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Abstract
The scientific and technological revolutions that human societies are witnessing in our time

have resulted in many changes and rapid and successive developments, which imposes itself on
the field of advertising to keep up with these developments experienced by individuals in their
lives, the recipient needs to see a new direction in advertising that invites him/her to think and
meditate and to capture his/her interest in light of the massive revolution of advertisements.
Presenting innovative ideas is one of the most difficult stages in designing advertising due to
the need for the advertising designer to look up and search for information and ideas based on
his/her previous experiences. The innovative idea that is not familiar in advertising is the result
of a complex process of thinking from a conscious mind that has a special method in its
awareness of the environment and the surrounding culture and a special style in expressing what
is inside it, otherwise it will not reach the target audience.

The research presents a new vision for employing the strategy of contradictions and displaying
them in a way that keeps pace with the successive cultural and societal changes for the recipient
of the modern era.

Contradictions are a path of creativity that lends an edge to advertising. In this busy era of
advertisements, the designer is always looking for new treatments for the idea in order to make
the advertisement appear in a different appearance capable of attracting the attention of the
recipient, and achieve higher levels of ability to retrieve and remember the advertisement, and
then influence its directions.

It is a creative strategy that relies on combining two contradictory elements or two elements
that are not logical to merge between them, which makes the recipient summon his/her mental
abilities to interpret the advertising message and the interpretation must be done without there
being confusion in the understanding of the advertising message, and this strategy depends on
the ability to benefit from the opposite of the familiar thing and act and present reverse to what
others expect, whether results, information or relationships between the elements, in order to
surprise the recipient, as the mysterious and contrasting elements stimulate excitement and have
a pleasant effect when the hidden meaning code is deciphered.
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Introduction
With the tremendous development in the means of communication and advertising crowding

surrounding the recipient, the designer has been using more sophisticated images to influence
the recipient and capture his/her interest.

The advertising language that is said to be experiencing a serious deviation of linguistic forms
focuses not only on effective conscious communication, but also on the degree of subconscious
influence or the persuasive indirect effect of communication.

The excitement of the recipient’s imagination is the tendency that the advertiser must study and
benefit from, in creating strange ideas that are strangely distant from the familiar, taking into
account the experiences and perceptions of the recipient to keep his/her attention as long as
possible and raises his/her desire to know and then activates his/her memory until he/her reaches
the interactive communication process to a positive direction in light of this era characterized
by rapid and successive change.

A contradiction is a pattern of advertising idea processing in which the designer uses
contradictory images or conflicting verbal signals, and his/her models can be seen in many
advertising methods, and despite its common use and perceived effectiveness, experimental
evidence of the contradiction as an effective implementation mechanism is still limited, and a
mechanism is used, variation to emphasize and attract attention, and this principle derives its
effectiveness from the law of variation, which states that the duration and degree of attention
depends on the contrast between something and the surrounding things, and that the
contradictions are easier to find than similarities.

Designers are concerned with delivering messages to the public in a correct way, so messages
must be encoded using visual images according to the intended level of education of the
intended recipient, and messages can be encoded visually in a simple or more complex way, so
the recipient can decode the correct way to understand the meaning.

The research problem
1. How to use the contradictory strategy in contemporary advertising design?

2. How can the contradictions be used to present innovative scenarios for new visual wording
in the field of advertising design?

The research hypotheses
1. The employment of contradictions in advertising design helps to embody an innovative and

atypical advertising idea that increases the effectiveness of advertising.
2. The Contradictory strategy can be used positively to find new visual formulations in the field
of advertising design.

Research aim
The research aims to set a new vision to employ the strategy of contradictions in designing

effective visual configurations that help clarify the meaning, values and messages contained in
the advertisement in a manner that achieves the communication goals of the advertisement and
contributes to influencing the recipient.
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Research importance

To get benefit from the strategy of contradictions in order to devise modern methods in
advertising design in order to keep pace with the technological development and mental energy
of the contemporary recipient.

Research Methodology
The research follows a descriptive approach accompanied by an analytical study of local and

foreign models.

