£3786 FH14aW

fu %% T &
20164 7 H

T LS T R

Wit

(PE/REE2ERE , MA/REE 150080 )

WE: Be) H-F@) St Pk AR, Tk AERZHFE. SEE JEF HE
FHRBER, BEEB SN AERALESF, SEARTFEAGFE ) EEEFSARENE TS
AToM . & Mk £ ARG T EFT R B EFZ—, BRATT &G 5 & T Al
FRABE. CHOASNRLROMERET, RICERTEBHE, BRIT S EGLIHRE, HL
T B &S TE R ASTAE K,

XA & Faikit; kS
RESHES: 1524  XEERIRE: A

XEHS: 1001-3563(2016)14-0197-04

Analsis of Visual Impact in Graphic Design
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(Harbin University, Harbin 150080, China)

ABSTRACT: It aims to analyze the visual impact in graphic design. Based on art design, psychology, advertising, communica-
tion, through case study, practice and experience, it discusses graphic advertisement communication features and performance
elements with visual impact. Visual impact is one of the elements of successful advertising design. Excellent advertising with the

visual impact can stimulate the audience's visual organ through different shape, color combinations, not only enhance the com-
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munication efforts, but also enhance the effects of advertising interactive, to meet the changing needs of mass culture.
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Fig.1 Audi & Hyundai Auto
advertising

[% 2 Alpha Cubic |45
Fig.2 Alpha Cubic advertising
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Fig.5 International NGOs
poster

Fig.6 Scribe animal creative
print advertisement
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