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Abstract

Fractal vision is a unique new media art based on fractal geometry theory, which gives a very
strong visual impact and is gradually applied to brand marketing and product exhibitions in the
‘automobile’ advertising industry as a new artistic expression form. Accordingly, this study
mainly focuses on automobile advertisement posters. The purpose of this study is to analyze
how fractal visual car advertisements affect consumers' understanding of advertisements,
advertisement design effects, and consumer behavioral intentions.

In this study, a survey was conducted on three types of automobile advertisement posts as a
consumer research subject, and linear regression and analysis of variance were performed using
SPSS 25.0. The research results revealed that, first, the advertising effect of fractal visual design
had a positive (+) effect on the understanding of advertisements and a positive (+) effect on
the behavioral intentions of consumers in the same purchasing environment and marketing
situation. Second, when comparing fractal visual design, ‘similar' fractal visual design and
non-fractal visual design, it was found that fractal visual designer had a high influence on
consumers, and it seems to be significantly higher than the other two types. As such, fractal
visual design is an ideal design idea for car posters.

According to these research results, advertisements in the form of fractal visual design can
effectively enhance the image of a car brand and convey information about the car brand,
thereby increasing consumers' intention to purchase a car. It seems that applying fractal visual
design to the design of future car advertisement posters will be more effective.

Keyword
Fractal visual design(Z2HEF A|Z+ C|Z[QN); Advertising design effect(Z11 C|&}Ql &ub); Advertising
understanding(Z1 O|=); Consumer behavior intention(4H|} 32| 9o|x)
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