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The Construction of Symbol Context in Qutdoor Advertising Design

WANG Rong', QIN Sui—ming', CHEN Li*

(1. Shaanxi University of Science & Technology, Xi’an 710021, China; 2. Chongging Construction Enginerring
Yuyuan Construction Decoration Co. Ltd., Chongqing 401122, China)

Abstract: Combined with description of typical cases, construction process of symbol context in modern outdoor
advertising design was analyzed in two aspects of symbol structure and the fit between symbol and environment. It
elaborated that construction of symbol context could build the information which contained in advertisement into more
integrated propagating state, promote the spreading of information, help the customers to understand and accept and make
better choice easily. Thus efficient information transfer can be realized better and the value of information spreading can
be increased. Finally, the importance of application of symbol context in outdoor advertising design was further
understood.

Key words: outdoor advertising; symbol context; construction

PN SPHERIIEBFZHMMEMN IS, M
W SEBITENEINRTTSAFEEUNE—

BYLIBRREEBRR2FI0 0. A, WAE
PN ST FNEB R S8R, #n) I

TENEROTSBENER. ARFSZEM,BRE | SRITTWAR, BSaIRE2RANEH,

HLHROVFAE, BIYIEE NS O K =8
FHE, ENRERE T — T RS EHERHEIGHER
IR,

RFEBRIFIN SAEZESNE N s —

1 DRSS 5

RSEMNEEENMN—TEETR, HEXD

TP ERSRBR AR PN SHESBEEERIMER
BRI N, EE B8R ALK NS FEIZHI
I, JRURBIR VIBEBIEB AR KlE:—
NEEH~m SHSET AR, BEUREL
INRR— 1T SE0EBRIS, BAZRNU NI T
FRITE—PIRSSENE R, XMERE, EF
INTSENRTER, A BEBEUSME S 2 IR E,
E—PETF oA SERE, EIERER,

s BHA: 2010-09-12

EREASHEYRSMN—T8ZRG , BiTHEE
BRMXOARMABRIELA s RN SRIT
1, BAEZHIBENZINER, ERZDITERLL
R SE, REILUIRK, ERENFIN
SPRZINITS,

AEBREBA ORGSR, LT8Rk
BeER , R ARNEEHR. SEhrL, a8 ™6
BURBENTESERE B —ERNRTSIFIE , 157GV

TEEEIT: EoR(1987-), L, NPT, BRIURHE R A0 SE AR , FUCF it



@3 TH PACKAGING ENGINEERING Vol. 32 No.2 2011. 01

6 =

MR FIRIEL R INEE &S RIS IHE
HERENKNSEHEEREE, BLEEAN
B EHANEBNS,  ANBET 850N, X
IRt RGBT SENZUACHIBERIE N E, BT
CLEENEHITRSEKANZ I E—L
IMIBYI AR . BLEGNZLIRRIENE.
I, WA SSIE T ORI SIB5RN
B

=HFHPIN S L SUEFTBHI R

Bl 1 22495 N

Fig.1 McDonald's outdoor advertising
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Fig.2 STREPSILS drug outdoor advertising
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Fig.3 Nestle POLO mint outdoor advertising
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Fig.4 Energy saving lamp outdoor advertising
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