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Abstract 
 This paper comes to explain the absurdity in four chapters, first 
chapter the problem statement and its significance as well as the aims of 
paper which are: To identify the absurdity as a philosophical and 
intellectual phenomena and its impact on poster art, and to explore absurd 
posters and their origins. The scope of the paper was Coca Cola posters. 
The second chapter consists of three detectives sections; first one the 
emerging of absurdity, second section focused on the concept of the 
absurdity, while the third section was about the absurdity and poster art. 
The chapter ended up with some important benchmarks. The most 
prominent outcomes of the paper; the absurdum goes beyond classic forms 
and available templates when designing an ad poster. The ad makes use of 
absurd items depending on the recognition of the viewer and his/ her 
intellectual background plus the dialogue between designer and the viewer.

 
 