Theoretical framework of the research

Contradiction

The contradiction is defined as visual tension resulting from a discrepancy in the sizes of the
images, shapes, or the surrounding space, or the difference in the colors of the elements and the
spaces they occupy.

The contradiction is a form of advertising idea handling, in which the designer uses
contradictory images or conflicting verbal signals, and his/her models can be seen in many
advertising mediums, and despite its common use and perceived effectiveness, experimental
evidence of inconsistency as an effective implementation mechanism is still limited.

The contradiction mechanism is used to emphasize and attract attention, and this principle
derives its effectiveness from the law of variation, which states that the duration and degree of
attention depends on the contrast between something and the surrounding things, and that the
contradictions are easier to find than similarities.

The basic mechanism of contradiction becomes apparent in reducing visual complexity and
simplifying treatment, which leads to increased demand for the goal of advertising, whether it
is the promotion of a product or service, and the contradiction is applied in advertising in a
variety of ways. Between the state of the problem and how to solve it, it is also used as a practice
to compete against two opposing opinions.

Contradictory strategy
Contradiction means a conflict between two or two things that may be true at the same time,

and the discrepancy may be clear, visible, or hidden.

The strategy of contradictions is defined as "bewildering experience or a conundrum that leads
to a feeling of simple mental disorder or curiosity.” Comparison and contrast are inspired by
the state of tension that occurs when combining two extremes, where the use of the paradoxical
strategy leads to a cognitive conflict that generates a tendency and desire for knowledge.

The existence of a contradiction between what an individual expects and what he/her observes
raises his/her motivation to reduce the contradiction, and while the individual attempts to
eliminate this contradiction, he/she excludes information that increases the intensity of this
contradiction, and searches for information that explains this contradiction.

In the field of advertising, the strategy of contradictions can be defined as a strategy through
which contradictory advertising situations are presented that generate the recipient's surprise
and desire to know the solution to this contradiction, thus making the recipient an effective
participant in the advertising communication process.

This strategy depends on the ability to take advantage of the opposite of the familiar thing and
do and present the opposite of what others expect, whether results, information or relationships



2020 b Osdadl g a1 a3l - Gualdd) alaall - ALY agladl g ¢ 9l g 3 jland) dlya

between the elements in order to surprise the recipient, which makes the recipient summons
his/her mental capabilities to interpret the advertising message and the interpretation must be
done without having confusion in understanding the advertising message.

The researcher believes that the strategy of contradictions is an innovative strategy that relies
on combining two contradictory elements or two elements that are not logical to merge between
them, and gain its importance from being provoking the thought of the recipient, and creates a
conflict between what it holds of information, and what it faces in the contradictory situation
that is presented to it in the declaration, so it is forced to find a solution to this contradiction.
The strategy of contradiction can help the recipient discover solutions to the contradiction
advertising event, motivate him/her to continue the research, it works contrary to what the
recipient expects, and generates a sense of an individual's internal meaning "the craving for
knowledge needed to solve this contradiction”.

The contradiction strategies in advertising are considered one of the most important strategies
that result in surprise, thus distinguishing from the prevailing in the field of advertising and
increasing the response to advertising.

The advantages of this strategy
1. Combining contrasting elements to emphasize product properties and advantages in a new

way which makes the selling advantage more obvious.

2. The different optical elements that are linked together reflect the benefits of the product.

3. The comparison before and after the use of the product confirms the usefulness of the product
as the presentation of inconsistencies illustrates the importance of the product.

4. Combine the problem with the solution to make the advertising message clear.

Relationship of contradiction with code and coding theory
Stuart Hall was the first to develop coding and decoding theory in 1980, and its content lies in

how the codes are developed by the sender or designer and decoded by the participant in the
communication process, bearing in mind that ads can contain multiple layers It is meaningful
and can be decoded in different ways and can mean a different thing to different people.
Advertising has become part of the life of the contemporary recipient and has penetrated into
the entire cultural landscape, and the progress of advertising far beyond the use of simple
technologies to announce the availability of products or services, has become an effective tool
for persuasion.

Designers are concerned with delivering messages to the public in a correct way, so messages
must be coded using visual images according to the intended level of education of the intended
recipient, and messages can be encoded visually in a simple or more complex way, so the
audience can decode the correct way to understand the meaning.

