R AL AR A, A ATTX AR P s BT BT 00 43 14 W 5
1AL s PEREE IR S 25 S AT & B A B, B A4
HEE Ry i USSR TE SR AL TR Y TR, BT O A
T T R E R RRGER " ET S S S AR DG
FORABNH T8 H BRI W ROWZ 0k, 75 B VR R
— o DX TR BT IR AL R O =X AR B 4l
TSR E AL, )2 T e 4 anfn] S
P B 0 B, TR AR 22 it R B4 T v 5 i i
L BCA TSR R

ASMR Ay i B A1 e 15 2138 K i T BT R, 5
WitEAt S AR ) IZ BN . ASMR XFRH H &
PRI 245 N, B - Jennifer Allen(2010 4F ) 613 ,
LA H %" (Autonomous) | “J&E ” (Sensory) |, “Z2 4%
(Meridian) }2 “ [z )i ” (Response ) iX 4 iy Hog
O, BARRATT E L % A (2015 4F )W o ok —Fh sk
WG, RIS — Rl i@, Sk e 5 e 8iss A
AL R PR JERDE , A BT I 23 Ao R 1 i e A 5 R
D BT 22 A 28 B R 22 () XCH AR A AR DG
22 UER] T ASMR TE 5 047 17 1 ) BR AR A FH
VER 7 E G —A~ 73 32, ASMR £ 75 5 AL 4% o &
1Ry T A BB N S8 R e 2 3
Mo SO ST R RS E 6 S ASMR AR G 5E AT
SCHER 3BT, N ASMR TE i B4R i s 15y
X iz AT GE T TR st s e AR LA T
TARFFR VT
— WLk
(—) b R R

[ /b fe 4 R S A T X — s Y e
IR M 2R S I ERE + 6 7K DLA (2008) , 76 P 35
AR AR R T 7S R I 2 AR 5 i A DT B S
L] A R BT A — TR R, AT B I
SEAT R & B 85 75 ok U, 7F Martin Lindstrom
(2010 4F ) T il JR LA T A E AR 18R T R
SR PTEAN N ™, Bliss Moreau E 28 A (2010 4F)
HE— 25 MR TR AR IR T T EE M DO
PH2E T TR 8 T AT B W 3K B R A AR A

FEE. "ERM+ER T ASMREREE ZFEHEPIRITR A 91

IR BBy 5 PS8 R 2% 4 Sk Ul HAA B Y
SN AT I 9 W S 5 AR AU T 28 R
S HA A T B AR DEN,

Z I AR GRS HOGHE s N7 Pl PR A5 7
e 1AL A SR At IR B TR A
RO JZ T . Shrum L J 45 A (2012 4F) MO A
SRR BT T il A FRABC T R A RIRIEY DR il Y 44
FRER T 2R B2 IR AR SN AT 3R 8 )2 IR I A5 TR
PR, FEMARR T e s " FREE R B b i 52 i v
e 3t 2 | |, Christina Kuehnl 5 Alexandra Mantau
(2013 4F) P4 1 [ B it 44 PRI - B A H R T
FE S SRR U AR DG SY o BANFE YR e S D, 3R
ZIH P E B A A T R (B [e]) B b 5 7R
BEXT 2 R BRI SR 5 b AT S A o) T R R
e R (AN k] B R BR RE ST R A
SRR Y 25 5 T e 23 5 e BT 2% RN W 22
L AN T - BE AT BT R — il ™ i RO g /) L
B CH R ARG, X — ISR Ry i e 44 e
KT S% . AR X T RS S ERNm R,
Jamel Khenfer 55 A (2020 4F ) WF 5 T 4l & 57 X314 9%
IR R PEVE T I — S B i 77 AT DA
YRAME S FAE NS g st rh i OEAE 4 DR T
mn R SRR

TE [ X R E MRS D 4 R4 (2001
AP ) DL RERE B 7 MG G 7 A5 2 P da) B X B )
FEE BT IR G T LR A
AR Y BT T 2 A A it (2005 4F)
B X 2 i AR LA 7 A AR T L, AR
R A 2 55 A R 2 AEAN ) S AR I v i
B XT 77 R AR R A T 2L, I A S8 T BEXT AR G
B IRNBCGA 3 22 0 2%, DRI TG 12 52 A 5 W i
RS R K, AR (2008 4F) T AEVEE
AT T SEMS (ERESAARIRAIRL) 04T, 5 I ARER 28T
e PTR80S AR T RS B Y,
(2014 45 ) FEXF i RS 3 ¥ 8 AW 9 ol L i Ak
N5 H X 3 BRI, AR AS [R5 sh A %
PS8 B R A A IO Y 1 75 5 A R A

T ] A R I R 22000 1) T DA it X — B T
B M 2 SR RS BT R (B R A P RCR
KREAF LGSR EWHEAEN . E8RSEA
(2016 4F) XM E E A LR I BFFT T, A BRI S 45
Befiliz B TR O P BN A K AT 5 T



92 Tk T#8 &1t | Industrial & Engineering Design

Y ELARSEIE I, 7= A 5 R S IR AR
T 235 % it L) - B (5 2 B A 5 AN [R) R 28 19 o S
S MBI 2R3 T 07 2 A SRR 7 it JoT o g 4
W, 2R AE N (2016 4F ) i — T T /s >R TS o7
BRI T R S e BT 9 O BUERAZ
[P A P 13X — A% e 3 0 Al TR AT
TERLSE LR - RIBE s AN Fe R P i ARk rh 2
IR o R R R M2 41 2 I 3] 7 ok
i 5 Vi T P P 2 S MR T 0 X 7 ot S P T 5 A [
TR 2R BT B G

