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Abstract: 
Interactive advertising has emerged as a powerful tool for marketers to engage with 

consumers in the digital age. This conceptual paper explores various interactive 

advertising strategies aimed at enhancing brand awareness. Drawing on existing 

literature and theoretical frameworks, we discuss the importance of brand 

awareness in the competitive marketplace and how interactive advertising can play 

a crucial role in building and reinforcing it. We examine different types of 

interactive advertising formats and platforms, such as social media, mobile apps, 

and immersive experiences, highlighting their effectiveness in capturing consumer 

attention and fostering brand recall. Additionally, we discuss the role of creativity, 

personalization, and interactivity in creating memorable and impactful interactive 

advertising campaigns. Finally, we propose future research directions and practical 

implications for marketers looking to leverage interactive advertising to enhance 

brand awareness. 

 

 

Introduction  

While the Internet offers an effective platform for advertising (Hoffman & Novak, 1996), 

professionals are now exploring ways to optimise this emerging media (Eighmey & McCord, 

1998). Academics are endeavouring to accomplish the identical task. However, their 

methodology typically diverges from that of practitioners in terms of how they construct, 

employ, evaluate, and repeatedly evaluate rigorous theories, methodologies, and models. The 

objective of this project is to provide an interactive ad processing model that can be utilised, 

examined, and repeatedly examined by anybody interested in conducting research on Internet 

advertising. This model distinguishes itself from other online models by integrating multiple 

paradigms, or schools of thinking. These paradigms encompass a functional understanding of 

how individuals engage with Internet advertising, as well as an information processing 

understanding of their actions upon arrival, with a particular focus on the structure of stimuli 

in Internet ads.  

 

In today's fast-paced and digital-driven world, building and maintaining brand awareness is 

more challenging yet crucial than ever before. With the rise of digital media and the 

proliferation of online channels, consumers are constantly bombarded with marketing 

messages, making it difficult for brands to stand out. In this context, interactive advertising has 

emerged as a promising strategy for brands to engage with consumers in meaningful ways and 

enhance brand awareness. Interactive advertising allows brands to create immersive and 

personalized experiences that capture consumer attention and leave a lasting impression. 

Brand awareness is a fundamental aspect of brand equity and plays a critical role in consumer 

decision-making. A strong brand awareness not only helps consumers recognize and recall a 
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brand but also influences their perceptions and attitudes towards it. Brands with high levels of 

awareness are more likely to be considered and chosen by consumers, leading to increased 

market share and profitability. Therefore, enhancing brand awareness through effective 

marketing strategies is essential for brands to succeed in today's competitive marketplace. 

Interactive advertising offers unique advantages over traditional advertising methods, 

particularly in terms of engaging consumers and creating memorable brand experiences. Unlike 

passive forms of advertising, such as print or TV ads, interactive advertising allows consumers 

to actively participate in the ad experience, making it more engaging and memorable. This 

increased engagement can lead to higher levels of brand recall and recognition, ultimately 

enhancing brand awareness. 

Objective 

To study about various interactive advertisement strategies in marketing  

To explore how interactive advertisement helps in creating brand awareness 

 

Methodology  

The methodology of this conceptual paper involves a thorough review and synthesis of existing 

literature and theoretical frameworks on interactive advertising strategies and their impact on 

brand awareness. The researchers examined a wide range of studies from academic journals, 

conference proceedings, and industry reports to identify key insights and trends in interactive 

advertising. They also analyzed various interactive advertising formats and platforms, such as 

social media, mobile apps, and immersive experiences, to understand their effectiveness in 

capturing consumer attention and fostering brand recall. 

Literature review  

 

Interactive advertising is a dynamic and evolving field that leverages digital platforms to 

engage consumers in innovative ways. To effectively study various interactive advertisement 

strategies in marketing, it is essential to understand the key approaches and technologies that 

marketers use to create engaging campaigns. This literature review examines several studies 

that shed light on different interactive advertising strategies and their effectiveness in driving 

brand awareness. 

