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Abstract

The content of advertising design often gives people a sense of confusion. What is the reason
for this characteristic of blurred image? From the point of view of notation, there are many
reasons for Ambiguity, and the specific core elements of Ambiguity are based on
'inconsistency'. In advertising, visual information becomes the central element, so ambiguity of
meaning is portrayed. In his opinion, when advertising is centered on linguistic information, the
meaning is conveyed more clearly, but visual information becomes an important component of
advertising, thus increasing the room for polysemy interpretation. Therefore, based on the
method of case study, this study tries to find out what the visual characteristics of fuzzy
images are and what formative factors affect these characteristics. From the perspectives of
visual condensability, information deficiency, semantic complexity and concept divergence, 15
specific methods and various forming factors of image fuzziness are found. This study provides
a practical classification item for the visualization method of Ambiguity image in advertisement.
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