T AR B ) TP BT R Tz
FH 5 PR B BRR AR DG R TA R R N A7 21
L, TR A SO R SE T g B LA
R0, FEIE IR REFE 3 BT AE N (2019 4F) 433 A
T IR AR B A VA 38 i R i) ) A O TR )
THXHE SR AT AR R E KRN (2020 4F)
BEXFIH 23 TRk i A8 B R A AN ) S kA T T
il , 3R DOCT 5l S S AR R I BF R AL B TR AR T
A TR O R 2T, FERRE AR N (2021 4F)
BT BT TR R R B A BN &
VOO E AT K, A T 54 S 38 i s i
THAYL LR,

YRR P SR RN R T E M SE &
R W 1) 1 R AR R Z R oA B &
X7 A 2 BB IE IR, fi i 44 BT R
P INE AR B T EM R, SRS S EU
SOEAR PR RSP R RS B T D U i R
THE YIRS R SEA AR 24 07 A 2
TR S A R AR DG,

(=) “HEEM+" 5T B S s 58 R RoR

15 B T X 28 LA ) Ji , 75 A i R A AR R
R AN 2 ™ . 78 EISM R BFFE T, Perlmutter
Kevin %8 A (2016 4F ) X R A i AR i s 2 DR 00 i
PEHEAT T 20 AT, 75 AL R T Ui it R 7 R 2K
(P H 8 56 2%, Michele Miconi (2017 4F) A 48 T
5 [0 A A PR 22 AR G T A S5 5 P L
A, B R A L S B RO 5]
Susie Khamis %5 A (2021 4 ) 76 75 5 i L Y F 52 v, TA
A 1) 1B TS B R R RS AT 2 TUIR AR5 8
AN SRR 2 Ak S N Ak, 5 P A AR
Shreya Kaushik 55 A (2021 4F ) X 26 _I X 25 & 78 45 7Y
AT THT, Bk 1 A TR 2 I8 AR

202221

A B,

TEE P IBFIE 2575 (2018 4F ) A SRR 1Y £
JEEET B 1 5 PR s E T R A TG 152
M, EAKEF (201948 ) IR S T 5 T, 424K
R T e T RT3 SCAR AR W S, A R I35 2 £
R X W AR T T 40 AT, X WT S SCAR R & S
TR, RIS N (2021 4F ) 28 HAIF 5T OB i G 4
THERE ST S AHIE R A BT SR 1 22 AL 38 28 It
ZHMOY RV AT A I M B R AE R T
W il AT R T B B A A A R T L
FRAFE I Z IR BT,

ST MR X R S AR IR % BN
IR ] A 0 7 R A A A A G g A b TR
FE B0 5 P B A A A A R B th S 20
JUo BUAERXF FIBE M+ 35 57 A b LS 2 B 4 O
¥ E BRI T X PRI R AL IR 4 R 2
TR AR W 5 oK el £ B T 3 A 85 A 7
£, L L Tl U A AL R RS O Y AR R AR Y
N B — TS,

(=) ASMR )% R 5 45k

ASMR $8 A\ {43 =5 W8T S5 S8R0 B8 1) S35 7
PR BSCHAb FRA 7= A R 1) A A AR B B , Fredborg
B % N (2017 45 ) 44 HoAli AR oy — iR, 38 i 5
R RIS 8 2 4 N7 A i B 52N, 33 B3t il
JERAEL B W] L 5 S B B A L IX 3P, Giulia
Lara Poerio %5 A (2018 4 ) 1 i P17 26 A= BEAR OCHE L
AT ASMR X RS Bl RN B A A7 78 &7 28 R 1)
IRITYEHI®Y, ZJ5 Hong H(2019 4F) 2R F ) 6 8 J7
FEF X ASMRABAR R VEA TS, A5 HH 3K — B S g
SERRAE [0 1), W R ) 3 el e i it
I8 SO BRE ST A I R TR B A B R Y
f£3% , ASMR 173 % & iU , Russell Francis (2019 4F)
X ASMR Iz 4 W43 149 1% 4 00 e 502047 T 43 B 7
Harper Paula Clare(2019 4 ) A 2 F AR L RE A%
LN RMAT T RSB A IR, ik T
Wy 2485, Heeju Chae 55 A\ (2021 4F ) ¥ ASMR 5| A F|
TR b 4R ASMR G % i B0 2 1 )
Rt SR IH OB B VR, S00E T X 9% 5 = A 5
M () A A B A i JE 2 114 7 i, IS S W i i - T
(R HR e REmdi [ 254 IR VR BR B A T4 A 4t
N2 Ry i R B Ol B Ry LSRR AR, R R
(A48 5 7 T BE A B IR A R FL P A TR ) —



F45 F1H

ASFHL, 5 ILRIE, AR & 4 ASMR A B S
HLEIIF AR ARk A5 28 T 8. b Smith Stephen
D % A (2020 4F ) 5 McGeoch Paul D % A (2020 4F ) #F
e B S 22U 6 ASMR 9 A B i AL il 2647 T 5%
Ja B IR, ASMR A A 17 TS5 N A I A8 i 28
s BWmA S, — R I RE NS 5 35 3 LS A S 3
JIess A BB B 5T R, Michele Zappavigna (2021
)% YouTube 3 5 | 1 ASMR #A5 PE18 K EA T T 4
BT IR T 28 AR 356 0 i 8 57 14 807 8 TR A Y
S S AUN

