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Current Situation and Countermeasures of City Bus Body Advertising Visual
Design

WAN Tong
(Jinggangshan University, Ji' an 343009, China)

ABSTRACT: Objective Put forward more specific proposals for improving design of bus body advertisement.
Methods It analyzed the development, advantages and the statusquo of modern city bus body advertisement.According to
the problems of modern bus body advertisement design, it put forward the corresponding countermeasures from the 3 aspects
of design ideas, creative design and visual elements to improve the quality of bus body advertising visual design.
Conclusion Research on visual design of city bus body advertising, help to regulate the body advertisement content,
enhance the effect of advertising, the advertising can make people be good to hear or see at the same time achieve the aim of
propaganda; help to guarantee the healthy and fast development of car body advertising, the bus body advertising become
the city’ s cultural brands.
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