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Analysis of Interactive Advertising Design Strategy Based on Brand Image

LI Chun, TAO Jin, LI Ya—ping
(University of Science & Technology Beijing, Beijing 100083, China)

ABSTRACT: It analyzes the interactive advertising design strategy based on brand image, tries to provide a useful refer-
ence for shaping brand image and enhancing brand awareness by the way of interactive advertising.Based on unique advan-
tages of interactive advertising, from the perspective of user experience, interactive method, brand image and other theories,
combined with the analysis of the design cases, it discusses the interactive advertising design strategies.Because of its unique
advantages, interactive advertising can disseminate brand information more effectively from five aspects: natural and effi-

cient interaction, interactive fun, user experience, accurate and instant message communication, brand communication differ-

entiation and so on, allowing consumers to experience better and promoting the brand image.

KEY WORDS: brand image; interactive advertising; design strategy

HRTOARR K RO T AT
AR DA LB O R FI 5 BAL S KRS &
TNV T S i EE R B R T 98 i O
HURAT A CHOR B T 2 M. BER R 2 5 Y
K S8, VAR DAy L RO 6 B R I 22 5 A Y —
ob B P R Ml AR K, JE R R T R B 19
AR AT LRI 2 H S 5, o — DO T 2
FEDRIZ U AR IS, TR B i T 5 88 i v 1 A%
DNE . BAEE BRORYE AR R R
PEAEUH RIS IR AFIE I T 15 Bk 2 R
S AR ART 78 3 R S EL T BT BT B AL 11

i AHA: 2015-12-06

B AL R AP L R A5 R IR0 25 R A e 4
IR P EL AR A B R A

PASEHL 5 B EEA RO S, X 2R T b IE R
SR AT B R AT oA, S B 7 5
ISR R LSRR TE P ARG £ B IR HER e
I A R R 22 A 551, SRR L A 1 SR

1 BEREABHHNREAN

S R AR LA AR R T 2T
e 17 il I 55 A5 AR BT RS I st , 52 107 5K

ESWH T T HHEA % K8 (YETP0372) ; b FAHL K 5 % IR B F 7602 2% B (KC2015YJX06)
EER N F32(1979—) %0, wl A Wb, b A3 K a0 30%, £ 280 5 @ A A%,



22 BxEIE

201643 H

P25 D it i)™ 5 A5 EALRR A SR, B A2 B
BRI & JE , 3B b B 74 1] B A M BB 2 ]
J& , M5 B AR Iy S TG T IR R
i Ry 8 6 Rl URHIIE X e 22 i e =4
PRBARTE F AR, A TR, IR KA ER DL S AL
F EORSEAR B ABOR B AW B i A 2 —
AEEG W25 s ] A7 R 23 TR RIEVAR 2 ] =K 2 [B) 45
TCEERFAS 0 TN A SR = R H B AR,

Fra NIARRER A RTT ML 57 R 5™
HRAWREZIE, bR T RS BRIRk
W A7 7 A% AL G AR B A e Ah 5 B A T =X
PEBETS B AR K, B EA T NI &
ES VN s L IR S R L AN ST E - 2 i L LI B i
A3 RN B 22 P i 38 18 i 2 18 208 ) A
NWIARBEAT MY A SRS H 7T FAS . il — 44
AR TCLAGIRELAR $G 58 I SEHOR | filZ HOR 4809
S AR | R 4 ) AR A5 B AR B A By
A OB BRI S AR, LIE B B PERIE
W AT R R A ) WA 1R 4
H www.alixixi.com) , FI| FHEEAZ L AE A5 B A O Ll i
TR 52 AR 4 10 55 R A ARRALE L T2 JRT T P 118 1 28
PO RIS B R B R %) a2
AR TR TR, OGRS 58,
HAWLZ B0 B 3hd B S5 AR,

K1 RREME &

Fig.1 Kraft foods interactive advertising
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Fig.3 McDonald" s outdoor dual screen interactive advertising
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Fig.6  Coca—Cola bus station

Fig.7 The animation
advertising of the "down the

interactive advertising monster"
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