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Application of Formal Interaction in Print Advertisement Creation

YAN Hong-hui
(Changsha University, Changsha 410001, China)

ABSTRACT: This paper studies the application of the form interaction between words and images in the creation of print
advertisements, explore the possibility of interaction between the print advertising work as a fixed form and the audience.
By deconstructing the three types of forms of expression in typical print advertising works, including the text itself, text
and images, text and image co-construction works, materials, and carriers, FOCUS on analyzing the mechanisms by which
form interaction occurs, expound the possible psychological tendency of interaction between works and people, summa-
rizes the general rules of the form interaction between text and image, and the interaction between print advertising works
and people. Even in the age of Internet media, print advertising can fully adapt to the development trend of the media,
during text and image creation, according to the changes of modern audience's habits of reading pictures, reading and
aesthetics, rely on the methods and rules of the form interaction between text and image for creation. Enhance audience
experience, let the target audience participate in the advertising information through interaction, it is an important direc-
tion of modern print advertising creation and communication effect optimization.
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