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The Construction and Visual Image Perception of Cultural Value for Advertis—
ement Based on Culture Context

ZHU Wei
(Hubei University of Automotive Technology, Shiyan 442002, China)

ABSTRACT: Objective Research on the construction way of culture value for advertisement and the application of
visual cultural elements in expressing the perception of visual image. Methods Based on the visual ontology, it interpreted
the way of constructing the cultural visual symbol for advertisement, combined with the process and method of
advertisement creative design, excavated the fresh and lively cultural element from social life. Conclusion Through
innovative thinking, it integrated the cultural elements into nestle coffee advertisement creative design in china, to research
the construction of advertisement visual symbol as well as the principle and method for the expression of visual element.
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Fig.1 Concept shape of
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Fig.2 Relating elements between

Bird" s Nest and cup graph
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Fig.5 Advertising graphs design
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Fig.6 A series of advertisement design for nestle coffee in China
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