PRI ST X ASMR AH G i IF 98 K 2 R FE 7R 1%
NG T, B L (2017 )R T ASMR
55 EE PRI A D, AR X — BB AR 11 & A T
DASE o AR 2l i 10 AR H A 9 4 O fi
B HANATEIR T E N ASMR (015 {5 L 4 W 45 (] A
W8t (2018 4F ) 7EX7 ASMR FOAIFE ol e 5 f s 35
BLBETTAHER F2 , A3 R0 398 98 5% AU B 19 1 3 A 30
BT (2019 4F ) 7E4F ASMR B2 Hh B 7 o ) 25 A A
e [ P AR g — S B TR ARE R B
ASMR 1] Z A4 , LR F A (AR i 75 2] TR
MM, Miao Wang % A (2020) 4% ASMR & 5% il
FEA T HEAR ™ i 1 11, B0 E T ASMR X £ T I
TR, WA AE A (2020 4F) N ASMR 5 ¥
ARRE AT AT, T S T A B R R S
A ASMR (1) FEZESAF R ™, 4710 (2020 4F ) £ Xt
ASMR ARSI G2 43 Ar 1 20 (00 BRASUR 5 4 FR M 158 4
B, FEREESE N (2020 4F) EH X = KRB s & ir- 5 1)
ASMR E 4l A7 P 4307, B2 4 T ASMR 7E 75 ¥ L
Dy Z oAb s 208 X8 AT B Rk il S 8l
S BTN A, AR (2021 4F) AZ AR
OV IRFSR A AT, 515X YouTube “F 4 1 ASMR i
BHEAT T 40 H AR S A AT e S R Y
W i SRR % B 75 T R 14 R U037 S L SO 4 ot
FAGRRIE A5 2 R S

H A, FEE X ASMR (AT 58 K245 B e B4 2
(AT, X HL Sy B R VR AF IR 22 B H 5
P AR A AR R D . SO ASMR 51 A
st L B A 0 40 S, BRI AR B A rh A Bl AR
B -5 & s 1, PRI A SRR LB A A S

.~ ASMRYE i J 58 B b B B2 R 20 e
ASMR DY) Y —Rh ik A, ol LATEAS [R) 26
90 14 it R R A 80 SR 14 FH o ARl — i ) 2

EEE. "ERM+ESR T ASMREREE ZFEHEPIRITR A 93

AN S R E LR D), Y Er A 2 b &
st KR 200 (4 2% o b e e, BRELJR ) R A A8
15 B B 7 AR IR S TR T AR TG b S s  F SCfk
PR ARAN IR T SR 00 T B w2 S LA IR S A
BASHAY e AR S B AR g5 2859, ik,
B e oy Sy BN NS T e W e SO /31 A TR L
st HRPS 20 A S R S B A AR TR IR S5 S A
5 SIS AN S 2 PR BRI A T
FHa IR 5528, A E3R =5 TN ASMR 35 55 114 38 IV
158 AT
(—) PR EhZRh R B vk

FEPAT I A A AT Sl LD S A] R AR —
PR LR ISR BT i 78 B A 7 5 | Ay, 7R 2015
A AT AT SR AR B A TR R AT R R I
W 0] H ] SRAEZR B 0] SR RAHE o™= i 5 Tl
Ui SHAZAM 5 SR AFARES &, 0 S EAS 37 5 P R
FHAG B R R DR 7 & RN 2 e AR B (WL 2) .
BilngE RRERTE 5% Sk & b SEE I K A S
SER TR B g, T AT SR AE SRR R B A
IR 5 1 00T SR AUE) 0 7 2 O Sl AR T I T AL
SHAZAM I, 456 7 8 W 76— 38 PR AT SR (o AT 31045
WA SEARRE 77 b B D B 5 IR A, T 9% 3 8 T AAE R e
I RS T 4B 0PTSRS A S s, DA RIRE R B 3
FEARBU B S o IR AR BET T4 AT 11 A AR AR ik 71

B
o RE

JEE

AT AL IR 55
o AT
B HE SRR
B Ry
o HE A RRS

B1 ERRAMERZ LT

E2 WOARREERREE T



94 Tk T#8 &1t | Industrial & Engineering Design

T B ERIR 1Y [FI SCPE RS R AL b B T 2 2
ViR X —E 87 bR EIEIFBOR T A B i
T BRI, B P 3RS T anfR] ASMR BT | BB
P HIRZ

A EHNAEE T H B ARl 2] ]
FURT SR P B 2 — PP I e S T 2 5 9
PR 7 (E AL B B v, AT AT ARAUE T
050 380 35K — Bl AR ik s B 4R B9 7 8 R, 25 7 P —1N il
REEZ B R, 2518 %5 U1 5 SC b 3 A ™ b
Je , W 23 3 AR 55 P AR SR P AR 7 i A
b A EERRE 2 T A 2 R AR Rk 2 T AR
FAEFIBRIRME 7= 5 A7 B LT AR R T —
TN GAEE S . IWEBNA UG , SHAZAM [ /&
— TG SR B8 B H , 78 Google Play (528
Z JT L) F110S 1) APP Store (590 £ J7 PEi8 ) A
Ko iy H P 4k, AT a] SRl SHAZAM YR i FE
R RG] SR VK B 5 DDA, [6) 8 B A T AR S
G B TSR S s BAR S B B KA

