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The Interaction Design of Bus Stop Blood Donation Advertising

ZHAO Chen, RUAN Jian
(Hubei University of Technology, Wuhan 430000, China)

ABSTRACT: It analyzes the interaction design of bus stop blood donation advertising. It explores the current status of blood
donation public service ads and bus stop ads, and discusses the characteristics of the interactive advertising. The interactive de-
sign rules of bus stop blood advertising is put forward, and the interactive design of the superman bus station blood donation ads
is also proposed. Blood donation public service ads with the interaction design can effectively widen its audience base and im-
prove the influence of blood donation public service ads. Meanwhile, it can close the gap between people and blood donation,
eliminate the fear, tension, and doubts for the blood donators, and attract more people to join to donate blood.
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Fig.1 Bus stop blood donation advertising in Shanghai city
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Fig.2 Superman bus station design vision
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