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Mobile Phone Interactive Advertising Design Based on Fusion Media Context
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ABSTRACT: Through the analysis and method integration of mobile interactive advertising design in the context of fi-
nancial media, it builds a theoretical basis for the development of mobile interactive advertising design. Aiming at the
analysis of the current development of advertising interaction design in mobile platform and the emergence of problemsin
the development, combined with the context of financial media, this paper studies the methods of mobile advertising in-
teraction design, deeply analyzes the integration of senses and design, excavates the innovation strategies of content and
technical form, and puts forward the methods and ways to lead the rational and healthy development of mobile advertising
interaction design in the context of financial media. Combined with the development and research of mobile advertising
interaction design in the context of financial media, it provides strong theoretical support for the development of interac-
tion design experience and communication power. Combined with the living habits of the audience, it integrates the di-
versified forms of artificial intelligence and we media to comply with the development trend, so as to achieve barrier-free
communication and serve people more humanely.
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Fig.1 PizzaHut mobile APP interaction
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Fig.2 PizzaHut mobile interactive advertising
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