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Philosophy of Designing Interactive Digital Educational Programs
In a Creative Knowledge Society

Dr. Mohamed Mokhtar Metwally Satour
Advertising Design Assistant Professor
Advertising Department, Faculty of Applied Arts, Helwan University

Abstract:

The world around us is changing from old and traditional, to a modern digitalized
one, all fields are converting to that modernity, so now we can say: “information
society .. with digital performance”, these digital means help improving different
activities, and also help opening spaces for creativity both in information and
technology.

The studies support that Arab societies are in need of designing digital interactive
educational programs, which benefits in terms of connection between the
people, and which may prevent a bigger chance information to flow between
Arab societies, which it lacks comparing to western countries.

The study includes the first topic: the knowledge society’s philosophy, the second
topic: the philosophy of creativity, and the third topic: the philosophy of playing
and Freud’s explanation on this, and finally the fourth topic: the philosophy of
multimedia.

The research states that it’s essential to use digital interactive programs in
education to help Arab societies reaching prosperity, it also states that it’s normal
for the people to evolve to use such technologies, for their huge special benefits,
which makes the interactive multimedia a perfect method of learning.
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Interactive Advertising in the Era of Digital Media

Dr. Mohamed Mokhtar Metwally Satour
Advertising Design Assistant Professor
Advertising Department, Faculty of Applied Arts, Helwan University

Abstract:

Today, the world flies in the clouds of digital performance, which is now occupying
most of the fields, all these fields work on the posperity of mankind. Which makes
the digital field an important component of today’s life. Today’s human nature
is always looking for efficiency, speed and quality, new methods that differ from
those of the old means, which is why digitalization was necessary, it also opened
new technologies that helped in the growth of our world, for example, advertisers
from forty years back could never imagine that the means used in advertising
would develop like we see in our time, digital means have taken the place of
other older means that used to be the best, which drops these old means to the
bottom, and puts the digital means in the first place.

The research addresses the interactive advertising in the time of digital means,
which leads to studying each of the following: internet and interaction .. interactive
advertising .. designing the interactive advertising .. the income of the interactive
advertising.

Problem: today’s competition has grown harder than before, advertisers are not
fully aware of the importance of the interactive advertising, and that is why it’s
necessary to give a lot of care to studying the new method, interactive advertising,
and its income, for it’s the best way to grow the national economy.

Significance: the research aims to promote interactive advertising, and highlight
its importance, to cause attraction, people interacting with the advertising, which
leads to the improvement of the competing level of businesses and non-profit
organizations.

Objective: the research’s importance lies within its ability to open new horizons
for advertisers to use digital means, which can reach any place in the world, which
is considered an important step for marketers to promote the national products
worldwide. It’s also important because of the lack of researches that specialize in
this topic.

Methodology: to reach the research’s target analyzing method is put into
consideration, which helps analyzing the basic components of the research, which
are internet and interaction .. interactive advertising .. designing the interactive
advertising .. the income of the interactive advertising.
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Activating the Podcast Role as a New Animated Advertising Media

Dr. Mohamed Mokhtar Metwally Satour
Advertising Design Assistant Professor
Advertising Department, Faculty of Applied Arts, Helwan University

Abstract:

The world of today sees a lot of technological changes, new innovations appear
every day, the quality and difficulty of human life today is measured with the
degree of modern technology of his life, scientists are searching for new methods
of efficiency for our world, efficiency that allows people to always stay connected,
and technology is now serving human needs, and new needs are appearing in
the human’s life which demands new technologies to satisfy, it was all caused
by the information evolution, which made technology for everyone, not to be
monopolized, a positive technology that leads humans to prosperity.

Podcasts have been used for about eleven years now, and the idea was based on
using digital sound files on computers, which provides the ability to play these
files at any time, then it evolved to be visual and animated, which happened
with the appearance of new devices like laptops, smart phones and modern
music players. The research addresses two main topics, podcast technology, its
production, podcast advertising and its divisions, success factors, specialities,
facing challenges, marketing and incomes.

Problem:isit possible to use animated ads in podcasts? What animated advertising
methods can be used with podcasts? How much success canitreach?

Significance: the research aims to clarify the podcasts’ efficiency with animated
ads, and to find the best methods of using it, it also highlights the usage of podcasts
as a new advertising means.

Objective: this research opens a new and important horizon for a new technology,
which serves businesses and advertisers, so they can use this new method that
can reach everywhere in the world.

