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PRINCIPLES OF ADVERTISING DESIGN
IN PROMOTING THE COMPANY'S PRODUCTS
Abstract. In the business cluster model, advertising design is particularly important.
The advertising design in this mode has the following significant characteristics. advertising
needs to form strong associations with other brands and business activities within the cluster
to highlight synergies across the cluster. To stand out among many brands, advertising design
needs to show uniqueness and innovation to attract consumers' attention.
Keywords: Business Cluster Model, Advertising, Following Significant Characteristics,
Consumers' attention, Brands.
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3HauenHs. Pexnammuuii ousaiin maec maki 6axcIusi Xapakmepucmuku: peKiama NO8UHHA
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niokpecaumu cunepeiro. /[ moeo, wiob sudinumucs ceped bazamvox Openoie ma npusepHymu
V8acy CnoMCueauis, peKiaMHull Ou3auH MNOGUHEH OeMOHCMPY8amu VHIKATbHICMb ma
IHHOBAUIUHICMD.
Kniouosi cnoea: mooenv Oiznec-xniacmepy, pekiamd, HACMYNHI — CYMMESI
Xapaxkmepucmuxu, y8aza Cno#Cusayis, 6peHou.

Introduction. In the unique economic model of business clusters, advertising design
plays a crucial role. It not only needs to accurately convey the information of individual brands,
but also needs to skillfully integrate the features of the business cluster to achieve synergy
among brands and attract and retain customers together. The following will deeply explore the
advertising design strategies in the business cluster model from the perspectives of advertising
positioning and objectives, business cluster feature exploration, visual element design, content
strategy planning, media selection and layout, interactive experience design, and effect
evaluation and optimization.

Design the meaning of business and brand advertising, it is not only to promote products
or services, but also to build brand image, build brand value, build brand loyalty, and promote
market growth and sustainable development of the key means. Advertising is an important
shaper of brand image. Through advertising, companies are able to convey their unique brand
personality, values and cultural connotations, thus forming a distinct and lasting brand image
in the minds of consumers. This image helps the brand stand out among many competitors and
become the first choice for consumers when choosing. Advertising can widely spread brand
information, increase brand exposure in the target market, and thus improve brand awareness
and recognition

Objective: the aim of the study is to analyse the principles of advertising design in the
development of advertising media in order to promote brand products on the examples of
Chinese and global companies.

Research results. Designers are constantly exploring innovative forms of expression of
traditional elements to make them more in line with the aesthetic needs of contemporary people.
For example, Zhang Xiaoxuan believes in a Study on Tianjin Old Brand Advertising Design
from the Perspective of Semiotics that Tianjin old brand advertising design is a mirror of
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Tianjin's economic and cultural development, a carrier to reflect the spirit and culture of Tianjin,
and an important means to promote the image of Tianjin. Under the new economic situation, if
we want to revitalize the old brand advertising design in Tianjin, we must explore the
humanistic feelings contained in the advertising design on the basis of its original cultural
background and characteristics. The humanistic feelings contained in the advertising design of
Tianjin old brands are interpreted from the perspective of semiotics, so that the advertising
design can not only inherit the history and culture but also reveal the humanistic feelings, so as
to realize the two-way interaction between economy and culture [1].

In Research on the Application of Shanghai Cultural Elements in Commercial
Advertising Design, Chen Ali extracts visual symbols of Shanghai cultural elements and
designs a series of advertising design works on the basis of market research, which meets the
special aesthetic and psychological needs of consumers and can help enterprises improve
economic and social benefits. It has certain significance for expanding modern commercial
advertising design thinking [8]. In the Application of Chinese Painting Elements in Food
Advertising Design, Jiao Xiaohui takes the application of traditional Chinese cultural elements
in brand design as the research content, conducts in-depth discussion through the analysis of
relevant brand design examples, and completes the application of traditional Chinese culture in
brand design [2]. Liu Xiaolei, in the Application and Research of the Localization
Characteristics of Billboard Advertising in Brands, explained that billboard advertising is based
on the dialysis of local culture, the observation of people's lifestyle, and the particularity of the
era, which still ensures the uniqueness of local advertising. Liu Xiaolei believes that advertising
localization is not unexpectedly old-fashioned, rigid, and conformist, but on the basis of popular
integration with local culture. At present, domestic brands should apply the localization
characteristics of monthly brand advertising from a new perspective, combine the
characteristics of The Times, and keep pace with The Times to control the direction of brand
advertising design [3].

Let's analyse some examples of advertising design in China and in the global context.
Lele tea brand national style design advertisement shows its unique brand image and cultural
positioning. The ads feature traditional Chinese colors such as red, gold and cyan, which have
auspicious and festive symbolism in Chinese culture. It integrates the elements of ancient
figures and traditional landscape paintings, creating a strong classical atmosphere and reflecting
the characteristics of the brand's national style (Fig. 1).

Moreover, the advertisement clearly introduces the names and characteristics of the two
products, namely "Chunxu Longjing Sanduan Xiang" and "Tao Tao Oolong 2.0", emphasizing
the unique flavor and innovation of the products, and the text at the bottom of the "happy tea
ingenuity research™ conveys the core value of the brand, which is committed to providing
consumers with high-quality and creative tea drinking experience.

