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Strategy of the Interactive Advertising Originality Based on Subway Media

YE Jun
(Guangdong Industry Polytechnic, Guangzhou 510300, China)

ABSTRACT: The work aims to study the interactive advertising creative strategy based on the subway media. On the ba-
sis of analyzing the present situation of subway media ads, the influence of "Internet +" era on the development trend of
subway media advertising interaction, and the interactive advertising creative forms and existing problems of the existing
subway media were discussed. The emphatically expounded "interactive mechanism, Internet+ connotation, experience
design, human thinking, contents as the king", etc. of the subway media interactive advertising were treated as the guid-
ance of the creative strategies. The interactive originality integrated into the subway media ads is the optimization of
originality development trend. However, the core of interactive advertising originality is still the "users' thinking"; it
cannot just place too much stress on piles of cool concepts and different functions and technologies, but should make full
use of the subway media and combine with the features of interactive technology, set up the interactive mechanism, and
follow the content essence, so as to eventually create the true value of the interactive advertising of subway media.
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Fig.1 Ten years' release trend of subway media
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Fig.2 Subway media release spending
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mediainteractive advertising
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Fig.5 Creative mechanism of subway media
advertising interaction
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Fig.6 "www.163.com" subway media interactive advertising

Hg 0 NATIEE AR 2 BE G, IR0 2508 U IR 55
29510, T A A i — R BE A ik & IR R B T A
EREIE X, ZAREE S RP T EMN LSS
5z, RS, ZARAER S s,
— AN TR, S E RO T R
RO KRB —3 7, i, Rk T 5 %
BIE T B R AR A BT BES, WEE (Sense).
15 ( Feel ), % (Think ), 173( Act ). 2% ( Relate)
SAHHEAT, MG KT, Wif . FREEES
(BB e R S B AR s H
bz aZ5H ), mIENENERSESNEE, s
ERRCE BRI, XA aE, P R ISR E B
IRBE, DASCHRAS O Sh R 7= o B b BRI ) A [
RO, H AR RN T AL R TE R 5UHE B T 5K £
TT R —8AME%, ek LI T - KM
party, WK 6, BEERAMULTE T —"1F5, i Bk
CH R RIS I, M 3Z Ak 32 Sl i B AR
2 L E WA BT RIERS S B R LA G sk
B o AT BB S RAE 2 I R b T 32
S 58 R DR, B2 ARTEL T b
A L R R Y UORH B A
L BN P SZ AR 0

N

A/ X — M

SIENN L Ecanlat i A W
, ib X 1 ‘g A y =}\ﬂ ]
)/ poo -.,._:1) 7 N

v

o

K7 “HARHZRZE R85
Fig.7 "IKEA Japan" subway mediainteractive advertising
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Fig.8 "Brazil World Cup" subway mediainteractive advertising
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Fig.9 "The New Concept of Family" subway media
interactive advertising
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