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Abstract

Smoking is a globally prominent problem, and the tide of tobacco-induced death needs to be con-
tained. According to the ninth WHO Global Tobacco Prevalence Report in 2023, 8.7 million people
die from tobacco-related diseases worldwide each year. In China, our 300 million smokers are con-
suming 40 percent of the world’s cigarettes, and more than 1 million people lose their lives from
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tobacco every year. Therefore, we urgently need to take relevant “smoking ban” actions to protect
the health of our country and even human beings. The anti-smoking campaign is a systematic so-
cial project that can be used for legislation, tax, health, culture and other aspects. From the cultur-
al perspective of “building social consensus and creating a smoke-free society”, this paper focuses
on the visual communication design in anti-smoking public service advertisements. The element is
a research object, aiming to find more ways and methods that can optimize the persuasion effect
of anti-smoking communication from the perspective of visual persuasion. It provides more ideas
for reference and optimization of visual design in subsequent anti-smoking public service adver-
tisements.
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Table 1. The distribution of ads by different appeal methods
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Figure 1. A non-smoking advertisement for
“Chonggqing City Smoking Ban”
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Care yourself, do a healthy person
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Figure 2. A non-smoking advertisement for “Care
for Yourself, Do a Healthy Person”
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Figure 3. “I Refuse” series of anti-smoking commercials
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Figure 4. “Project Love” series of anti-smoking commercials; On the left is
“Love Plan-Book”, on the right is “Love Plan-Pencil”

B 4. (BRI RIBREITE; A (BOt—F3E) , GA(E

HRE) ¥

DOI: 10.12677/design.2024.92214


https://doi.org/10.12677/design.2024.92214

&

%

2% e LURKSE GRBRERSATD) SRISORMEE “HAEHIAE T, SCRTT B i AR SCHEAT 51
RIEW GRS W 4 CROIHRD RANNPIIRIE S, CROEEMR “ 15557 « DGR HEH & E
Bt < JLERZOMRE” LA AU T RS 0 2 2225 R RO AR B Xt £% 1 LAJR G (1 B T2« fE 2
PR PIBOC T —— “HERRESIRIEZ AR — M7 M USRS RN TIAZ M7 E5)
X LA TE AN SE AR, S SRSZ A T A IR RO AR B AR A, SRtk

T EGE A SRR ST .
5. 458

TEEMH . R BGE A ST S, AU R AR 2R 32 B2 — R R AR . SR B s
REMETB, HprRe i B RURME S BE 2T N E T M T TR R HF SR E TR E NS, EREIT
B N TR E MBI BORSE T HE F ol . REFAAR, —LoCT7ERJEEEE I TH S 58 B
FBRAMGKIHUE R STCEALG O, T2 5 B AR 25 R B S50 BTG 5% . i DA THX
2 00 ) A B R TR EENE AL 2 T, N U IR ) D e & S A VR AT L, T %%
Atk RGA G 315 URRE AT 32 B S38h—T71, Pt SR AR 5T A2 FH AR o v 5 0 kAT
S . BRI BRI A 2 ) 43 UG R 2, Al vk 28R, LAk i) EAL
W TR LA B AL R T A SN R RO . BT AR SERR A Bt s, R
TEIEH ZRRRIER, SIS R IIE XF B 12— AR AR 2 2 ) 2 78 5 S A s A )R o 2l A
LE
T B

OF 1 KJE: 1EHFEH

@K 1~4 KJ5: M5 F, https:/huaban.com/boards/63191026

SEEk

[1] 3&FEZE. Af) &S0 M] dbat: JPE 3B i, 2001: 4.

[2] [SEMRZ M SEdRE. MarERE: TEREBENEBM]. dbat: dbat) 175 B it 2003: 446.

3] BRigME, . WS RE BRI AIUR S RE]. FEIER OCHESRE, 2021(1): 24-27.

DOI: 10.12677/design.2024.92214 303 wit


https://doi.org/10.12677/design.2024.92214
https://huaban.com/boards/63191026

	我国禁烟公益广告视觉设计说服效果优化研究
	摘  要
	关键词
	Research on Persuasion Effect Optimization of Visual Design of Non-Smoking Public Service Advertisement in China
	Abstract
	Keywords
	1. 我国禁烟公益广告的发展概况
	1.1. 禁烟公益广告的概念
	1.2. 我国禁烟公益广告的发展历程

	2. 我国禁烟公益广告与视觉说服
	2.1. 视觉说服的含义
	2.2. 禁烟公益广告与视觉说服

	3. 我国禁烟公益广告视觉说服效果的困境
	3.1. 诉求形式偏于理性
	3.2. 视觉表现形式缺乏创意

	4. 提升现代公益禁烟广告视觉说服效果的策略
	4.1. 广告语言设计上灵活选用多种诉求形式
	4.2. 对受众群进行人口统计学上的精细划分和分众设计
	4.3. 创意视觉表现形式
	4.3.1. 图形置换
	4.3.2. 视觉同构
	4.3.3. 虚实结合
	4.3.4. 发挥文字锚固作用，强化视觉呈现效果


	5. 结语
	注  释
	参考文献

