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The Aesthetic Pursuer of Formal Advertising Language

RUAN Wei
(School of Humanities, Jianghan University, Wuhan 430056 Hubei, China)

Biography: RUAN Wei(1964-), female, Associate professor, School of Humanities, Jianghan
University, majoring in advertising communication.
Abstract: Aesthetic activities exist everywhere in people’ s lives. The use of formal advertising
language which is practical and functional should follow the law of aesthetics, conform to the aesthetic
psychology process of the mess, and respect the special aesthetic taste.
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