SREREH BT AR A PR A 5 B T k5

M TR SRR 5 QIR T

TR E

(J"RAMBEZARINE =R, )M 510000)

BE: MR ZFH T X a A BT , Miks S B0 A M T )5 % AR IRBAEAR T 5 P o) R dk & AT
K B BB BR T B AP ERBER T 0 E R TR bR T H IR B R AR S AT B AR T8 7 X
L BRAL AR )T RN SRR A BB M G RRAR IS JF R A TR S WA AR, AR A T A
B F R E B T IR BAR G SRR A A 0 AL R ILTF A BT 2 A R Bt ok o X

R AT FRBEAS % Al &SRR

RESES: 5243  XEERIZES: A XEHS: 1001-3563(2013)12-0029-05

Study on the Environment Media Advertising Creative Method Based on

the Emotional Experience

ZHANG Tian—tian

(Guangdong Teachers College of Foreign Language and Arts, Guangzhou 510000, China)

Abstract: Inspired by the emotional experience’ s influence on advertisement, from the perspective of cognitive
psychology, it analyzed environment media advertising instinct layer, behavior, reflective layer of emotional experience
in the experience economy. Through the environmental media advertising creative method research, it discussed the
environmental carriers and advertising information ontology in innovative ways to combine, can let the audience for
advertising have further contact and subversive emotional experience, and finally completes the ads convey information

effectively. The creative approach is that the focus of environmental media selection and utilization, innovative visual

performance practices, the audience experience output mode.

Key words: emotional experience; environment media advertising; study on the creative method

FERPBEAE(E =R Pk 5 XiE—
PR — R MAEEFREILIRITVEDP, B —3
AN SRR K RS, [EAFE R ESE AN
RE. TRAFVN , RENE TG BIAT L 778987
o MBS —TANBE KD ENEZZRM
KB R —FEXEN, IR EEE R A
A AN ZATNRETTIR? Wi RAECARSNRTT) OPXY
HENN : EEKERBNZSMATE, 20
ERBIENSEE”, FelFA ER™ INBIEN M
R EEBEEBIEIINE PRS2 R EE AN
AL ==

BRYATIN 2 HR BN SRAZRITE, B
WRITEEERHEAE, NEEHREIRE MY

ks BHA: 2013-01-27

EHATINIE . W THARIE FTPBVM R RIS i
S, RTNEVENFBEEON. LIENEREE,
MBUANLZRZ2E &5, KEATW S5
&8, ZORNBERAN, BRFRBEE. BN
IR, SNZRT AN T RERE)DE",
MR SIITHEMEMR S —RI AT NG
RS T U ESIHT AN ST SRTHER.

1 INRRIAT SOV
WREA AR B, WREESMRITS

BUIFTR D&AD A ST IEK SRIXFHERK
R, B EIA SEIRTRIEN—TRIA

TEB®IIT: KR (1975—) 20, WA AL, T ZRANE ZARBME =B, 2N ik B i 5.



30 =

{25 T PACKAGING ENGINEERING Vol. 34 No.12 2013-06

HITHEEYs RBILER, PE SWAHBTROE
e,

S5 - RADINSH USHREBAMMBEAE &
3)BP, BB G5 THEE SR
B, JBRTBE. L &, EEImag UER%
(&b ERRRERAROVARET s

REFTR, ZEB NN INRERIA & B—E
I SR, FFEURSIMMRAERNENER, £
R EM L, [ SR HEREK
SHWOIR,IZN SN B ALY —ip
[TEEREBNI. XTMERZXERENASH
MIBEM U BRINE N7 Z R AR T
NAIVIBIRT , BIIES A VIR , 2 — P51
BEAREERRI S, CARERIEN
SRITHNERHME D, HMRElMEeE—k
B—P ST

2 WNEIRAT SPEYERMAK

SDHANRINEZRBINE - A - B2E(BRIL
BT, MARINEZHAEE DR ISEANNER
B0 LA 3FPAEBYKIE, BIARE T AR BBIX
o BN, AIERATIKR DY - ABEMRAIT TN
MERATRIRBIERT o ABEMRITIE T 75805
2, AMEHERE N CEVIBRMAN; (TAMRITINE
T GRIE , NINE TR AD)B)RBAE ; M
RIS T BN X, INSHREREXNE
RUATL" BRATNITEIC A EERTINRE
N SR
2.1 AEEEBVIRRMAL

ABEENBRANZ R SZRESZIINR
1S REREL ABER ST EBROBRARER
N, AEERNBEREREL REFNRZ T AKX
BB, E— MBI A AR S EF
WRNF R, RRAZOROURRERE . BANBE &
WE 1, @I ECBIRINFIA , B eI gsd
N iAWl E TS e
22 TNERIRRMAR

