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Application of Ink in the Modern Advertising Design

QIAO Chun—mei
(Guangdong Ocean University, Zhanjiang 524094, China)

ABSTRACT: It aims to explore the ink element if can be mixed with advertising design, learn from each other and bring
forth the new through the old constantly. Through the analysis of the aesthetic characteristics and its unique artistic language
of ink painting, combined with the application example of modern advertisement design, it discusses the heritage applica-
tion of ink elements in advertising design.The rational application of traditional ink art to modern creative design can carry

forward the profound cultural essence of the Chinese nation and promote the development of China’ s modern advertising
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design.
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Fig.3 Samsung mobile phone series plane advertisement design
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Fig.4 "Believe in the power of the brand advertising"
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