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An Analysis of Visual Communication in Fashion Advertising
Utilizing Cinematic Aesthetics and 3D Graphics
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Abstract

This study analyzes the visual communication strategies combining cinematic aesthetics and 3D graphic
technology in Burberry's fashion advertising campaigns directed by the French creative group Megaforce.
The research explores how advertising extends beyond a medium of product promotion to become an
artistic form that creates emotional experiences. The analysis reveals that Megaforce's direction visually
embodies Burberry's brand philosophy of freedom, exploration, innovation, and solidarity through cinematic
composition and advanced visual effects, thereby enhancing brand value through emotional immersion. In
particular, technologies such as 3D graphics, physics-based simulation, and live-action compositing serve as
key tools that blur the boundary between reality and the surreal, reinforcing the brand's emotional identity.
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An Analysis of Visual Communication in Fashion Advertising Utilizing Cinematic Aesthetics and 3D Graphics

All three campaigns integrate cinematic rhythm, camera movement, and choreographic performance to
deliver brand messages sensorially, presenting new possibilities for an aesthetic paradigm that merges
technology and art. This study demonstrates that technology functions not merely as a visual device but as
a fundamental means of communication in fashion advertising, and provides a foundation for future research
on digital media-based brand communication.
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[Table 1] Advertising Video Analysis Framework
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4. Megaforce2| Burberry I E1 Al 24

4.1 Open Spaces =X

[ 1] Open Spaces &1 IOl ZEFo| =g O[0|X]|

[Fig. 1] The key visuals featured in the Open Spaces advertising campaign.
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[Table 2] Summary of Detailed Analysis of Open Spaces Advertising Video
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[Table 3] Summary of Detailed Analysis of Night Creatures Advertising Video
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[Fig. 3] The key visuals featured in the Festive Campaign advertising campaign.
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