A Al i R S B L A= s
MM Z7 | ML A5 R AR o 4 TR B R A
(i), it R ] AR AR AN [ 1 1R R, 4 A
TAE S Bt A R AR — AR P B A 7 A RR LY
FEE HATIOR , 305 BT S WR A (Y) Rp o 25 as AR 2 B itf A T
BB TR Er k. BANAE— LA IR b, B 2%
WEARTR 3 B[R], 3 AT 24053k % Fbr 5N B Sk, Horp
A5 AN TR SRR BB iy A (4 75 5 28 531 TR i, 4
THORAS W DA 4048 I RIS TR SR —
At R BT A B R AR M BRI, R AR
EAH TR S 28 T I 1 SRR 5 A R BB A 2
ORI | 1SRRI A SR A7 — 2 i 75 5 R
AT AN [R] A AR 55
(=) BRI B

B AR RN B AR B H Tz 5
o TFERMES BN . A AR Ao B, X
S AR A S XA B A T R S s R T
TEH . D& T N2 s W s v B e e 8 il iX — [1]
A, ALLEN J S(2012 4 ) 45 H i — 3 Jit PR B e R
KEY) 5 H eI st —E0RE T2k
FAX— 2015, B HFCA 1k, AR 2 6% SEAE 7 e 1 o) fi
AR ME , 10 A B4 B 7= A 1 o A A R
Do AR, X NA I JIC A5 L RE IR X — WA
Allen A A TEHE S BRI — i, AR 2L 2 fF

20222 8

Mo gly, RN HELEH R 73 C AT , 76 2 Mg L A
MR 27 A 25 PF BOR RIS, 3 55 ASMIR 78 R ™ A=
FRS A A BT AR [

SR AR 2018 AFAF Bl R F &5 RO PLIT E B 4fE
J R R ELEE S 8 A R IR ) R P ]
i B ELIR R A e , L] B 2 7 XA MU A
TR R SRS 5 BB IR TR A B SR 7
SR G T () Sk (24 A ASMR 1 o g — b 7
FE T AME T A S RIERY U JE S T AR
A B 5t WA EE B RMAIER  REIUE 7™
it P R, DR HARAR] T R A B R AR R B
Hh fol R g AR T BB AR AT 2 THES . NE
BIBA BUR , B RS LI R+ B4 R R RLE T AR
WM T KRB B KR, RA iU H iz
AR L, LU BIEREAIE S, SRR AN AT 21
YRR TR A A2 P i, 7R A | SR
IS G 7 i) B 1S A0 o T BORs 5 B TR 5 A 52
BUARAZE S A5 T 16 ARG 388 T — %
A AU (AL 3) o

TEEBHMET B B 2™ AT U SR
Y d 7 20 HIFAR R AR T I A Re kB AL
A 0 1 P L, B A i R T AT AN R a2 ) 5
SR WA 8 0k A TR A T 75 T 9 B R
AR BN —SE AR B TR E T T
AR, AT LSS S AN SR A, 8 B PP AL 4K
3o — AR AL 0 T BT PR, 0K X AR B R
B VAR B0 et 2 A O T A AR 5 S B i v ]

RERED, A
S

SheE

Hlayss5:s)

MNERRE

¥ REEAKS
& BEE*E

204.7w3kE Oxi¥ 236wiiz

# HIEHFERRAE

PARVE>

# 28 R EENE! # A&

16

B3 SERMERTHNEEZE"



F45 F1H

DA Ak R B 50 14 75 v B o ELAT St R < RAE
PRV P 5 U SRSl R ) AR A b Ak F R )
R, A, T 3 3 T e i R S A A e R
WS 575 Gt — 20 20 Sk
(=) A3 F IR 55 2 b s & 50k

AR B RS O TV ASMIR (R L T Ry
FEXE = AR D REX A B BT T . AR R
J& R, FE 2017 A FFRE AR RN IE 25 438 7 i
T b AR SR A 1 T TR I A A X T
K FHHE B P 5 PERE R IR 0 T 44770
W PR B T 1 75 o RSk T e A IRZE S 4
JE AT BRI 75 RS R AR I B L TR
BlfARE 4 IR A 5 1R FR T AR 5 ASMR
PRSI O DI R A2 T I 38 3L, M & ok T AR
T IR ATAE A B 5. A PFE Fn X — ik K
K25 Sy BRI 7 S A ) AME LA AR T S
BETUZS , B4 AT S8 3 HLoe A, LU
N THBOHE (WE4) . NFHEEHNMER, T
K E R FEE S AL B AE ASMR BT, 24
T R Z A ) D Re I, DU B RO BT I
W 19 B Sl A, PRIMRCRASE . BN TR,
YouTube 24—/ F 1K W £ 57 9 AT AL 22 - 65
HET sk HE4 (Alexa HEA ) 55— A B WK
FHE, R M5B YouTube -5 3617 T 45 MBI, b2k
RN T B 2], SR A B R AR
M2 AN BRI K T 5.1%, 48 T aEH ik 4.5%,
KA AU i P D) BB 0 Xt e A

1 ASMR U A5 4567 28 SO AVE T 5 1 2%

EEE. "ERM+ESR T ASMREREE ZFEHEPIRITR A 95

JEUE D BIIARYT , FERE L (0] S BB £, 1 N 22 i
572 TR T AMELAR ™ iy ZE R OR S i A
SR Ak — RN R R RO BR T IR
FHALVE 5 JEZ A1, AN i] ™ AR At K S8 2% ) B T
RE AR o AR AL fhE B, R A
BHIEI S 82N 5 BEAT AL A i A il
A [7) JJR  E A) 7  EA T E AE, SWAR
BT A SRRYSE . R 5 UG AT A Y
SR AR BR TIN5 it L, 491 4 i LB ) AR 3
A PR, ] DUTRIE 5 18— L8 B HL A O B R 42
e 7 R, T R 8l LB AR BB VI A . H
X R YL, — 2 LEGE R A S LEE R A
R Sl A T T BE (R L A Bl ) i) i A
AN AT Do BB A1 00 B, — S BrH SR AN R]
RS T AU R LA A R 5 ) 7 TR L T e
TR B [ IRF T ) L2 AR E AN R D — A )
prirEE 38

