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Sound Sense Design in Plane Advertisement

ZHANG Xiao-yu
(Jiangxi University of Technology, Nanchang 330098, China)

ABSTRACT: The work aims to analyze and compare the domestic and foreign outstanding graphic advertising cases to
set forth the importance and application value of sound sense design in the graphic design, so as to explore the special
form of advertising creative visual image strengthening audio-visual experience and taking sound sense as the core based
on visual image and make print ads more novelty and appeal. From the significance and function of the sense of voice in
print advertisement, the formation of sound sense, sound source in graphic advertisement design, application value of
sound sense in plane advertisement, relationship between the sound sense and visual elements, expression method and
opportunity of sound sense, method to strengthen the audio-visual experience in advertising practices, specific applica-
tion method of sound sense in plane advertisement design etc. were discussed. The visual image-based expression of print
advertisements is broken, and the audience's multi-sensory feelings are strengthened through sound sense design, so as to
make the advertising information clearer and more appealing. Through the research and practice of sound sense design,
the new ideas of plane advertising creative have been expanded to provide theoretical and practical basis for the related
research of flat advertising.
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Fig.1 Schematic diagram of strong and weak sound sense
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Fig.2 iPod music player advertising
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Fig.3 Flat advertising of Net Ease cloud music
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Fig.6 Advertisement of audio in some brand
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Fig.7 Advertisement of some real estate
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Fig.10 Advertisement of Haitian bibimbap sauce
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