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 I 

摘  要  

互联网时代的到来以及计算机智能软硬件的普及，使得我们接触到的文字信息

日趋减少，人类已经慢慢地从通过文字获取信息跨越到从图像、声音、感知的多维

空间中了解世界。在视觉时代背景下，作为一个全新的设计语言，相比于单纯的文

字和图片的简单组合，数字影像具有更强大的唤起能力。随着数字技术的日趋成熟

和大众审美水平的提高，人们不再满足于被动接受信息的受众角色，而是渴望在参

与和互动中获取信息的同时成为信息的传播者。由于大众对获取信息主动性的追求，

数字影像的可交互化设计功能得到越来越多的重视并广泛运用到信息传播的各个领

域。 

本论文从分析公共信息传播方式的演变出发，探究了公共信息传播走向可交互

数字影像时代的发展原因和必然性。以餐饮类可交互数字影像广告为重点，本论文

主要研究了在新媒体语境下可交互数字影像设计在公共信息传播中的应用。在分析

我国餐饮类影像广告的具体发展现状时，笔者发现由于技术的限制和观念的落后，

数字影像的可交互性优势并没有得到重视和很好的发挥。与此同时，由于广告的传

统投放方式大多以轰炸型和病毒传播型为主，这种灌输性的传播方式已经让大众产

生反感和抵触情绪。如何结合 新的可交互化数字技术，设计出让人“有好感”的商

业广告成为当今我国餐饮类广告设计者们需要解决的问题。从分析国内外成功案例

出发，本着以人为本的中心思想，笔者试图从可交互数字影像传播的三个媒介角度

来分析和探讨我国餐饮类广告走向可交互化的增值策略。 
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Abstract 

With the advent of Internet and the popularity of computer intelligence, we 

have less access to the text information. Human beings have slowly understood the 

world from images, sound and perception of the multi-dimensional space instead of 

the text. In the visual age, as a new design language, comparing to simple 

combination of text and pictures, digital images are more powerful to evoke. With the 

maturation of digital technology and the improvement of public aesthetic level, 

people prefer to participate in or interact with the process of obtaining information as 

a information communicator instead of being audience who only can accept 

information passively. Because of the trend, the interactive design function of digital 

image has been paid more and more attention and widely used in various fields of 

information communication. 

Based on the analysis of the evolution of public information communication, 

this paper explores the reasons and the inevitability of the development of public 

information communication turns into the interactive digital image era. Using catering 

advertisement as a main point, this paper focuses on the application of interactive 

digital image design in public information communication in the context of new 

media. Through analyzing the current status of catering advertisement in China, I 

found that due to limited technology and backward ideas, the interactivity of digital 

image has not been taken seriously and play well. At the same time, the traditional 

way of advertising is bomb-based and virus-based communication, which makes 

public feel resented and resistant. How to combine the newest interactive digital 

technology to design commercial advertising that "have a good impression" for public 

today is the problem that Chinese catering advertisement designers need to focus on. 

From the analysis of the success domestic and abroad cases, I try to analyze and 

discuss the potential strategy of Chinese catering advertisement in the spirit of 

people-centered thinking. 

 

Key words: Digital Image; Public Information; Interactivity 
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