Methodology: to reach the research’s goal, each of the following were used:
analyzing method and exploratory method, and that to help analyzing the two
main topics of the research which are technology, podcasts and animated ads
using them.
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Electronic Games Advertising as a New Animated Advertising Media

Dr. Mohamed Mokhtar Metwally Satour
Advertising Design Assistant Professor
Advertising Department, Faculty of Applied Arts, Helwan University

Abstract:

There is no doubt that the digital advertising is occupying a high standing between
all types of media, the world is now living a digital era full of digital technologies,
which includes long technologic leaps, which made all media contribute in the
advertising field, advertisers today look at means for advertising purposes, seeking
a way to employ the means for the benefit of advertising, whether animated or
static advertising, and all this causes benefit to both advertisers and audience.

The electronic games were used as means to reach the audience, adverting
has conquered video games as never seen before, in the purpose of getting the
audience exposed to these ads inside the games, for better impact, because a lot
of people are playing these games on daily basis, getting exposed to ads every
day.

This research aims to highlight these video games as new means for advertising,
and to use in both animated and static usages, and on how to make new methods
and looks for ads.
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The Creative Advertising Role in Building the Image of the Visual
Commercial Branding

Dr. Mohamed Mokhtar Metwally Satour
Advertising Design Assistant Professor
Advertising Department, Faculty of Applied Arts, Helwan University

Abstract:

In a world of high competence, every commercial corporation must show
what’s special about it, to reserve its place in the audience’s minds. The creative
advertising is considered the way to build the visual branding for creating positive
impression towards the product or the service, it’s a considerable marketing way
for the product or the service to become distinguished, it’s what creates the
product’s identity and personality, and it also reserves a high standing for the
product and creates the product’s presence in the market in order to affect the
audience, creating a positive image for the product or the service, all for gaining
the audience’s loyalty. The positive image of the brand plays a considerable
role in building positive ideas about the product or the service, and making the
audience take positive decisions concerning the brand, and forming a strong
relation between the audience and the corporation. Forming a positive image for
the brand has become one of the most important goals of the advertising activity,
in any level and in any field that goes with the needs of the audience that are
affected and affect the corporation. Therefor the research goes on three axis. First

Axis: Creative Advertising. Second Axis: Mental Image. Third Axis: Visual Brand
branding.

Problem: How can advertising build a positive mental image through the visual
brand branding, allowing the corporation to form positive direction towards their
product?

Significance: The research means to discover how to build a positive mental image
about the corporation through creative advertising and creating a distinguished
visual branding.

Objective: The research opens a vision for advertising agencies and commercial
corporations to be able to stand and compete in the modern time where
competence became very hard, especially after the international commercial
openness that made the world look like a little village.

Methodology: The research uses an analyzing method, with an example of
building a visual commercial branding.
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A Philosophical Vision for Analyzing the Advertising Audience
Psychologically

Dr. Mohamed Mokhtar Metwally Satour
Advertising Design Assistant Professor
Advertising Department, Faculty of Applied Arts, Helwan University

Abstract:

It's clear the role played by the advertising for attracting the audience towards
products and services, the international and local markets became fighting arenas
for the biggest share of consuming audience of their products, the advertising is
no longer just an attractive design, but crossed the limits to conquering minds
with commercial ideas, which is built on affecting the emotions and minds of the
audience, until they interact with the products and services advertisers, so they
can get their cut of the market share.

The advertising became a distinct promotional tool, because of it»s visibility,
animation and audibility, plus the ability of broadcasting the advertising in two
or three dimensions, which provides higher success chances with the targeted
audience, advertisings are not innovated to be put in museums, although some
of them deserve that, for the great ideas that addresses audience minds, and the
people who enjoy seeing those advertisings, the advertising even became the
main subject of the Ad Eater events, which are held in several countries with the
goal of presenting TV commercials that include innovative values, but in order to
reach this high level of success, one must study hard to acquire the knowledge
of the psychological state of the audience, which helps the advertising reaching
success.

The research discusses the philosophical analysis of the advertising audience
psychologically,inthree differentaxes: Axisone: Freud’s Theory of the psychological
analysis, which studies the natural elements of the human being from one side,
and from another side, discovering his psychological tendencies, his inner world,
the significance of the natural human behavior and the importance of the cultural
and social changing in forming the psychological human life and his reactions,
forming a scientific approach for the psychological analysis studies of the human
being, including the personal systems: Id, Ego and Superego, the instincts, the
advertising preference, consciousness and sub consciousness. Axis two: The
Advertising Message Audience Behavior, which studies purchase benefits,
Maslow’s Theory of Needs, John Mitchell’s System (VALS 2), with the



goal of explaining the human behavior of those who get the products and services
and their uses, including the decisions that precede and cause these actions, the
human nature is a complicated composition, so the advertisers must realize the
nature of the purchase behavior of the interested consumer, so they can prepare
the effective message for the audience. Axis three: Designing the Advertising
Message, which handles the used means by the advertisers, and the indications
of the advertising message through the theories of Peirce and Saussure, whereas
Semiotics are built on the base of broadcasting the advertising message to the
audience using icons and meanings that affect them, which depends on the
cultural experience of the audience minds for being explained with the intended
meaning which is addressed with these icons, like we can see in a Mercedes-Benz
TV commercial.

