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Design studies for commercial advertising constitute a living tributary of culture ,
because they represent reality and draw the dimensions of the future in order to confirm
human tendencies from the various fields of life at whose doors commercial advertising
knocks . through these tendencies , mental perceptions are revealed , whether negative or
positive . The art of advertising represents the innovative aspect of the design process , and
depends on the extent of the success of the advertising efforts undertaken by the advertising
establishment , given that innovation is the heart of advertising , and that advertising is the
innovative expression of new , creative ideas.
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Conclusions:

1. The functional variable is one of the most important influences that the general design body is subject
to, because the general body is formed according to the design components imposed by the function.

2. Modern technology has achieved the emergence of effective results in the design structure as an output
variable that can enhance the effectiveness of the communication effect.

3. The social and cultural environment as a variable plays an important and influential role in advertising
and how to express that in design.

4. The main idea of the advertising material is often generated from the content of the designer's
community of which he is a part and belongs to his cultural, social and ideological references.

5. The process of attracting attention to the advertisement is linked to the economic status of the advertiser
in terms of the size of the space allocated to the advertisement, the number of colors used in it, the type
of paper used in printing, the type of medium used in its display, and other matters that achieve wide
spread in the shortest possible time, and then the sales rate increases and vice versa.
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