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ABSTRACT 

 

 
Advertising is necessary in sharing information and people can also communicate by 

giving their opinions. Each ad shown to public viewing will receive a variety of different 

views and perceptions. The advertising message will be difficult or may not be 

understood by the audience if there are excessive elements such as text, colour and 

lighting that can burden the eyes of the audience. Most viewers’ perceptions are more 

subjective towards advertising. Therefore, several elements and interpretations are 

needed to transform a subjective image into an objective by understanding the 

characteristics of the photography message in advertising and examinee the visual 

grammar in advertising photograph image content. Through the process of this study, it 

will ultimately influence the behaviour and attitudes of the audience. Online Survey 

method was used in this study and the sampling was selected among photography 

students, citizen. And if necessary, will be continued with an interview of professional 

photographers for the purpose of data collection. Respondents from the online survey 

were given questions aimed at finding out their perceptions and interpretations of the 

advertising image. And interview questions consist of a description of the elements 

needed to convert subjective images to objective through advertising. The findings of 

this study assume that eventually the audience will be clearer about each advertising 

that differs in terms of the way they present the idea. But with some special features 

will make the advertising picture more memorable by the audience. 
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CHAPTER 1 

INTRODUCTION 

 

 

 

 

1.1 Research Background 

 

Visual communication in this era is no longer something to be ignored. This 

thing is deserved to be highlighted in line with technological advances and human 

intelligence. Even in advertising also requires visual communication. Advertising is 

necessary in sharing information and people can also communicate by giving their 

opinions. One of the facts about advertising in ancient times until now is whether it 

appropriate to combine visual and text in one advertising. Alphabets, words and letters 

are very important and play a big role in an advertising image. Without this use, the 

advertising message will be difficult or may not be understood by the audience. Each 

ad shown to public viewing will receive a variety of different views and perceptions. 

Visual communication is a fusion between photography, language and even art itself. 

And the basic elements that must have in every advertising image are to capture a mood, 

emotion and feeling from viewers. According to (Sampson Quain, 2019) “for 

advertising photographers, who have greater creative freedom to interpret how 

products, services, lifestyles, and ideas can be presented photographically. Bold colors, 

multi-faceted lighting, and sharp contrasts between shadow and light are all tools in the 

advertising photographer’s broad”. And the world of advertising is one of the fastest 

and most effective attractions in conveying info or information to the audience. Since 

time immemorial, various platforms have existed to ensure that the advertising reaches 

directly to the audience no matter what the circumstances. 

Therefore, through this lesson everyone’s will know what visual 

communication is, and gain insight into why it is important. Visual communication in 

other words is called the language of pictures. Where each ad is definite and should 

have a meaning conveyed. It’s involving symbols, signs, graphic design and also 

typography. Which is are required in an advertising because the eyes of the audience 

judge more what they like, not what they want to know. Same goes to the brand 

company, each product released will include information/message to the buyer. But 

how can the message change the perception of the audience? it will when the delivery 
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