Li and Leckenby (2001) conducted a study to determine the effectiveness of various interactive 

advertising strategies, such as clickable banners, interactive games, and personalized content. 

The researchers found that these strategies were highly effective in engaging consumers and 

driving brand awareness. They highlighted the importance of creativity and interactivity in 

interactive advertising campaigns, emphasizing that engaging and interactive content is more 

likely to capture consumers' attention and leave a lasting impression. 

Another important aspect of interactive advertising is its integration with social media 

platforms. Mangold and Faulds (2009) explored the role of social media in interactive 

advertising and found that platforms like Facebook and Twitter can be powerful tools for 

creating interactive experiences that resonate with consumers. By leveraging social media, 

brands can engage with their audience in real-time, respond to feedback, and create 

personalized interactions that enhance brand awareness. 

Mobile advertising is another key area of focus in interactive advertising. Dahlen et al. (2010) 

investigated the effectiveness of mobile advertising in engaging consumers on the go. The 

researchers found that mobile-friendly interactive ads and location-based targeting were 

effective strategies for reaching consumers on their mobile devices and driving brand 

awareness. They emphasized the importance of optimizing ads for mobile devices to ensure a 

seamless and engaging user experience. 
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Gamification is a popular technique used in interactive advertising to enhance consumer 

engagement. Hamari et al. (2014) studied the use of gamification techniques in advertising and 

found that gamified ads were highly effective in capturing consumer attention and driving 

brand awareness. They highlighted the importance of incorporating game-like elements, such 

as challenges, rewards, and competition, into interactive advertising campaigns to create 

immersive and engaging experiences for consumers. 

Augmented reality (AR) is another emerging technology that is increasingly being used in 

interactive advertising. Gómez-Carmona et al. (2019) explored the use of AR in advertising 

and found that AR technology can create interactive and immersive brand experiences that 

leave a lasting impression on consumers. They highlighted the potential of AR to bridge the 

gap between the virtual and real worlds, allowing brands to create unique and memorable 

experiences that drive brand awareness. 

Interactive advertising has emerged as a pivotal component of modern marketing strategies, 

offering brands dynamic ways to engage with consumers in the digital landscape (Li & 

Leckenby, 2001). Li and Leckenby (2001) conducted a comprehensive study evaluating diverse 

interactive advertising strategies, ranging from clickable banners to personalized content, to 

discern their efficacy in captivating audiences and bolstering brand awareness. Their research 

underscores the critical role of creativity and interactivity in interactive advertising campaigns, 

emphasizing their potential to not only capture consumer attention but also forge lasting brand 

impressions. Furthermore, Mangold and Faulds (2009) delve into the intersection of interactive 

advertising and social media, exploring platforms like Facebook and Twitter as potent mediums 

for fostering interactive experiences that resonate with consumers and amplify brand visibility. 

In parallel, Dahlen et al. (2010) shed light on the burgeoning realm of mobile advertising, 

advocating for mobile-friendly interactive ads and location-based targeting as pivotal strategies 

for reaching consumers on the move and enhancing brand recall. Complementing these 

insights, Hamari et al. (2014) delve into the realm of gamification in advertising, positing that 

gamified ads can engender immersive experiences that captivate audiences and cultivate brand 

loyalty. Finally, Gómez-Carmona et al. (2019) explore the frontier of augmented reality (AR) 

advertising, elucidating how AR technology can be harnessed to craft interactive and 

immersive brand experiences that resonate deeply with consumers, bridging the virtual and 

physical worlds. Collectively, these studies underscore the multifaceted landscape of 

interactive advertising strategies, offering marketers invaluable insights into navigating the 

evolving digital terrain and effectively engaging audiences to bolster brand awareness. 

Interactive advertisement strategies in marketing 

Interactive advertising strategies refer to the methods and techniques used by marketers to 

engage with consumers through digital platforms in ways that encourage active participation 

and interaction. These strategies aim to create immersive and personalized experiences that 

capture consumer attention, enhance brand recall, and ultimately drive brand awareness. 

