Nicoleta-Elisabeta PASCU, Gabriel George GEAMBASU, Victor ADIR, Elena IONI7A4

THE ADVERTISEMENTS AS “FISHERMEN OF MEN”

Abstract: This paper has tried to pay attention to some rules/principles necessary to be as tools for a
graphic designer involved in the process of making advertisement. For a designer, it is very important to
make available the AIDA principle for an advertisement (to pay attention, to release the interest, to
stimulate the desire and to persuade the action) by using images, colours, words, symbols, signs etc. In our
research study, we have learned about ways to make interesting advertisements and to identify the applied
principles concerning them. Our goal was to get together “the visual grammar” of this special
communication as a guidebook concerning a lot of information. This paper is only a small part of this

research work.
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1. INTRODUCTION

This paper is about advertising, about a special
graphic language used to convey a message. Our purpose
was to get together essential things concerning colours
palette, images, words and symbols and many other
components of an advertisement.

We have seen that it is a long way to full-scale all
characteristics of this special communication and, that is
why, in this paper we have tried to talk about only rules,
principles and other important things which are involved
in the process of creating advertisements. It is as a quick
race through a huge documentation in this field. Our
research study is not at the beginning, but we agree that
these are our first steps on the way. All the books studied
by us have made a point of view to make known that, for
us, all advertisements are “fishermen of men”.

2. THE DESIGN THINKING PRINCIPLE

The process of creation is different from one domain
to another (a way to make furniture, clothes, etc., to
create advertisements).

We have understood that for a designer who is
interested to create advertisements is important to have a
very good library of images, symbols signs, and colours.

This is his first step on the way of advertising. The
Design Thinking principle is based on [1]:

a. Thinking about images (a clever way to choose the
adequate image);

b. Thinking in words (to write a title and a text
appropriate for the image);

c. Thinking of symbols, signs (they can contribute to
conveying a clear message);

d. Thinking in proportion (the good selection of elements
to have such proportion to make clear the message and to
hierarchy the information);

e. Thinking in shape (an adequate shape to present the
image);

f. Thinking about color (to know the colours palette, the
suggestion of them and the way to make a harmonious
combination).

3. THE PRINCIPLES TO COMMUNICATE
THROUGH IMAGES

In specialized books about advertising there are a lot
of examples concerning the principle involved in using
images.

There is a well-known sentence about image: “An
image is valued as 1000 words”. That is why to know
these principles to communicate a message through
image is very important for a designer. We have found in
[2] a very good description of these principles, as
follows:

1. The distance between elements
composition;

2. To increase the visual impact, it is necessary “to
manipulate” the scale for image. This is a principle
which helps the designer to make a hierarchy of
information;

3. Dominant or subordinate image is in connection with
the headline or text. A strong image does not need a
strong headline. But a strong one needs not a strong
image. That is important for the designer to choose the
right way to create the advertisement;

4. The tension of the composition may be realized using
visual elements being in contrast with the message or the
subject of the graphic project;

5. The repetition is used when it is necessary to fasten the
content to the public;

6. The alteration of the image is one solution to make
evident some characteristics of an element;

7. To combine easier the text with image and to create
another focal point is necessary to make cropping
imagery;

8. The style of the image is important because may
convey the message from the beginning. This style may
be expressive, allusive, realist, fictional, and analytic.
The selection of an image from a library of images is
absolutely necessary;

9. To establish what kind of image is adequate: real,
abstract, stylized;

10. To choose the color palette in accordance with the
image and the message.

in a graphic
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In [3] Angela Riechers has given a few ideas about
image. A good one must increase the degree of
understanding, to be eloquent, with an accurate purpose.
To sustain the text, the composition, the colours and to
create an attractive visual variety. The image is as proof
which explains and supports narrative communication.
May be shocking or pretty, evoking mood or feeling. It is
the freedom of the designer to choose the right solution
for image concerning the target.

Another very interesting book [4] has presented the
design of an image and the position of it in a structure for
an advertisement. The author has identified 5 situations
of configuration, as follows:
1.The axis composition (the object is situated in the
centre of the advertisement, the axis of sight).
2.The focus composition (the object is not in the centre,
but there are a few elements which lead the sight through
it).

3. The successive composition (the same object is
presented in successive planes).

4.The sequence composition (is about a certain way to
guide the sight on the object or logo).

5. The fragmented composition (or fan composition)
(which organises the product through multiple fragments
or small images to convey a diversity of aspects or uses).

4. THE DESIGN OF AN ADVERTISEMENT
(PRINCIPLES AND METHODES)

Many books present principles and rules for
advertising. In one of them [5] we have learned about 6
principles to make an efficient, attractive and visual
advertisement. These principles are as follows:
1.The principle of structural unit;

2. The principle of structural harmony;
3. The principle of a coherent reception;
4. The principle of the main element;

5. The principle of contrast;

6. The principle of balance.

In [11] there are one hundred explained ways to
create advertisements and many examples concerning
these methods, such as: reveals, mashups, double
meaning, visual metaphors, visual similes, analogy,
omission, minimalism, alliteration, questions,
testimonial, storytelling etc.

The first technique: image is in a frame (in this case
is a limit of visual area and the sight is focused on the
object of advertisement). The second: without frame (is a
growth of visual energy of the advertisement; the viewer
has the possibility to discover other elements in it).
Another way to present an image is to see the object from
above or below. Portrait or landscape is another design to
convey a message.

