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Interaction of Commercial Advertisement in the Information Age

ZHANG Lei
(Chongqing College of Electronic Engineering, Chongging 401331, China)

ABSTRACT: It aims to explore the interactive design of commercial information age, new advertising design concepts
and creative new methods are put forward. In the application of the modern development of new media technology and
virtual reality technology, interactive advertisements show the characteristics of the game, interactive, creative and emo-
tional by integrating advertising strategies, combining art and technology. Interactive advertising research to target con-
sumers to provide direct and deep experience, through the interactive feedback active communication with advertisers,

advertising activities present a comprehensive communication and interactive relationship.
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tive advertising
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