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The Application of Festival Elements in Internet Shopping Propaganda

ZHAO Qin, DU Yi—zhou
(Jiangxi Science and Technology Normal University, Nanchang 330013, China)

ABSTRACT: It reasonably extracts the festival elements in the festival and researches its application in online shopping
propaganda.The advantages and problems of using festival elements in the internet are analyzed. The use of the problems
and deficiencies is proposed. Based on it, the using way of festival elements in online shopping propaganda is proposed. The

cultural reflection is brought by the combination of festival elements, user experience and national culture, which can better

highlight the brand value, inherit and carry forward the positive energy of traditional culture.
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Fig.1 Taobao group purchase Fig.2 Taobao marketing banners
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Fig.3 2014 Coca—Cola Spring Festival internet advertising
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