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Research Dimension on the Influence of Auditory Cue in
Media User Experience

Yu Guoming , Fu Jia( Beijing Normal University )

Abstract; With the continuous development of new media technology, auditory information has become
a new media presentation mode. The auditory information joins the competition for the scarce resource of "
attention" . How to use auditory information to enhance media user experience has become an important
challenge for the media industry. This paper presents a systematic review of extant research on the effects of
auditory cues on media user experience. By combing and analyzing the influence dimension of auditory infor-
mation in the media user experience, it is found that auditory information affects the media user experience
through both real and virtual sounds. This impact is not static. The auditory information affects media user’s
attention, memory, emotion, user decision-making and feedback. We will discuss the internal mechanism of
auditory information’s influence on media user experience. The theory of auditory information” s influence on
media user experience includes cross-sensory correspondence theory and mental simulation theory. The
media user experience research will promote media planning, experience optimization, creative evaluation,
and improve the efficiency and quality of the media industry.

Key words: auditory cues;media user experience ;mental simulation theory ; cross-modal correspondenc-

es theory

W75 B #9.2020-07-18

W B B AL Py I, b R U S R 2 ) 5 A 4k 2 B s JE T 100875
A7 A, AT IIE R 2437 I 5 (4% 2 B

W= ERE LR



