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Effect M echanism of I nteractive M edia-based Outdoor
Advertising on Brand Recognition

LIU Yong chao
(Qingdao Agricultural University, Shandong Qingdao 266109, China)

ABSTRACT: The work aims to analyze the effectiveness of interactive media-based outdoor advertising on the brand in-
formation, and provide direction on the dissemination of information in the interactive media-based outdoor advertising.
On the basis of interactive media, outdoor interactive advertising and brand cognition, a model was constructed from three
elements of physics, perception and media to study the effect factor of information transmission, which could effectively
affect the brand awareness, and discuss the effective path of brand involvement and outdoor interactive advertising. The
effect mechanism of outdoor advertising interactive media on brand communication and the main strategies to effectively
improve brand awareness were clarified. The interactive media-based outdoor advertising is the performance of social in-
teraction, which is centered on the perceptual factor. The intervention of media could improve the information transmis-
sion in the process of experience, making the interaction more influential. However, it is necessary to further study vari-
ous technical fields and design activation schemes to make users be interested in the interactive media-based outdoor ad-
vertising and willing to participate in the media interaction, which will effectively improve the brand awareness.

KEY WORDS: interactive media; outdoor advertising; brand identification; user experience
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