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Creative Thinking Analysis of Modern Commercial Advertising " Accomplish a Great
Task with Little Effort by Clever Maneuver s’

BIAN Shao-ping
(Inner Mongolia Technical College of Construction, Hohhot 010070, China)

ABSTRACT: The core value of modern commercial advertising isto complete a good advertisement that can not only at-
tract consumers' attention to produce desire and motivation, but also ultimately lead to the best sale of the product. This
would require the fluctuation full time is in a great advertisement originality, complete a picture of both to attract con-
sumers' attention, make it produce purchase desire and motivation, and could eventually led to the best product sales good
advertising is our purpose. If can reasonable use of "four two dial the daughter” advertising creative thinking, and show its
intentions clear, break down, not limited representation of "fewer but better, and specifically, less and less" all the creative
idea, we will be able to make advertising reach twice the result with half the effort. "Accomplish a Great Task with Little
Effort by Clever Maneuvers' creative thinking for businesses and consumers build the interactive space, more for designer
provides awider space, only good at creating, dare to try new design concept, to cope with the modern market is more and
more active.
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Fig.1 BMW's advertising
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Fig.2 Skin cream AD
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Fig.3 Kitchen with paper towel
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Fig.4 Juice advertising
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Fig.5 Weight loss advertising
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