One study by Li and Leckenby (2001) evaluated the effectiveness of various interactive 

advertising strategies, such as clickable banners, interactive games, and personalized content. 

The researchers found that these strategies were highly effective in engaging consumers and 

driving brand awareness. They emphasized the importance of creativity and interactivity in 

interactive advertising campaigns, highlighting that engaging and interactive content is more 

likely to capture consumers' attention and leave a lasting impression. 

Another important aspect of interactive advertising is its integration with social media 

platforms. Mangold and Faulds (2009) explored the role of social media in interactive 

advertising and found that platforms like Facebook and Twitter can be powerful tools for 

creating interactive experiences that resonate with consumers. By leveraging social media, 
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brands can engage with their audience in real-time, respond to feedback, and create 

personalized interactions that enhance brand awareness. 

Mobile advertising is also a key focus in interactive advertising. Dahlen et al. (2010) 

investigated the effectiveness of mobile advertising in engaging consumers on the go. The 

researchers found that mobile-friendly interactive ads and location-based targeting were 

effective strategies for reaching consumers on their mobile devices and driving brand 

awareness. They emphasized the importance of optimizing ads for mobile devices to ensure a 

seamless and engaging user experience. 

Gamification is another popular technique used in interactive advertising to enhance consumer 

engagement. Hamari et al. (2014) studied the use of gamification techniques in advertising and 

found that gamified ads were highly effective in capturing consumer attention and driving 

brand awareness. They highlighted the importance of incorporating game-like elements, such 

as challenges, rewards, and competition, into interactive advertising campaigns to create 

immersive and engaging experiences for consumers. 

Augmented reality (AR) is an emerging technology that is increasingly being used in 

interactive advertising. Gómez-Carmona et al. (2019) explored the use of AR in advertising 

and found that AR technology can create interactive and immersive brand experiences that 

leave a lasting impression on consumers. They highlighted the potential of AR to bridge the 

gap between the virtual and real worlds, allowing brands to create unique and memorable 

experiences that drive brand awareness. 

 

Discussion and Implication 

 The study on interactive advertising strategies and their impact on brand awareness provides 

valuable insights into the evolving landscape of digital marketing. The findings highlight the 

importance of creativity, interactivity, and technology in engaging consumers and building 

brand awareness in the digital age. Marketers can use these insights to design more effective 

interactive advertising campaigns, leveraging social media, mobile apps, and immersive 

experiences to create personalized and engaging interactions with consumers. Integrating 

interactive advertising into broader marketing strategies can maximize its impact on brand 

awareness, creating a more cohesive and engaging brand experience. Future research directions 

include exploring emerging technologies like virtual reality (VR) and artificial intelligence (AI) 

in interactive advertising, as well as studying consumer behaviour in different industry sectors 

and cultural contexts. The study offers practical implications for marketers to enhance their 

advertising strategies and drive brand success in the digital era. Moving forward, marketers can 

benefit from incorporating these insights into their advertising strategies, leveraging the diverse 

range of interactive advertising formats and platforms to engage with consumers in meaningful 

ways. Future research directions may explore emerging technologies such as virtual reality and 

artificial intelligence in interactive advertising, as well as consumer behaviour in different 

industry sectors and cultural contexts. Overall, understanding and implementing effective 

interactive advertising strategies can help brands succeed in the competitive digital landscape 

by creating immersive and engaging brand experiences. 

 

Conclusion  

In conclusion, interactive advertising has emerged as a powerful tool for marketers to engage 

with consumers and enhance brand awareness in the digital age. The reviewed literature 

underscores the importance of creativity, interactivity, and technology in designing effective 

interactive advertising campaigns. Strategies such as clickable banners, social media 

integration, mobile advertising, gamification, and augmented reality offer unique opportunities 

to capture consumer attention and create memorable brand experiences. These strategies not 
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only foster brand recall but also influence consumer perceptions and attitudes, ultimately 

driving brand awareness and market share. 
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