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Summary:

The study aims to identify the criteria used in designing advertising flashes,
in order to control the precise information and coordination between them in
order to develop the field. The semiotic approach was used in the study, in
addition to using the semiotic analysis approach of Roland Barthes that was used
to analyze the two selected samples. It was concluded that advertising flashes
rely on precise consistency between technical and artistic criteria with their details

to reach the desired.




