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Color Composition and Visual Expression of Perfume Brand Print Advertis-
ing

JIANG Yong—hua

(Beijing Technology and Business University, Beijing 100048, China)

Abstract: It analyzed the expressive force of the color in the perfume brand print advertising, discussed the impact of
packaging color of perfume brand on the print advertising color, and analyzed the influence of color factors on perfume
print advertising shooting.Then it analyzed the relationship between color composition and visual expression of perfume

brand print advertising.On this foundation, it put forward the different color composition of perfume brand print
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advertising show up different visual meanings,and it had larger effects for perfume brand image—building.
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Fig.1 Print advertising of Chanel N° 5
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Fig.2 Print advertising of Dior J'adore
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Fig.3 Print advertising of Dior Midnight Poison
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Fig.4 Print advertising of Dior Homme Sport
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Fig.5 Print advertising of Lancome Trésor
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Fig.6 Print advertising of Anna Sui Rock Mood
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Fig.7 Print advertising of Miss Dior Cherie
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Fig.8 Print advertising of Gucci Remiere
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