Design #tit, 2023, 8(4), 3632-3638 Hans X
Published Online December 2023 in Hans. https://www.hanspub.org/journal/design
https://doi.org/10.12677/design.2023.84447

A A T R RS TRV B AL B A R =
—AREEm A G

FARAp?

'ZHEMTRKEANLSHEER, FhE S0
2PN EE R TR R A B, TR M

ks H i 20234E9H20H; FAHHM: 20234F12715H; KA H: 2023412 25H

=

PRER RN b E R, BATTERBOTHEAER . ACNSREMEHE A BB L SE &R
B2 22 BT BRI FR IR . B FIAT SRR IR AN E ik AR IV X R A R AT AR Z 5 T
V¥, MERFEMHRER, EAKCAHERERICTRUREZZNER . DAULEREE R
RIZARME. REASRE BN AR MMER SRR, R BRI EETR. Bk E
HIThAIME B R A 5 R IR AR ARIE BT I S, REBR IR BT P IS KRN E.
ZREBIR. RHHRAWSE T AIF OB .

X 5in
#REOH, BAMME, FRMME, JE

The Aesthetic Mechanism and
Characteristics of Movie Poster Design from
a Commercial Perspective: Taking Huang
Hai’s Works as Examples

Baohua Yuan?2

1College of Humanities and Education, Graduate University of Mongolia, Ulaanbaatar Mongolia
’School of Economics and Management, Guangzhou Nanyang Polytechnic College, Guangzhou Guangdong

Received: Sep. 20", 2023; accepted: Dec. 15", 2023; published: Dec. 25", 2023

XEF|H: wRE AL N R BT B ML R A S —— DL E ORI ], 12T, 2023, 8(4): 3632-3638.
DOI: 10.12677/design.2023.84447


https://www.hanspub.org/journal/design
https://doi.org/10.12677/design.2023.84447
https://doi.org/10.12677/design.2023.84447
https://www.hanspub.org/

R

Abstract

The rapidly developing Chinese film industry cannot do without the promotional role of poster
design. This article studies the famous designer Huang Hai’s movie posters from the perspectives
of aesthetics and commercial value, which have received much attention in recent years. By ana-
lyzing how the creative techniques and forms of posters in Huang Hai movies seamlessly switch
between business and art, not only does it have no sense of conflict, but it also continuously pro-
vides consumers with new visual enjoyment and experiences. The unique artistic and highly re-
cognizable design of Yellow Sea movie posters is the best interpretation of the commercial value of
movies and an important means of promoting film business. The utilitarianism of commercial
value not only fails to conceal the artistic value of movie posters as visual communication design,
but also reflects the aesthetic value, artistic cultivation, and Eastern charm in the design of Yellow
Sea posters, continuously providing people with new visual experiences.
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Figure 1. “Shadow” poster

1 (%) ER°

"utamAname

Figure 2. “Taoist Descending the Mountain” poster

2. (ELTW) ER°

DOI: 10.12677/design.2023.84447 3635 wit


https://doi.org/10.12677/design.2023.84447

IR

3.2. BTSSR EERERIMN

3.2.1. ThFItE®E R

T PSR AEAE SR SR RIS, VR SE IR MDA . R Bt 75 7870 5 8 s R R kAN, 38
AL RO S AR BER F7, WFEm R EE N . R R B BEM T I — 112K, Wi
A BB ALTE R B EE TR —. @ R AR h 5 26 ) R B e A RENS AL o R
T ELIE 2 fil A W07 F0 LRSS IR, NP AR R B A . 2 SO ORPBHIH THE ) i i AR T
ML T 5, AN b 20 5 A B LA R BGER 2 3 A D A 1) BT 25 7 RO PACE Fa e o s 2R, (RIS
BRI AR M ge b B R AR B T AR, ERRALER TR TR, 5191
FRF BN SRR HIEACSRPOT AR B2, 1R HE 7 — R AR AOVE H AT th 2 AR 20
EDL, RN BTR DRI AL M RIS ISR, A E N A el fE W, A A2 e e
NS, —F—2h, sk T ANWZEECR, Ee. AY. R AEm TR, A5y Bl
AT, SEEL TR L RORE . RTINS H]. R R DU 7 SR ORA
QIIERARTE M . B W DRIV R B AR o M AOCSEEL T DL 5 ZARME S —, i HAE IEH
AR IK HLRE R A P AZ I RN 25 U i SRR 252, & KA SZ Bt AR B v i R B DL B . 2R E
53O E R -

3.22. HEZAR

FO AR AR B SR B R 2R R, e BE 2R, FREE L EERAROLEE (RE) F
B, AHEMIBCARERIREZE, WHE. PEASESBEE—NEEN. WEMEAMAR, ®itT
ITEQMEL R, B BN, KSR SEMOERE, JIREZAREmEEESS. EigH
S IRTEORFF AR S R — B2l b, B TEEMEARTFIE, WRIE. B, #R%E, FigiRkEAR
R EARNME . TERLE BT 1B T S A B SO 2t b [ A% G 56 2 R e 5 B 5, =2
ARSI RIES G, GEERAR) (W& 3 Frm) kI ERI A k87 Bk A2 E H 7R AR
XA, DL NARITEN . A8 S RAEERAIRE], RO — s, B28+0
NSRS A, YRR B EOR SN . SOR A 2B R %, TURAE XA RAERL I Hhfrig
YT, WHUREEZRLZEMAE AT BE HET A O ENR. ASUKERMRER TR T T A
RIRIE, HIGERFHERET I EARBERZ %,

Figure 3. “The Golden Age” poster
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