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Sex Suggestion in Plane Advertisement

GAO Lan-ying
(Inner Mongolia University of Science and Technology, Baotou 014010, China)

ABSTRACT: Itanalyzes the cause of concern and controversy from the definition of sexually suggestive advertisement.
Itanalyzes its unique ad targeting and artistic implication based on the causes, types and expressions of the sexually
suggestive advertising.Many factors should be noted in the process of the design and publishing sexually suggestive
advertising, such as scale performance, audience psychology, product fit, and the selection of the media.Coupled with a

unique artistic style and visual psychology, the advertising effectiveness of the sexually suggestive advertising is greatly
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increased in attracting the audiences and ad sales.

KEY WORDS: plane advertisement; sex suggestion; forms; the meaning of Art
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