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ABSTRACT
The rising of WWW interactive advertisement has been the focus of global advertisement industry. The development of internet and
WWW interactive advertisement are keenly discussed in native and foreign periodicals and conferences in recent years,and the
results are not the sameld some are positive O and others are negtive.We can predict that interactive media and WWW interactive
advertisement have critical meanings in both theory and practice. We use questionnaires to investigate the effect of WWW
interactive advertisement on consumers in this study so that we can understand consumers’  attitudes about its value [J and we can
also divide these consumers into some groups. Firstt] we conclude the value of WWW interactive advertisement into 5 aspects
O value of information[] value of convenience O value of positive affection] value of negtive affectiond and value of
participation.The relation between positive and negtive affection is not linear. Second we divide consumers of WWW interactive
advertisement into 4 groupst highly interested] normally interested] lowly interested and rejective. Finallyd acoording to all the
statistics and data we collectedd we can make descriptions of these 4 groups in detail.
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