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Interaction Exploration of Graphic Advertising Design Language
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ABSTRACT: It aims to study the design approach of interactive print advertising. Combined with literature, comparative
analysis, case analysis, it summarizes the categories and approach of graphic design language interaction from copywrit-
ing, visual, forms and scenarios. Interactive print advertising can allow audience to participate, have fun interactive expe-

rience from advertising, not only effectively compensate for the lack of traditional advertising unilateral ability , but also

improve the audience's attention on the brand or product.
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