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Design of Urban Experiential Public Service Advertising

XIONG Qiang
(Zhongkai University of Agriculture and Engineering, Guangzhou 510225, China)

ABSTRACT: Taking public service advertisements as study object and setting upon its on an analysis of current status of
traditional public service advertisements, the present situation of the traditional public service advertisement is analyzed,
the possibility of creating the VR technology theory in the public service advertisement is excavated and the new break-
through point of the present public service advertisement isfound out. It makes a summary of existing problemsin current
public service advertisements, conducts an analysis of experimental public service advertisements and set about a study on
the nature of experimental public service advertisements to discover the communication rule of experimental public ser-
vice advertisements and acceptance rule of their audiences. By delving into interactivity and enjoyment of experimental
public service advertisements and case study, it puts forward the strategy and direction for experimental public service
advertisements on an overt level and provides reliable references for the creation of public service advertisements in
modern society.
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Fig.1 Water saving advertising
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Fig.3 Traffic public service advertisement for children safety
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Fig.6 VR public service advertisement in CCTV
spring festival gala
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