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The pop art style is one of the methods that the designer followed in designing
television advertisements due to its aesthetics and attractiveness. Each pop art
artist had his own style and employed this art in his advertising designs where it
was accepted by the American community and gained popularity.

Wide as it is an art that mimics their popular lives and embodies
them in the form of advertisements, in addition to using various types of textures,
ready-made materials, and primary and secondary colors.

This research included the methodological framework represented
by the research problem, the importance of the research, its objectives and limits,
and the definition of terminology. As for the theoretical framework; it dealt with
aesthetics in television advertising, the concept of pop art and the most
prominent pop art artists, as well as the research procedures represented by the
research community, the sample, the research tool, the analysis of samples, and
the results and conclusions reached by the researcher.

1- The colors used in pop art in the advertisement were achieved through the
background of the studio and the brand of the product, so the colors appeared in
the snapshot (1,2,3,4,5,6,7,9,10,11), i.e. 11% of the total search.
2- The advertising designer deliberately used a new method in the advertisement,
and he inserted pop art in the design of the product package and the trademark;
the background used in the advertisement, added a new style where aesthetics
and attraction make their way to the viewer and enable the art to be widely
accepted by the society.
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