= X ASMR S FE R SR M-S HAA R

(—) ASMR 725 B o AT I U 3% 1

S 7 R X — 7 2 T e
AT GRS , L ARl 7 1 00 ke
TG 7 25 R BRIV B, 4 B3 Tl
SP3BT (07 5 52 T 2
{1625 AL 2 B T 350, DI — BSR4 K3
R 2 SR AR (L O 75 2 O s, 72500
LR A 138, 5 9 X AR TR T 2
SR VA 2 S A TR R , DR P BT e 1080
45 I TT 3 JR R 0E— 5 AR M T,
R P A ST . N ASMR B9 BURL i 5 )
BIHTR, T 7% PR AT 175 UL 4 Y T A
BB P55 b AR 1 T L, 7500 2 P 5 0
LIRS P R AR R A T R 5 PR ASMIR
AT I A KA R R 00 7 0 2 B
AL IS LR Y T — I U
(=) At ASMR 52 -7 3 85 50 1) ELAA BB
1. TP TR M it b

SR AR I % 1 g
NBEE R PR ERALE 2 | MO FE = S R R b T
LI 5 1525 2 ASMIR 977 2 E7 0 B 6
SMERET. 1502 R RTBR I AR S 3 LS 7
B 0 244 575 5 00 R O B0, — B 1



96 Tk T#8 &1t | Industrial & Engineering Design

TR BRAL A A T BT R Y R AR
72 b INERE A [T 3 3 ASMR B0 4 15 AL B
VB FH BRI 52 7 38 155 4 PRI, A0 R SR 1) 7 i s
) Hp At n] DLtE— 2B VR AR 535 6 35 R4
AT, LA SR E S BRI BBl A A,
AT D2 A T B , 7S P i U A AR 06 1 [
BT B R R S AR
S, A RRAEAE ) AR T A S 1 A
T B S B2 T ARHEA T B IR , v RS R Tk b 5 e Y 2
BT SRICAZ AR B O B T e A

B 7= it B HA 7 5 R s A FE SR
R T v AR T 3 24 3 R A AR I 5
S FARRE I 5B o 1 A TS AR T
BRI R AR TSR A7 . 78 M7 BRI 5
T AT AT 38 245 A Ak T S T g
FITE AR T, o SR = R i S RS VIR i
THE B A . [FIRHA LS N T e KRB o
M85 78 B SR R A, RS 1) e 400 £ 28 BT
T HET 1 Sl LS TR, DA G 2 5 e ] B A
2. X 9 AL HE AR

PRI LY £ e RO R S AR R S A
X —J7 , HeE U A A 2 BT KT 2 B AT
WM 5 . 24T, I ASMR /8 )2, A
A7 2 S NHE, P AN )77 B X 3 A T s A
58 (R T S R o R 3 R
IS T AT A 22 AT SR 0 B P IF B, AR
B X 0 R i R U R R e R B 7 5 R B
Z IR IE SRt 22 DT 23 14 A B R 7 T
HE) A BRI S R

FEVRBIIE 2% 2 00 75 A 0 S8 5 v du el DU LA
TIUATT RS T R A, AN 2% & X 24 i
A RRIVT IR AZ S s AT 2 1 9% T SR 14 55 it R 157 A
AR T R BRI THIE A S S e Y
FERE A R LA B 7 AN, T R
AT LLIE X 238 WA 7oA TROR R A P R B AR T A
) (i 2, PR AR T 2 3 7 d R IS R R AR
e 2z B 75 5 AR 6 T R 2 B 0 v ez, S TR o R AT
(4 R PR B PR BT, 48 T REVE B LT 4 1B, I =
S N Bl 7 g I IR IR R 2 £ < 3o A
IR Y SR T LT A 4 B e R S Ak G T 2%
55 .

202221

3. IR W BRI B F- B AT BOR

BRI 2O A SRt TS
IERE AR TR IWER . e AR SR E R
KB S g Ay b, ] 0] AR A W 1 B R AR R
ML A R R FRE X T B )
LIRSS & BR R SR LRSS &, =&
B TR BT A I B WA IR T AT AR A A
TEHERRNRCR,

I 2 J g St b, At B A A T AR
W2 G AHIE B A S AR SR S % P i A T 22
T, PR AE T ZRE (R BAC GG 5,
s BT LT X PR AR A B B I o R B SZ ATT
K TR A A I T E B DI S I,
JIT 1 BUEAY T 20 [7] 5 R A B BT B 1Y
TEREREE AGRESZ A R B B 1) 2Rt T 3
PRI, B 2 BT B2 0 IS5 S A TR M Ay
BT, A RESE B B R R AL .