THNENBRAN R B S Z R B oIz R
RA SHEBHR, BIZORD SENZENG
I, KN SERNVER, Ae TSR

SREpswiv TS
Fig.1 The ltalian advertising

el TR SEVBE0, WINRIRIA SPBVEmRE
KABNCIE , 8 NRZEBIR 4K E 6
SE?2, [ SNERAR—RREE , A SRR

e

Reduce the bumps g

g

P2 WRZERE Johei ™ )

Fig.2 Nivea acne product advertising
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Fig.3 Advertisement of alleviating global warming
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Fig.4 Tefat non—stick advertising
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Fig.5 Pay attention to autistic children commonweal

advertisement
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Fig.6 South America save paper commonweal advertisement
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Fig.7 Correction fluid advertising
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Fig.8 Gold 's fitness club advertisement
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Fig.9 Lamps and lanterns advertising

RN EBERA, SAER SPOXDRE T EY, KT
MiaR, BN IS K TR B2 ORI R
INZ BB BB SR8y REURN " £
BMERE,

4 45
] SMIIBIAERD , SR AELL SADA

SANE AR, B SR RSO S68Y
OIRXKYE , MR IEIA TR B — TRIBEVIIAR . 1



SRATE BT A IR A PR IRAA ) 5 B R oY

SEHAN SERAMILUBIF OGS E, BRL= X
N SEERNVERLRMEN SBR[
KW SERNBERER., XPEIRDANER
AT INSEIRENEEEA A BB B R INTA
DR SRRSO T [EWBP—IetEmE
(S TeniER) PR “ 58 SMIZZEBEH =Y, M
—TSRAEHRIIA, WEMEH:%%BTJEL%EFF
AR ERENHEGITNNT. BRBEERAAN
MOBEEE, S AFURSZ, %%E%EE%&
BASNIBLEROREVEHETRIE M 5 [6]

SE k-

(1] Ph TR ISR P i R S a% TR, 2011,
32(24):120. 7]
SUN Ning-na.The Experience in the Design of Consumer
Demand Tendency[J].Packaging Engineering, 2011,32(24) :

120.

[2] 2y IR, AR - 7 R PR
AU H ik, 2008.
JOSEPH P, JAMES H.Gilmore Experience Economy[M].JIN

Mgz e (8

Ting—ting, Translate.Beijing: Mechanical Industry Publishing
House,2008.

3] BEE NS
(2):3.

IBBFFE A% TR, 2011,32 (9]

WEI Ying.Research on Innovation in Media Language of
Outdoor Advertising[J].Packaging Engineering, 2011,32(2) :

® 33

3.

AR SR AR A AR (MU 7 DU A PR
F],2007.
The Italian Magazine Editorial Board.The Asia—pacific Adver—
tising Works Yearbook[M].Hong Kong: Pages Publishing Co.,
LTD,2007.
Ly - BT, 35 00 - S0 AR A NE T SIS ML b et e
SRR N, 2005. (AT
AUSTIN M, AITCHISON J.Is Anybody see advertising[M].
Beijing: Beijing Higher Education Press, 2005 .
JEATE - A B AF AL B ML BT, 2R AL at 7 T
bt i, 2008.
DONALD A N.Emotional Design|M].FU Qiu-fang, Translate.
Beijing: Electronic Industry Press, 2008.
BRI — ) N B A [MARKE, B AUt s R,
2008 .
OGILVY.Confessions of an Advertising Man[M].LIN Hua,
Translate.Beijing: CITIC Publishing House, 2008.
EoR,FA W B AT SR P A SRR R A ]
T, 2011,32(2) 7.
WANG Rong, QIN Sui-ming, CHEN Li.The Construction of
Symbol Context in Outdoor Advertising Design|J].Packaging
Engineering,2011,32(2):7.
TG BT A s MM R B, P RERR ) DY R
At 2009.
IKKOTANAKA.Awaken of Design|M].ZHU E, Translate.Gui—
lin: Guangxi Normal University Press,2009.

D D e D e D e D e D e D e D e D e D e D e D e D e D e D e D s D e D e D e D e D e D e D e D e D e D e D e D e D e D e D e D e D e D e D e D e D D e D e D e D e D e D e DD D e DD DNV D VeV D DDV DD D
e e e 5 % E 5 5 5 5 5 - e e Ca e Ca e e

% % 5

(EEF24T)
FENG Gao-hua.Value Balance in Product Modeling of Medi— (6]
cal Instruments[]J].Packaging Engineering, 2010, 31 (10) :
20—22.

(5] JEUAFFSk BT P A BTV AR bR ) PG I R 27
JizAt:,2010.
KENYA H.Designing Design[M].ZHU E, Translate.Guilin:

Guangxi Normal University Press,2010.

RUPE RV 3= Eiiss g el S/ i S IR e a LT N
BIDL AR ik K2, 2009.

LIU Yue—yuan.Explore the Local Consciousness of Hongkong

Graphic Design by Practice of Kan Tai-keung's Design[D].

Guangdong: Shantou University Press,2009.