The studying results today confirmed that every individual from the audience has
his own psychological composition, and this composition is unlike any other, but
they can be similar, and also every category from the audience demands a special
indicating level in the designed advertisings, that varies from the indicating icons
for the higher categories, to the direct messaging for the lower ones, plus that the
instincts are the reason for the changing of the psychological state of the audience,
whereas the animated advertising message is a visible and audible composition, it
is also suggested by the studies that studying the consumer behavior perfectly is
a vital importance, and taking care of the advertising message designing process
in a scientific way. And recommend the importance of teaching the philosophy
of analyzing the audience psychologically at the faculties of advertising graphic
design and mass communication, so that students can be able to be aware of how
to formulate a successful visual language of the advertising.
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The New Digital Advertising in Social Networks
Vision & Potentials

Dr. Mohamed Mokhtar Metwally Satour
Advertising Design Assistant Professor
Advertising Department, Faculty of Applied Arts, Helwan University

Abstract:

Human being continuously evolves, and so does the advertising field. Means
changes, along with customs and traditions. Accordingly, advertising means
also evolves to match such changes, and in order to achieve the desired effect
on the targeted audience. Such effect can be either strengthened or weakened
depending on the type of advertising mean and the message design.

New techniques are created every day. Techniques that were once new, became
old fashioned. This can be witnessed as the case with once prospered means such
as advertisements through press, TV, Radio, and printed means. These are now
called traditional media means, after emergence of web-based methods, such as
internet advertisements, social media, and online games advertisements. Such
techniques merged to form a new advertising mean, helping advertising parties
to access the target audience in order to support their trademarks or promote
their products and services. The study discusses the new digital advertisement,
along with its characteristics, positive sides, and challenges. It also discusses social
media networks, its types, key websites, websites preferred in each state, its pros
and cons, and the role of advertisement in social media, its benefits, revenues,
along with analyzing certain ads.

Problem: Digital ads in social media have an increasing impact of the purchasing
patterns. Therefore, both profit and non-profit organizations pay due care for such
mean for being widely effective in enhancing the volume of sales and promoting
the trade mark in the minds of the audience. The problem is to identify the volume
and extent of business corporations of digital ads in social media.

Significance: The study seeks discovering the extent and patterns of using both
fixed and animated ad in social networks, due to the large base of users and
successful opportunities available for reaching users.

Objective: The study aims to identifying the actual use of digital ad in social media,
and identity the methods of using such ads in various websites, and the activities
most used, and volume of revenues.

Methodology: This study falls within the analytic descriptive category, as it
analyzes various points of the subject to reach an answer to the study questions.
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Abstract:

The research addresses the “Guerilla Advertising Strategy” for creating effective
animated ads through some different points, which are: the historical background
of the usage of the term “Guerilla”, defining the Guerilla Marketing, - the basics
of the Guerilla advertising strategy, the means of the Guerilla strategy: Ambient
Media, Guerilla Sensation, Ambush Marketing and New Media. In addition to the
advertising message design, which depends on AIDA model of Kotler, and the
usage of the mental and emotional preferences “Credibility and Creativity” in the
message design. The Guerilla marketing has some positive effects: “The Surprise
Effect, Diffusion Effect, and the Low Cost Effect”. And also has some the negative
effects: “bothering, dislike, and confusion”. And the consumer behavior towards
the Guerilla ad includes: Brand Attitude, Brand Image, and Purchase Intentions.
The Guerilla Strategy is also addressed in the marketing mix, and has a percentage
for each component: Guerilla Promotion %70, Guerilla Pricing %10, Guerilla
Distributing %10, and Guerilla Product %10. The research submitted an animated
ad, was produced by the French railroads association (SNCF), using the Guerilla
strategy, under the headline: “Europe Is Just The Next Door”.

Studies confirm that this strategy is the best solution for small and medium
businesses, because it concentrates on the creative advertising concept, to
cause spreading, and reaching the needed effect, with low costs. It also has a
number of positive effects, which includes surprising the audience, and the
wide spread, it also helps the advertising companies to be able to cover the
costs, and producing special animated ads. This strategy also concentrates on
the promotional component in the marketing mix, the recent studies invite the
faculties that specialize in the advertising field to concentrate on teaching the
Guerilla strategy for its high effectiveness, advertising agencies should also use
the Guerilla strategy in producing animated ads more often, because it’s the best
way to produce creative animated ads which differ from the current animated
ads, which satisfies the audience.



