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Abstract

As an important art form in the 20th century, the influence of pop art is not limited to painting. It
has also exerted a profound influence on the design of modern advertising. This influence is de-
rived from the characteristics of Pop art itself, namely, the bright color application, the connection
technique of cutting and collage, and the creation mode of paste and copy. This influence on mod-
ern advertising design is reflected in two aspects, that is, graphic design and color application. Pop
art has also deeply influenced the principles of modern advertising design, that is, modern adver-
tising design pays attention to the principle of group differences, the principle of style integration,
the principle of sustainable development, and the principle of modern aesthetics. The influence of
pop artis reflected in the design of China Mobile’s “Action Zone” AD.
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Figure 1. BONG beer poster
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Figure 2. Coca cola poster

2. AIOAREIRY

3. MEZAREAR FRITFHEREN
3.1. BEERERN

BB XL TR T B AR E R, WG il I TR s EAR R R . HAER G
SR WA R TR, WIE D P A AT AR SRE 2R [N, TSRO
SR 5 TEBE Y T BUARER R B SKIN BB AP 3] Al A o R B 5 BT Y
MRAEA R BRI A BT X 4o RS AR FERHAR AT AT T 2 )5, sl LR BIEBLZ A Bt e R, %
HENBIPUSIBETE b, RERS IR B0E AL /), BRI LSRR B9 2L 0 (DA LK
BE—DNRERHA R RSO, XSO B S AN, A RSO, BZE TEE 2R
RIBLA 5 U SR RENS HERI IR B D RIS Ll AT R 5 B HEACR B RE - Ih i . B ERME N
BUARHE 2 B — Bl SCA, RS KRR AR AU, Bl 2R KU AEBARR e 5 53t
PRI IREL RIS R, AR TR 2R — RIS St B ) 4] L
ANET R T AR BT 275 FERX MR B R e RINEIREFS), B R IRNRI i, B4
FARZER S 5 BT A A X AR R TR, Atk B2 W se st gt t, XA e
AP ROIE IR, TSI AR MR R, RS — DN aeE. B2, fFafhzE
S Bt RERE A AR SRR, SRR AR, R ARk aE D, )T A F AR
PHERIFER, WEefest) &8t 2z R R .

3.2. Mg RN

RAMATFATAC R SR I R SRS i, RN B AEA AT AT L & [5]. ZIUEARRUE
I REBLRENE I 5] 2 NG . B & I Bt rT AR & 2 R XUk, DL 2R, et & Hofh
RURFE R EARBETE o IR 5 i m ek 107 A S I AR e UIARSS, BUAGTH RN R IR g 4 ety 4
SR TR, R AR B AR A ZRARIBOGER,  RITT A SR 2R RENS 5 i A BB —
ERIAEBUR S W et X A SRR B I L MPERIRAT SRR R S BT
R T M B o E T W B SR IS By, LB B IS . AP R OE, BRI ELR
aREAR, FEETE A AETE . XTI b R LA AT 2R RS A TR, XS E A,
FZHE. LU LIMI 377 ok b P 9 [ 4 P D R R IR LB X RS SRR K Lok, T 4R ) 2ok
FE et A 2 RS, PRI 5 v Ak i B T 5 2 404k 25 A XU BE T, LIMI 2 A— R 51 /)
ARIETFRBIR S it HAA NP R BT RIS IEAREE, FRZBLIA TR, FRRIIEL

DOI: 10.12677/design.2023.82049 362 wit


https://doi.org/10.12677/design.2023.82049

RUPERS

MR, A a R ORI, R AR B, XFRH B RE 2 L L eI R, (i 2t
A I SRS, AR ZRAE) T i R T RO AN o

33. IIRELREN

PR & EZH S RE BT RS R R . T S e TR R, ) S R AN
B B IA AN 1% R B W RRSAE R A R IR o AE BB R A T, RSSO B, FET
BRI O N AZHE S, R UM Y, KA. Wi, TP, SRR
FREdt k. BV E R BRI SE AR AT IO, TR TN D Z R AT 2T DA B
FRHUAAE, (ERIRETTSE IR b, € RS BIBOSRL , LLBORE A, DT R A R )
B HAT RN E AL . LU a] IRTAR ) 5 SRS B A2 Al b B SCAe, W B AR, AT TR A
[l 8%, 38 i R R n ), T E A RIS RER XA A T BT B0 i ARTIE I X AR
BYRAETP EAE G AT S B, RMEE TR SR d SRR RS T E ORI bR, B SR R i
TR AR E AR o SR, BT SO ERE A AR 3R, B A AL, RIS RAR
Heatt, SERLATRREEAORE, AR B Re AR .

34. FERKEREN

BB, NIRRT & B 3R TR A ER, AMUESRT S E AR, mHBE
SRITH MBS A SRR LS, B T8 KA S0 B # SRR i BT B SO AN
BT ES, RO 2 s SV A REs A 7. 2T G DU 56 B e BRI 255,
[ N BARH SRR BZE 04 7 ZARTC A B 2R M0, LR TR AN R JE - AT 3l 5 R
GHRER, RS R, JBRARFL R BB E R ZARZ R 2R MBS 2R
—RpARR6]. Hhn, —SEEEI RSB, EXOTER RS R B R EORIE, B, PR

BT P B R A g S B A S S A, ST S R SRR, AR T RENE T A2 K AR
ISR ER, TR ] 0 2 i O (E P

4. FEZAREDEBZ “BIRMTE IERTPOSEERNA
4.1. FEZAREFEBD ‘BT I SRTHHTR

) B P B R R ARy, BIEAE R—MEIAREER, R ABRT S, #et
P EELN, 1R M BB A OCRERE B B PR TR IR AR, IR RN SR 9 T BT
BN, (e EREE) “ah@ia” et B SR AR R B R, ST S R
AEIEMERMRE TR s 6 AR & it (3 3), B 5 ARIEAP 7 flot £ P,
BEPIOZ AP ZNLE, KKK 6 FRIER )RR, 6 MPit+E HEEWmiem, Kk L
A RN, SRR 7 B J7 S B 4 PR M-ZONE, 2 78 i
REH /S, logo MIBLHE R SOMSES I Bt 2 f et R AISCy e A LM ATt vy
PAATL TR B, SO 0y T E O A RO, RSO IR, WRGIIRER. T A it
H R SO AT BRI 15 3 2R BRSO A

4.2. PEBT “ShRME TEEREITNA

AT RSB N E AR R, W RS R A AT S R A R A T BRI
THAT A2 BVA S A B AN AR AE T e AR P TR . B A% BT DAl sl JE oy 1) 5 A AR L T F A 4
T ERARBLE S R . ] DAZE B rp (8 Rt AT IO, W] DU Sk BT A R T .

DOI: 10.12677/design.2023.82049 363 wit


https://doi.org/10.12677/design.2023.82049

RUNER S

L AT O B A TR S BT AT B AL T A SR AR T PR g, TR A R R AT T
it . beanshEss oy TR, fERATHrE R IR R Z PR ETAE, Wil 4, &5, 351
MR A AME, T AR B R AE R R RIIRCR, BUASh B bl I B A S SR
PRt if)e S oRih, shEar i) & it @ o, BB R E A IS ERANIGE, K
BEAEMARBINL, RE T1ETH & K.

Figure 3. M-Zone 6th anniversary poster
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Figure 4. M-zone package leaflet
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Figure 5. M-zone package leaflet
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