4. EEAE B R R T Y

TR A A P A3 DL 75 A i L T 34 B 2R A
AR 2N 23 ) S0, b 7 3 R R 0E A T AR ST 7 B 38 7
WE . A sk — 5, i R o 6 75 B SR A R
T LA AL, NG [ B A R I T R Y 7R
B RIAR” LA G T 3 ORI A E BRI, X TR
X 7 [ ) R — P o 7 =0 7E 2020 4F-6 H
2 HIEZUA A B Crh A N B ] R ), 75 i
—HAG N BB BE AL A AT 3 T[] P ARA—
A, Horp 2 — T2 = = 4000 Won gt Xt B4R
P AR AT L2 B AGGX — & R A 3 LA AR G
BUOTHES S AGBUE 3R Y17 & e R B L
FE AR 5 HARR IR R OB 5838, 75 i b
X — R 25 AR X4 A 3 200 7 AR AR
K2R, 3X — 3 P 19 58 25 FI S e T AR 2 I
FA) LAY 5E 3 , B ASMR 75 35 5 | B fELE B B AR X
rhth A B R B R A DG — 2P SR

S UelE s, 2 Er e E AR ASMR /3 A 1
FEPKIAFF G RZB0 T . 274 T M4AEE, B K
AT AR A ASMRAZ B S F 015 A,
DA | REAA 8 1 FH ARG 2 1 B R 4 L ik TR 4R Y
IRBEA AN AT ASMR X — /5 5 685 Jr U 5e il 1 HEfF
S0 UL o BRI, PN 2 2D T T S I 4 A R
JE IR 28 A B0 AR it WP B A X — A A
TR B 37 ASMR G AE BRALC BEAERE VAT B B AT 1



F45 F1H

i ASMR H R JEEAH SEE % , ILANAG & 75 5 R AR S 7
TR A A G P, S R D S A A A O
T PP SRR fia) 8 38 TR

Mg 451

st AL it ) 7 R T TR R ) TR LA R
(A S, 3 — 5 2O it A B B R 7 A TR 1Y
SO o A5 B Y F A B A HE TR ASMR X
— L i SR S 4R S A0 R SR
BErb i, A B S SRR BT AR
THAT R AR A FC T H I M 45 A 2 1
TN S il RGPS 5 154 1 & B 0 N S R T R I 3%
i, 0 JR R A RS R B S S oE Ak
ASMR % IR fi 28, i — L0 T T A
KR IOV AR R B 5 ASMR DB LA 28
S A I FH b IR 55 3 = A T S S A VIS, DA
FHARYBIL S 2 SRRk E A
FEIRTE AR FPE, LA e o Fe vl U 19 [ 5 £ 7
TIARBLH B, BEAb, ZE BT SR 75 R T ik
it 3 AR T T B ) BN B S N s R O B T
PAT R R AN, HERRFE L T 25 R0 B 1k, e U
) X2 A | R B R TR B B R T A
e, A A B R RS A ARG E AL, 240
J& T ASMR FEHE) I FH R A 22 51 () 5, e T i 4 3 40
A EN St RE BT b A R TS RO R E Y 5
o FEIE IR ASMRAHSCIIF ST, T IR & % 1B 2
FIPEANHE IR , XPRERE it W™ i B 75 HEA TR XTSI
DA Sy B UL AT 5 0 2 3 X A ) 75 3 19 S A3 I
{8, JE—2 4 7 HAE T 78 B N P VR FIBILAR XA
Kt AR I TSR i b B EL AR

S5 3k

FEE. "ERENGESR

(11 ETAN. IS S 4l i a1 e L AR D7 T il
R B I]. PR F T N, 2014(8) 1 134-135.
MA Xuesong. Using Sound to Promote Brand Marketing
to See Through the Way of Shanghai Oriental Broadcasting
Breaking the Cocoon into a Butterfly[J]. Admen, 2014
(8):134-135.

(2] EEIRAL. H G IR A R B R AR R [)]. RARSL
22,2018(5):162-163.
HUANG Xiaoying. Discussion on Brand Marketing

(3]

(4]

(3]

(6]

(7]

(8]

(9]

(10]

[11]

[12]

[13]

TASMREGMESEHRITNA 97

Communication Strategy in the New Media Era[J].
Popular literature and Art,2018(5):162-163.

Interview with Jennifer Allen, the Woman who Coined
the Term, “Autonomous Sensory Meridian Response”
(ASMR) [EB/OL]. (2016-05-17) [2021-06-25]. https://
asmruniversity.com/2016/05/17/jennifer- allen- interview-
coined-asmr/.

BARRATT E L, DAVIS N J. Autonomous Sensory Meridian
Response (ASMR) : A Flow-like Mental State[J]. PeerJ,
2015,3:851.

BEGL M ITT A R YERISE A48 S I ik
JE[T]. 1T BE 245, 2018,27(24 ) : 4474-4475.

FAN Hao, LI Mu, QIU Yuning, et al. Research Progress
of Spontaneous Perceptual Meridian Response[J]. Henan
Medical Research,2018,27(24) :4474-4475.

XUBLEL. P& AL O E-S BHIWFFE[D]. B - 1L
TORA,2011.

LIU Weiwei. Research on the Value and Application of
Sonic Branding[D]. Shenyang: Liaoning University ,2011.
LINSTROM M. Brand Sense: Sensory Secrets Behind
the Stuff We Buy[M]. London: Free Press,2010.

BLISS M E, OWREN M J, BARRETT L F. I Like the
Sound of Your Voice: Affective Learning About Vocal
Signals[J]. Journal of Experimental Social Psychology,
2010,46(3):557-563.

SHRUM L J, LOWREY T M, LUNA D, et al. Sound
Symbolism Effects Across Languages: Implications for
Global Brand Names[J]. International Journal of Research
in Marketing,2012,29(3):275-279.

KUEHNL C, MANTAU A. Same Sound, Same Preference?
Investigating Sound Symbolism Effects in International
Brand Names[J].
Marketing,2013,30(4) :417-420.

