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An analysis of the design of creative advertising media art elements to capture

the attention of consumers in the product brands that consumers buy the most
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Abstract

This article presents about the analysis of the design of creative
advertising visual elements to capture the attention of consumers among
the brands that consumers buy the most. We should study how to design
and promote our product in what type of slide, how the owner prefers to
relay picture in his advertising media, how to apply picture and is it an influ-
ence for consumer to select product or not. As we know that at present
online communication can directly reach the consumer very fast. So, it’s
very interesting to study about the designed elements of advertising image
which can build outstanding product and can increase our sales amount as

our target.
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This article will present about the results of
trend analysis in the design of creative ad-
vertising visual elements. that can attract the
attention of consumers in the group of prod-
uct brands that consumers choose to buy
the most As a result of the analysis, it was
found that There is a clear artistic component.
artistic elements As for the use of color, the
use of the main color of the product’s logo.
emphasis on the use of illustrations Leave
space for COPY. And most of them use the
colors arranged in the same tone. All of the
above that can attract the most attention is
the use of space that is very interesting. Every
product will clearly separate the figure and
the floor. Relative lines do not look messy.

Complicated

Keywords artistic elements / advertising

media / product brand
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