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Inspiration of Artistic Conception of Classical Poetry for Graphic Adve rtisement
Creativity

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

ABSTRACT: It aims to study the enlightenment and app lication of artistic conception of classical poetry for graphic advertise-
ment creativity. Based on the analysis of classical poems "artistic conception™ connotation and the combing of construction me-
thods, combined with the graphic advertisement creativity, it summarizes the inspiration of artistic conception for graphic adver-
tisement creativity. Then from the differences of advertising media, logical thinking, emotion, products and the using of lan-
guage, it studies how to apply artistic conception in technique in advertisements. The artistic conception of classical poetry is
combined with graphic advertisement creativity to enhance the artistic quality of advertisement, to effectively promote the ad-
vertising marketing and the development of social economy, positive inheritance and enrich excellent Chinese culture essence.
KEY WORDS: artistic conception; creating artistic conception; graphic advertisement design
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