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Visual Communication

“Words are not necessary” tend to be the lines
of people who can understand one another in
any situation. But conveying thoughts without
resorting to words is exceedingly difficult. Take
for example advertising. Here, your partner is a
consumer whose face you cannot see. Commu-
nicating a message without depending on words
is the power of the visual medium. Today we
become conscious of that power once again.

Visual Message
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Once again packing messages into visuals

The “brand” has been much discussed as the key to corporate growth. Then we
have methods to convey such visual images as advertisements, shop fronts,
packagings and product design, the major factors used to construct that brand. The
development of visuals, mainly those utilizing the mass media, has become more
effective than previously the case.

Apple Computer has become aware of the power of the visual and utilizes it to plan
new departures. Behind the sensational advent of the Macintosh and their new ma-
jor advertising campaign “Think different.” is their unique advertising strategy, and
their methods may be one indication of future visual development in the
advertisement. Here we will explore the relationship between steve jobs, the cre-
ator of Apple Computer advertisements, and Apple’s agency Chiat/Day, an advertis

New Dimensions in Visual Communication

The visual power of design is once again receiving attention. And while of course
from the 80s to 90s design had been acknowledged as indispensable to business,
design that emphasized corporate strategy,slick, cold corporate identities, or cal-
culated brand images had dominated the scene, Possibly in reaction to this the
power of design is catching its breath, taking a slightly different perspective from
that previously held.
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Visual Communication

“Words are not necessary” tend to be the lines of people who can understand one
another in any situation. But conveying thoughts without resorting to words is ex-
ceedingly difficult. Take for example advertising. Here, your partner is a consumer
whose face you cannot see. Communicating a message without depending on words
is the power of the visual medium. Today we become conscious of that power once

again.

Visual Message
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Art Director, Graphic Designer
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