5. DAVID OGILVY AND THE ADVERTISING
PROCESS

In the book [6] David Ogilvy has written: “I do not
regard advertising as entertainment or an art form, but as
a medium of information. When | write an
advertisement, | don’t want you to tell me that you find it
“creative™. | want you to find it so interesting that you
buy the product.... I hate rules. All I do is report on how

consumers react to different stimuli.” David Ogilvy has
given a good example about how a designer must do his
homework, when he realized the advertisement for a
Rolls — Royce. He has studied 3 weeks all about this car
and finally he wrote a famous headline: “At 60 miles an
hour the loudest noise in this new Rolls-Royce comes
from the electric clock”. The image means personality,
identity and, of course, selling. A good advertisement
involves a good image. The right picture for the right
product. The designer must be aware of the importance
of the product which is the hero of the story.

6. THE CONTEXT IN ADVERTISEMENT

We have identified in our research study a few
contexts which involve the image. It is about using
component elements to convey a message as clearly as
possible. That is why it is important for the designer to
understand very well the purpose of his work using the
context of the situation. The book [7] has helped us to
understand how important is the context in a message
conveyed by image.

6.1 Context typology

We have shown the context as follows:
a. Spatial context (is a specified space introduced by an
image/or images where “the actors” of the advertisement
“play their roles”);
b. Temporal context (the epoch/time for the event —
fashion, design etc.);
c¢. Sensory context (calling the senses of the public; to
suggest the people);
d. Cultural context (the designer must understand the
culture of the society where he intends to introduce an
advertisement);
e. Settlement context (existing rules, laws etc. in society
which may create different interpretation);
f. Identity context (is about the “actors”, how they appear
to be).

6.2 The typology of publicity speech

A publicity speech is a symbolic communication
using images to attract the public. In this process of
creation, the designer tries to represent ideal character,
without worries and daily problems. An argument speech
which may build a possible reality is called a speech for
a possible reality. There is a kind of speech which is
about an attitude for something wrong in the society. It is
called a speech for attitude. Is possible to be known as an
ironic speech and may create a discomfort and shocking
the people. Another speech is the myth, using fiction,
fairy tale and legend as a point of departure to create an
advertisement. In the book [8] are described many
examples of advertisements as a cry of the society
against human rights abuse. It was difficult to choose an
example because a lot of them were qualified to be
chosen. And for myth script was easy to represent the
Marlboro cowboy, a representative advertisement well
known in many books of advertising.

What was important for us studying the
advertisements for attitude? To understand another way
to explain to the people the problems of the society, to be
involved, by graphics, in a fight for truth and rights. The
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advertisements from [8] are very clear on this way. This
kind of posters convey a strong message, a real view of
the society and demand for a solution from the mankind
to save the planet. Also, the posters of WWF are like a
cry, and the images are very strong enough to ask for a
real answer.

7. COMPOSITIONAL PRINCIPLES FOR A GOOD
LAYOUT

In the process of design is very important to
communicate clearly and effectively in visual terms
(signs, symbols, images, colours, words, proportion,
shape etc.). To create a good composition of an
advertisement is necessary to understand the fundamental
compositional principles and how to use them. We have
understood that is the basement to be able to mix the
visual elements for convey a clear message. This is
because, first, the graphic design is a visual language.
We have found a lot of information in [9], [10], about
layout characteristics and compositional principles
(balance, movement, symmetry, asymmetry, contrast,
tension, figure-ground).

Shortly, we present few aspects about these
principles:

- balance that means to realize a harmonious and
proportional structure using elements for a visual graphic
design for stability and equilibrium;

- movement is a process of changing a place, to create a
moving using some elements guiding the sight of a
viewer to access the visual message;

- symmetry is not so dynamic, sometimes is boring, and
the elements are designed on the central axis of a layout;
- asymmetry means without symmetry. Namely, appears
when “visual elements do not mirror one another”;

- contrast “is the opposite of visual harmony”. Is used to
realize difference between elements, (size, shape, value,
colour, texture etc.) can drive the attention to something
important, may contribute to a hierarchy of information,
create different feelings in connection with a context etc.
The designer must know the role of each element to
establish its position in the composition.

- figure-ground is a relationship between the foreground
and background, which assure a visual perception.

It is about dominant and subordinate elements, how
to use these two composition elements in the benefit of
the structure.

8. SOME CONTRIBUTIONS
COMPOSITIONAL LAYOUT

FOR

The research study has allowed us to create different
compositional layouts to achieve the AIDA concept. The
result is a few examples in Figures 1 and 2 where are
located the essential elements of an advertisement,
namely image, title, logo, colour, text etc. We have
identified, in many books about this domain, examples
and interpretations concerning how important is every
element and how it play its role known by the designer.
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Figure 1 Different compositional structure
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Figure 2 Alternative compositional structure

9. CONCLUSIONS

This paper is a first part concerning the achievement
of a guidebook working by us. It is a way not so easy
because the documentation which is about colours,
shape, words and title, image and the principles which
rule the using them, are all to the benefit of designers.
We have added together information and more other
things about the theme of our research study with the
purpose to create something useful in the world of
graphic design. Our future papers will be driven to
expand the compositional principles and the methods to
create advertisements in some interesting field, such as
education and not only. Now, at the end of the paper, we
may say this study is a challenge for us and we are at the
beginning.
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