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Abstract

The research reveals the crucial role of graphic language elements and principles in visual com-
munication design. These elements and principles provide designers with a shared visual lan-
guage, enhancing the visual impact of their work and effectively conveying information and emo-
tions. Simultaneously, they play a pivotal role in the structure and organization of the work. De-
signers create well-structured and appealing pieces by employing appropriate shapes, colors, and
contrasts. Case studies further confirm the value of graphic language in areas such as logo design,
poster design, and brand image. Overall, the significance of graphic language in visual graphic de-

EF|H: BRE. SRR R B 9 ERAE F FCRAEND]. Bt 2024, 9(3): 888-894.
DOI: 10.12677/design.2024.93396


https://www.hanspub.org/journal/design
https://doi.org/10.12677/design.2024.93396
https://doi.org/10.12677/design.2024.93396
https://www.hanspub.org/

MRz

sign cannot be overlooked. Further research and application of graphic language elements and
principles will contribute to enhancing designers’ creative abilities and the quality of their work.
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Figure 2. IBM logo
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Figure 3. APPLE logo
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Figure 4. Westinghouse Electric logo
E 4 BARBSAFRE®

TSR ME L TCER RN TR Bt BIRE SR 2H & GUIE B AR T o B A HOB™ K IO B 5O AR
EIH P NNE J1 . #7 2EARK M.C. Escher 1 i (18] 5)H R A FRP, 38 5d 52 %  AhA 1r F
FAE XL, QLEM S LT A AE L .

S 3z AR e A b SE B 51 g A F . JE R FRF A MAN K R A B Is A, it mieg
QI AL L PR AR, 51 SR T F), I A BULdE B ARIE R,

5. EFES MMERBI A EREIABRAFND

BT 18 5 XA dh AL i e AR A OR B R M5 . EALSE B BEih b, it Iiid it 1 hitia
FIETAE SR CR RN, REa5 GG Hh B A SR 3 AL IE ol 0 R e BE AR TR ROR I o

e, ERESRCREMELL. IR, Bt SOEMaRSE, TR Bz 07 5O i R
h T A EEAE . BN, HAEARE. e E L LA AR AL BOR, sk, RRE

DOI: 10.12677/design.2024.93396 892 wit


https://doi.org/10.12677/design.2024.93396

MRz

BRI S FTEAR AL FEAN L 5 7T DAL AA HRAN [R] (O 1 SRR S Bk, B (e B A E Y th R A
T RSB R . R RO . PR RN L RE AR A T DLEIAE A AR BOR, SIS A ) H
JERER .

Figure 5. Regular division of the Plane V “Frogs”
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