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Application of Interactive Creativity in Advertising Design
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ABSTRACT: The paper aims to explore the interactive creativity way and application strategy in advertising design. In-
teractive creative advertising design was analyzed from its characteristics and basic principles through exploring ways of
interactive creativity and application strategies in advertising design and integrating interactive creativity in advertising
design, in combination with the sensory interaction, situational interaction, participation theory and examples of interac-
tive games, to discuss design method and the specific effect. Interactive creative design can give the form and content of
diversified advertising, stimulate the enthusiasm, curiosity and participation of the audience, achieve further communica-
tion with the audience, and enhance the propaganda effect of advertisement design and commercial value.
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