KHENFER J, CUNY C. Brand Preference in the Face of

International Journal of Research in

Control Loss and Service Failure: the Role of the Sound
of Brands[J]. Journal of Retailing and Consumer Services,
2020,55:102-132.

B T RIS AL R S
[7]. 45 R0, 2001 (3) :40-41.

JIN Pinghua. “Listening out” Brand: on TV Advertising

i

Voice and Brand Building[J]. Advertising Panorama,2001
(3):40-41.

JtAR. 75 AR S ST P PR T, AR R (A
SCHE SRR ,2005(81) : 174-175.

SHI Wei. The Role of Sound Sign in Brand Building[J].

Fujian Tribune (the Humanities & Social Sciences



98

[14]

[15]

(18]

[19]

[20]

(21]

Tk T#8 &1t | Industrial & Engineering Design

Monthly),2005(S1):174-175.

. ST R A% 5 A B T AR D A E 5
[D]. Kb W R, 2008.

HE Mingfeng. Research on the System of Brand Identity,
Communication and Experience[D].
University, 2008.

L L) R A AR TR R (D). DY) R
HIH,2014(24):94-95.

HUANG An. Voice Identification and Brand Building in
TV Advertisements[J]. Xibu Guangbo Dianshi, 2014
(24):94-95.

PERE, TiE R BE B RS S ).
235 5, 2016,38(5) :69-85.

ZHONG Ke, WANG Haizhong, YANG Chen. A Review

Changsha: Hunan

and Outlook on Sensory Marketing Research[J]. Foreign
Economics & Management,2016,38(5) :69-85.

SAGLL, SRELIRL W R YL R A T A% R R
W] WAL 2R ,2016(7)  185-189.

PENG Zhihong, GUO Yulang. Listening to Sound and

Recognizing Brand: the Auditory Communication Strategy
of Brand[J]. Hubei Social Sciences,2016(7):185-189.
REA. P R b 00 1 2 B B SRS (0], s A
T1,2017(6) :61-63.

CHENG Lu. Legal Analysis and Marketing Strategy of
Sound Trademark[J]. Prices Monthly,2017(6) : 61-63.
SR PRE, AT 18 IR I A el e I 2 AT
N E BB TR F OBV AT S LR, A
LU HE,2019,41(9):91-108.

HAN Xueke, ZHONG Ke, LI Xinyu. How do Language
Factors Influence Consumer Behavior? A Literature Review
of Psycholinguistic Effects in Marketing Communications
[J]. Foreign Economics & Management, 2019, 41 (9) :
91-108.

BAH B BT, 55 2 "I 4072 SCIHE
SRR it JLAEE AF iy 42 SR W 1) 52 W0 (] 11 B fl B, 2020,
42(3):155-176.

XUAN Changchun, WEI Yun, LIN Shengdong, et al.
“Family Name” or “Given Name”? The Influence Of
Collectivism and Individualism on Brand Extension
Naming Strategy[J]. Chinese Journal of Journalism &
Communication, 2020,42(3):155-176.

ME R, ki fe, B, BT B R R A A
FRT I AR E TR [T]. %3 1,2021,34(3) : 67-69.
HAO Yanxia, ZHANG Jiahuan, HUANG Jianfu. Looking

at the Potential Value and Demand of Contemporary

(22]

(23]

(24]

(25]

[26]

(27]

(28]

[29]

(30]

(31]

202221

Sound Design from the Design Methodology System[J].
Design,2021,34(3) :67-69.

REVSVR , TE X MG, 65 1)t oA A 17 v 19 S AR TR
PEELG:  BRo 1R B ]. AME 405 5453, 2018, 40
(7):113-128.

XIONG Shasha, WANG Tao, ZHAO Peng. Culture Mixing
in the Adaptation of Multinational Brands’ localization:
Review and Prospects[J]. Foreign Economics &
Management,2018,40(7):113-128.

KEVIN P, NORA B. Addressing Today’ s Top Brand
Challenges with Sonic Identity[J]. Journal of Brand Strategy,
2016,5(2):157-165.

MICONI M. Sonic Branding: Percezione Sonora Nell’
era Emozionale[D]. Middlesex University London,2017
KHAMIS S, KEOGH B. Sonic Branding and the Aesthetic
Infrastructure of Everyday Consumption[J]. Popular Music,
2021,40(2):281-296.

KAUSHIK S, GOKHALE N. Online Sensory Marketing:
Developing Five- dimensional Multi- Sensory Brand
Experiences and Its Effectiveness[J]. Revista Gestao
Inovagdo E Tecnologias,2021,11(4):5375-5391.

AR BRI P RS Sl U R %
YRR, T S, 2018(9) : 76-80.

LI Miao. Digital “New Voice Activity” : Knowledge
Dissemination and Practice of Mobile Audio in Financial
Media Scenes[J]. Chinese Editors Journal,2018(9) : 76-80.
BRI, BBl L BT 5T W ok SCALRYZRAIE | PRI A ik
[D]. B AR R, 2019,

MAO  Qiuye.

Transcendence of Sound Culture Under the Background

Representation, Predicament and
of Mobile Communication[D]. Wuhan : Huazhong University
of Science and Technology,2019.

TRFE. LI R+ BT S A R R TS ()], 2
SRR, 2021(9) :33-34.
ZHANG Ling. Research on Brand Design and
Communication Strategy in Internet Plus Era[J]. Time
Honored Brand Marketing,2021(9) :33-34.

FREDBORG B, CLARK J, SMITH S D. An Examination
of Personality Traits Associated with Autonomous Sensory
Meridian Response (ASMR ) [J]. Frontiers in Psychology,
2017,8:247.

