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Abstract

This paper mainly discusses that under the transformation of advertising in the global
innovation and transformation, the effect of emotional feedback generated by physical
interaction or virtual interaction cannot be ignored, and the impact of emotional
feedback on interactive advertising has different aspects. This study adopts a quasi-
experimental method, designing two sets of advertisements with different levels of
interaction, and randomly assigning participants to two groups of experiences. The
degree of interaction is the independent variable, and the emotional feedback effect is
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the dependent variable. The results of the study confirmed that the degree of
interaction has a significant impact on the effect, and the effect of high degree of
interaction through positive emotions is better than that of low degree of interaction.
The results of this study can be used to suggest that the follow-up should pay more

attention to the effect of emotional feedback.
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