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Influence of Memory Illusion on Advertising Design

MA Li, WANG Yu-jing, TAO Jin
(University of Science & Technology Beijing, Beijing 100083, China)

ABSTRACT: Objective Research the influence of memory illusion on advertising design. Methods It analyzed the
influence of memory illusion on advertising design through five forms of memory illusion including memory for prose;
relatedness effects; effects of interference and misleading information; verbal overshadowing effects; illusory conjunction in
memory. Conclusion Advertising designers should analyze various forms which generate memory illusion, to design the
advertisements and make them easy to be remembered.
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Fig.1 Ganjiwang advertisement
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Fig.3 Founder securities advertisement



12 fl % TR

20144208 H

PAAST i FRER B T AL, AHERE At RS R]
FOBR, IR B 07 ISR T i, B A T
AIARAL 2 L E AR AR B RE A X U4, DT A= T
L GE N IR — D HARPLI 4, S5 — A
WL J5 IEUES: Z R AN REA SE PRI R |, AT
TFIEMESFRX AN A T — g B

JE BT SN S AN R G B S AR A
JO7 P R, g AR 5 R )T A PN A O] 2 A
T, AR AR A N E AT 2 B, S AR
Xt B IERICZ .

3 FTHMRSEEIM

OHE S A5 R R I, T A2 iR SR
USRS A DR R R ARHT, WA K R BE R M 1]
TCEFAF,

OSSR IO T B R A R Ty T
R HEME2TE 5 HOULAR AT LIGE i s T T 5204
BN IX A 35 BRI AN X E B th T
ONBETT A TR 23 76 i 5 A IR 898 Hh B B Y
2L A TR S TR — e i R B S
SRR AT R o AR B TE ) 2 A% B X s
SR PR A S AR S AR R b X
SEBELAS TN T L

AU B IR BT Z B 25 TR AR A fik
I B AR B EREE ST PE R R A5, DRAEARAE )
SEAUG AT LAERR AR S R RS B o WERAEAR
pUl =y ey B A T e I RS R Y SHIIESS AU PUIPAN
XF S Y IERRICTZ

4 IR IE M RN

REHAGOUT A Bl X Sl = 14
IC1Z B S35 5 TOE R AR Fr R e A2 R R
R MAFI TR, A g nicte, eI s e,

ZEAAE T LR 4, KGR 59 s, 4 2RI B B B AR
S 2 IR P B A e D) B AR A A, I rp 2 B
sl PR 0 SO BRFH R i REE SR8 2 NS . AR YT
[ AT MR EAHE AR TE R XA S I BB N A
JEAT A, FEUINARAS R XA R 44 PR AT A 55

FEIX 59 s ) A T KR E R AR5

@én 'S

e

y N

EMURRATE ||
BERTUESER ||

Gennie's

B UR By FHE

K4 2

Fig.4 Maternity advertisement
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advertisement advertisement
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