POERIO G L, BLAKEY E, HOSTLER T J, et al. More
than a Feeling: Autonomous Sensory Meridian Response
(ASMR) is Characterized by Reliable Changes in Affect

and Physiology[J]. PLoS One,2018,13(6) :0196645.



F45 F1H

[32]

[34]

[35]

[38]

[40]

[41]

[42]

FRANCIS R. Eating Together Online: the Ambivalent
Conviviality of ASMR Videos[J]. Artlink, 2019,39 (4) :
62-67.

HARPER P C. ASMR: Bodily Pleasure, Online Perfor-
mance, Digital Modality[J]. Sound Studies, 2020, 6 (1) :
95-98.

CHAE H,BAEK M, JANG H, et al. Storyscaping in Fash-
ion Brand Using Commitment and Nostalgia based on
ASMR Marketing[J]. Journal of Business Research, 2021,
130:462-472.

SMITH S D, FREDBORG B K, KORNELSEN J. Func-
tional Connectivity Associated with Five Different Cate-
gories of Autonomous Sensory Meridian Response
(ASMR) triggers[J].
2020,85:103021.
MCGEOCH P D, ROUW R. How Everyday Sounds Can
Trigger Strong Emotions: ASMR, Misophonia and the
Feeling of Wellbeing[J]. BioEssays, 2020, 42 (12) :
2000099.

ZAPPAVIGNA M. Ambient Affiliation in Comments on

Consciousness and Cognition,

YouTube Videos: Communing Around Values About
ASMR[J]. ShE T (EIAMETE R 72740) ,2021,44(1) :
21-40.

BRI L. ELIR I IR IR AR N AT 26 R “ HAE " (ASMR)
FIHR[T]. #AWT,2017(2) :99-101.

WEI Xiaofan. Preliminary Study on the New Type of
Internet Multimedia Entertainment Content “Ear Scratch”
(ASMR)[J]. Radio & TV Journal,2017(2):99-101.

P e ASMR X HL R 75 5 BEHRY RS TR [0].
Wr,2018(11):28-29.

YANG Yinong. ASMR’ s Embellishment and Remodeling of
Sound Design in Movies [J]. Radio & TV Journal, 2018
(11):28-29.

T, [ N ASMR A% 4% % L B B[00, 0 B A I
2019(8):46-47.

CAO Jing. Comparison and Reflection of ASMR
Communication at Home and Abroad[J]. Press Outpost,
2019(8):46-47.

WANG M, LI B. Application of ASMR in the Development
and Design of Sleeping Products[J]. E3S Web of
Conferences,2020,179(2) :02061.

WAL, 5APE. OCT ASMR & R 1 AT SR 55 0], R
IRHLEHEAR ,2020(6) :23-25.

PAN Xifan, HU Ze. A Brief Study on ASMR Sound
Characteristics[J]. Advanced Motion Picture Technology,

FEE. "ERENGESR

T ASMR 7SR B EH R A

[43]

[44]

[45]

[46]

[47]

(48]

[49]

[50]

99

2020(6) :23-25.

M. ASMR HZ AT 1) I 1" —— 2 T41 0 Bk
107 45 1 FL U B S BT (). T ST 5 1), 2020, 11(7)
72,81.

YANG Li. Mouth in ASMR Eating and Broadcasting
Video: Analysis Based on Red Psychological Effect and
Face Recognition[J]. Journal of News Research, 2020, 11
(7):72,81.

HELHE , KLLHE. ASMR: E P63 P AR5 BT
V5 3T B L FM” 75 R FM 5 i M =
A5 IR ] T, 2020011) :37-42.
LAI Lijie, ZHANG Hongxia. ASMR: A New Venue of
Integration of Audio Platforms, Users and Content: Based
on the User Survey Conducted on “Himalayan FM”
“Lychee FM” and “Dragonfly FM” [J]. China Broadcasts,
2020(11):37-42.

ST ASMR A E AL R TRR DTS : Z2 AR R B
. 1815 ,2021,4(5) . 83-84,87.

ZENG lJiasi. Exploratory Research on ASMR Sound
Communication: the Perspective of Audience Demand[J].
Media Forum,2021,4(5) :83-84,87.

FZge R, 2R ERASE RSO PEZ5RS
H,2019(1) :42.

National Bureau of Statistics. National per Capita
Expenditure[J].
2019(1):42.
THE MARKETING SOCIETY. Coke Zero’ Smulti Channel
Drinkable Advertising Campaign[EB/OL]. (2020-12-30)
[2021-07-19]. https : //www.marketingsociety.com/the- library/
coke-zero%E2%80%99s-multi-channel-drinkable-advertising-

China Monthly Economic Indicators,

campaign.

ALLEN J S. The Omnivorous Mind: Our Evolving
Relationship with Food[M]. London: Harvard University
Press,2012.

I 1S EBEE AT IR R AR S U Y K e
41 [EB/OL]. (2018-07-23)[2021-07-19]. https://www.
sohu. com/a/242872127_760382.
So Hu. 15 Seconds, Tiktok, Millions of Times! Leshi Short
Video Marketing Secret![EB/OL]. (2018-07-23) [2021-
07-19]. https://www.sohu.com/a/242872127_760382.
European CEO. Advertisers Turn to ASMR for Marketing
Inspiration. 2019[EB/OL]. (2020-06- 14) [2021-09-23].
https://www.europeanceo.com/lifestyle/advertisers- turn-
to-asmr-for-marketing-inspiration.

(FEE1027)



