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Interactive Design Strategy of Public Service Advertisements
in Convergence Media Environment

SHAO Yu-ying, HE Jia
(College of Art and Design, Nanjing Forestry University, Nanjing 210037, China)

ABSTRACT: In the convergence media environment, the design of public service advertisements presents the character-
istic of interactive development. Aiming at the existing interactive forms of public service advertisements in the conver-
gence media environment, the work aims to explore the design strategy of enhancing the interaction of public service ad-
vertisements and enhancing the user participation. Based on the analysis of the current situation of public service adver-
tisements, existing problems of public service advertisements were summed up, and interactive design strategies of public
service advertisements were put forward in accordance with the media environment in combination with innovative cases
of interactive public service advertisements. In the convergence media environments, the use of behavioral interaction,
empathic interaction and situational interaction is an effective design way to realize interaction of public service adver-
tisements. Interactive design can effectively achieve the objectives of public service advertisements such as revealing so-
cial pain points, communicating public emotions and even identifying values. Then it can expand the influence and cov-
erage of public service advertisements, realize the organic unity with social development, and have certain enlightening
significance for promoting the sustainable development of public service advertisements.
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ads in convergence media environment
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Fig.6 Public service advertisement: "What's your fruit taste?"
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