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Application of Super-realism Photography in Graphic Advertisement
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ABSTRACT: It explores the application mode of super-realism photography in modern graphic advertisement. Based on adver-
tising, design science, semiotics, communication and other disciplines, using data collection, case induction methods, it analyzes
the specific application mode of super-realism photography in modern graphic ad vertisement from the artistic features, visual

performance and technical skill. The combination of surrealist art photography and commercial print advertisement can highlight

product performance more effectively, attract more attention of consumers, so as to better enhance the value of advertising.
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Fig.2 Adolescent public service advertising
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Fig.3 Ferrino down sleeping bag advertising
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Fig.4 Violence against language posters
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Fig.6 "Los Inrockuptibles" magazine advertising
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