The perceived complexity of the ad is usually thought to be a negative advantage, as treating
complex elements requires increased cognitive effort, due to the fact that individuals possess
various levels of cognitive ability, but increased visual complexity can also lead to an increased
motivation to address deeper, ambiguous and contradictory stimuli. Excitement has a
pleasurable effect when the hidden meaning code is deciphered, and research also suggests that
such complex information may help recipients differentiate among brands and thus enhance
persuasion.
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Psychologists were interested in the persuasive methods used by advertisers, and the school of
psychoanalysis founded by Sigmund Freud * was a particularly active area in the study of
advertisements, and the main contribution to this field was that it revealed how the persuasive
methods used by advertisers are directed to the unconscious region of the human mind, where
these contain the region which is based on our hidden desires, memories, fears, feelings, and
images that prevent it from obtaining expression on the part of the conscious part of the mind.
This subconscious region is divided into two regions: the personal subconscious, which contains
the feelings and thoughts that the individual developed during life experiences of its own, the
collective unconscious, is the region that contains feelings and thoughts that have been
cumulatively developed by the general lifestyle.

Persuasion is defined as a conscious intention by one person to influence the other, and more
specifically, persuasion affects people's beliefs, opinions, attitudes, convictions and motives,
this in turn stimulates the recipient to make the purchasing decision, but the designer must not
overlook that people's opinions and convictions are deeply rooted in the soul. They are
intertwined with a lot of values, and experiences, and when the advertisement appeals to the
emotions, the persuasive message succeeds and builds strong conviction and belief in
something. The advertisement made our cognitive approach to processing information more
visible based on the visual images, and thus more compact and comprehensive.

The design should be able to create a set of questions that require focus and scrutiny by the
recipient until decoding the semantics of the graphic elements used in the design by making use
of semantic formulas for the design elements, which encourages the recipient to follow the
announcement to reach and learn the answers to these questions and discover the implicit
meanings of the elements the design.

Rhetorical formulas (such as borrowing, for example) depend on inconsistency, where they are
defined as deviations from the recipient's expectations, whether the rhetoric is visible or verbal
so that the advertising message is presented in a way that departs from the direct way of its
delivery. Beyond the goal of advertising and positively affects the recipient’s attitude toward
the advertisement, the designer of the advertisement often uses metaphor when applying the
idea of combining contradictions whether it is visual or verbal metaphor, borrowing is able to
unite between two different areas, so that the designer can Link between the thing and its
opposite, and often the visual metaphor more convincing than in the field of special verbal
declaration.

The combination of contradictions is the method used to encode advertising messages using
images of the object and its opposite to clarify and present some meanings, and this method can
express direct and indirect meanings in advertisements where the direct meaning is easily
discovered by the eye when seeing opposite images used, but the indirect meaning is the way
each person decodes this message, and we can call it a deeper level of dissent.

The contradiction must suit the capabilities of the largest number of recipients using identifiable
elements so that the recipient is able to interpret the metaphorical meaning rather than the literal
meaning and the ability to achieve correct inferences and then respond with the declaration.
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Results

1. The contradictory strategy is one of the modern strategies in the field of advertising that
contains elements that are contrary to what the recipient expects, which he/she desires to search
for to solve this contradiction proposed through advertising.Employing the principle of positive
space makes a kind of motivation for the recipient to interact with the advertisement in an
attempt to explain the ambiguity of the advertising idea or graphic processing to satisfy the
instinct of his/her curiosity.

2. Solving the contradiction and understanding of the advertising message enhances the
recipient’s awareness of the advertisement and then increases the chances of being affected by
the advertisement and remembering it.

3. The greater the contrast between the elements and the more comparable than expected, the
more unique the advertising idea will be and will be able to convince the recipient.

4. The use of images, colors and contradictory words increases the effectiveness of the
advertising message, taking into account the accuracy of the relationship among the element
and the meaning and the ability of the recipient to decode the meanings and connotations of
these elements.

5. Benefiting from the contradictory strategy that directs the designer to find different new
approaches that help to stimulate different recipient skills to interact with the content of the
advertisement.
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