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Abstract

With the rise of new media advertising, the living space of print media advertising has been continu-
ously compressed. Under the impact of new media, how print media advertising should seek new
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development has become an urgent new issue to be solved. As a country where both print media and
new media are highly developed, Japan’s print media advertising has also been impacted by new me-
dia advertising in recent years. However, through the implementation of a series of measures, it has
not only rejuvenated print media advertising but also explored a new path for its development.
Against this background, this study takes the advertisements of the Asahi Shimbun and the creative
advertisements that have won the Asahi Advertising Award as the research objects to explore how
they solve the survival crisis through continuous innovation and blaze a new trail for their develop-
ment in the face of the impact of new media. The research results show that the innovation of Japa-
nese print media advertising is mainly reflected in adhering to creative innovation based on sustain-
able development, improving the layout design ability of advertisements by applying new technolo-
gies, enhancing the visual attractiveness of advertisements, strengthening the advertising creative
ability of designers, and integrating popular culture to construct advertising designs that can gener-
ate emotional resonance with readers. Through continuous innovation and the application of new
technologies, Japanese print media advertising has not only explored a new development path for
itself but also provided a new reference sample for the sustainable development of print media ad-
vertising worldwide.
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Figure 1. Asahi Shimbun advertisement for Your Name
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Figure 2. Asahi Shimbun advertisement for Uniqlo
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Figure 3. Asahi Shimbun advertisement for Uniglo
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Figure 4. Asahi Shimbun advertisement for Slam Dunk
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Figure 5. Advertisements for Asahi Shimbun, Yomiuri Shimbun, and Jujutsu War
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Figure 6. “Asahi Advertising Award” advertisement of Tombow Stationery
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Figure 7. “Asahi Advertising Award” advertisement of Panasonic
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Figure 8. “Asahi Advertising Award” advertisement of Baokuangli Water Special
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Figure 9. “Asahi Advertising Award” advertisement of NAIGAI
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Figure 10. “Asahi Advertising Award” advertisement of Kamakura
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