By combining traditional culture with modern drinks, Lele Tea has succeeded in
attracting the attention of its target consumers and stimulating their interest and sense of identity
with Chinese culture. This unique national style design makes Lele tea stand out among many
tea brands, forming a distinct brand image and market positioning. In general, Lele Tea's
national style design advertisement not only impresses people visually, but also establishes an
emotional connection with consumers and successfully transmits the brand's values and product
characteristics.

Apple and Tesla, as two major technology giants, have their own unique performance
and strategies in terms of brand advertising benefits. The following is a detailed analysis of the
advertising benefits ofboth brands.
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Fig. 1. Lele tea brand national style design advertising

e

Source: [10].
Fig. 2. Apple brand advertising design

Apple brand advertising benefits (Fig. 2):

1. Advertising strategy and creativity. Apple 's advertising strategy focuses on
simplicity, high-end and humanistic care, and communicates the brand concept through
minimalist advertising copy and creative content. For example, the 1984 " advertisement,
"Think Different” series of advertisements, etc., have won wide attention and praise with
profound creativity and unique visual effects. Apple is also adept at using social media and
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digital channels for precision marketing, enhancing user engagement and brand exposure
through hashtag campaigns, executive social media interactions, and more.

2. Advertising benefits and revenue. Apple 's advertising business has grown rapidly in
recent years, especially as it has invested heavily in streaming and advertising. According to
analysts forecasts, Apple 's advertising business could bring in billions of dollars in additional
annual revenue by 2027. Apple 's ads, which come in a variety of formats, including ads on the
"Today" page and "You Might also like " ads that suggest other apps, provide a new front for
advertisers and generate significant revenue for Apple.

3. Brand influence. Apple 's brand has a high level of awareness and reputation around
the world, and its advertising plays an important role in shaping the brand image and promoting
brand identity. Through continuous product innovation and superior user experience, Apple
continues to consolidate its leadership position in the technology industry and further enhance
the effectiveness of brand advertising.

Tesla brand advertising benefits (Fig. 3):

1. Advertising strategy and transformation. Tesla has long relied on word of mouth and
Musk'’s own social media presence for marketing, with minimal advertising costs. However, in
recent years, Tesla has also gradually increased its advertising spending, especially in the
context of the rapid growth of the electric car market. Tesla 's advertising strategy focuses on
the display of high performance, environmental protection and technological sense, and is
communicated through various channels such as TV ads, online ads and outdoor ads.

2. Advertising efficiency and market performance. Tesla 's advertising strategy has
increased brand awareness and market share to a certain extent. Especially in some key markets,
such as the Chinese market, Tesla has successfully attracted a large number of consumers
through advertising. Although Tesla 's advertising costs are still low relative to traditional
automakers, its advertising benefits are significant. Tesla 's electric vehicle sales continue to
grow and its market position continues to strengthen.

3. Special advertising cases. Some of Tesla 's special advertising cases have also
attracted wide attention. For example, Cybertruck'’s stunning demonstration of towing a Porsche
911 raised some eyebrows, but also managed to attract a lot of eyeballs and attention. This
innovative advertising approach, while controversial, has also had a positive effect on Tesla 's
brand.
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Source: [11].
Fig. 3. An advertisement for the Tesla Sebo truck
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The influence of commercial advertising on Huawei is far-reaching and multi — faceted,
mainly reflected in the following aspects (Fig. 4):

1. Brand image building and improvement. High-end, fashion and technology brand
image: Huawei not only shows its new products, but also conveys the brand's high-end, fashion
and technology image by placing huge billboards in several international cities around the
world. For example, on the billboards of Charles de Gaulle Airport in Paris and RIU building
in Berlin, Germany, Huawei showed its brand concept of wearable devices and PC tablets
respectively, which not only enhanced the brand's awareness, but also strengthened the brand's
high-end positioning in the minds of consumers.

2. Product promotion and sales promotion. New product exposure and traffic
aggregation: Huawei takes advertising as a strong means of new product exposure, and through
the global multi-point advertising strategy, new products can be quickly understood by global
consumers. This large-scale exposure not only improves the visibility of the product, but also
attracts the attention of a large number of potential users.

3. Accelerated internationalization. Global market layout: By advertising in multiple
markets around the world, Huawei has not only enhanced its brand awareness in these regions,
but also accelerated its internationalization process. These advertising strategies allow Huawei
to connect with more consumers globally, thereby expanding its global market share.
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Source: [12].
Fig. 4. Huawei new product release advertisement

Conclusions. To sum up, Apple and Tesla each have their own unique features in terms
of brand advertising effectiveness. Apple has won wide recognition and praise through its
simple, high-end and humanistic advertising strategy and precise digital marketing means.
Tesla, on the other hand, has increased its brand awareness and market share by gradually
increasing its advertising investment, focusing on high- performance and environmentally
friendly technological display, and innovative advertising methods. Both have achieved
remarkable results in terms ofbrand advertising benefits.Brand advertising is an important
means of brand building and communication. In a rapidly changing market environment, brands
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need to constantly innovate and optimize advertising strategies and content to better meet
consumer needs and expectations and achieve sustained brand development and prosperity.
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