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Abstract

This paper starts from the covers of domestic advertising periodicals as a typical case, and sum-
marizes its cover images. From the perspective of visual thinking and gestalt, this paper analyzes
the relationship between the main visual elements of the cover image, the reader’s visual needs,
the domestic and international advertising journal cover image and visual thinking contrast, dis-
cusses visual thinking characteristics of the cover images of the advertising periodicals, puts for-
ward the visual process compliance, the development of touching “screen”, “cover marketing”
strategies, and achieves a complete show and detailed exposition, so as to offer some useful ideas

for further researches of the advertisement periodicals.
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Table 1. Four major advertising journals of China
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Figure 1. Reader group analysis of China Advertising
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Figure 2. Reader group analysis of International Advertising
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Table 2. Contrast of advertisement covers of domestic and foreign advertising journals
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Figure 10. Differences of visual thinking between the east and the west
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