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To Copy Phenomenon in Graphic Advertisement Design

GONG Yi
(Yancheng Institute of Industry Technology, Yancheng 224051, China)

ABSTRACT: It aims to study the necessity and danger of to copy phenomenon in current graphic advertising design.
Based on the mutual connection among consumer science, visual culture, advertising and visual communication design,
after heavy graphic design images, to copy the phenomenon of visual communication and visual culture shift spiritual
content are studied.To copy phenomenon is the inevitable product of the coming interpret drawing in graphic advertising
design, but because the image on the information conveyed deficiencies, designers tend to overestimate the image as the
information conveyed function, eventually leading to the only heavy advertising visual stimulation, while the information
conveys contempt strange like effect, which is not only contrary to the purpose of advertising itself, but also contrary to the
spirit of the connotation of visual communication design.

KEY WORDS: advertising design; to copy; interpret drawing; visual expression; paradox
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toolbox of print advertisement
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