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Abstract

Under the background of information explosion and rapid development of digital technology, H5
technology has become an important form of new media advertising, and its interactivity and cross-
platform are favored by users. Based on the five-layer model of user experience proposed by Jesse
James Garrett, this paper discusses the design and optimization method of H5 interactive advertising.
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Through case analysis, this paper analyzes the “Collection of Five Blessings” H5 advertisement of
Alipay during the New Year, and studies the influence of the presentation layer, framework layer,
structure layer, scope layer and strategy layer in the five-layer model of user experience on the ad-
vertising effect, aiming to provide theoretical support and practical reference for the design of H5
interactive advertisement, and promote the innovation and development of the digital advertising
industry.
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Figure 1. Advertising page spring festival visual elements
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Figure 2. Advertising page clear navigation bar
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Figure 3. Advertising red envelope reward
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