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Image Expression in Modern Poster Advertising Design

SUN Li-ping
(Academy of Arts of Sichuan Technology and Business University, Chengdu 611745, China)

ABSTRACT: The work aims to study the sudden rise of image use in modern poster advertising design since the era of
industrial economy, the dilemma of image production and image expression in the consumption era, the logical recon-
struction of image expression in the era of big data, and the relationship between three major changes in image develop-
ment and their internal evolution. The problem that visual culture had changed from the era of reading texts to that of
reading images, the use of images and their expression had begun to significantly change people’s thinking patterns and
knowledge form, and the logical cognition had gradually given way to correlation analysis since the industrial revolution
was discussed based on sociology, consumer political economics, consumer behavior and visual communication design.
The use of images in modern advertising design has gone through the inevitable rise after the advent of modern society,
the confusion between the strong visual attraction of images in consumer society and the lack of logical expression of
images, and the self-logical reconstruction of image expression based on data thinking in the era of big data, realizing the
self-targeted revolution and leap of image expression in meaning.
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Fig.1 Liu’s needle store in Jinan
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Fig.3 Advertising cover of The Young Companion
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