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Visual Communication Design Integrated with New Media Technology

CHEN Zhe
(Shanghai Art and Design Academy, Shanghai 200030, China)

ABSTRACT: The work aims to investigate the opportunities and challenges brought by the development of new media
technology to visual communication design, and explore the correlation between the both and the specific development
path from the perspective of integration. Taking the generation of new media art as the background, the huge change
brought to people’s social life by the new media was discussed to introduce the significant effect and influence of new
media art on the visual communication design. Then, based on the emotional, interactive and multi-dimensional charac-
teristics of visual communication design in new media, the necessity and future development trend of the integration of
new media art and visual communication design were analyzed. Finally, the in-depth and meticulous integration analysis
was carried out from advertisement design and logo design to explore the concrete combination of new media technology
and visual communication design. New media brings opportunities and challenges to visual communication design by re-
lying on new scientific and technological achievements and combing with digital technology. The artistic design that the
new media presents has achieved artistic effects that traditional design cannot achieve, which not only brings high-quality
unique visual and sensory enjoyment to the audience, but also effectively drives the favorable development of the entire
media art industry.
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