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""3-D"Visual Language of Outdoor Print Advertisement

SUN Fei
(Xian Innovation College of Yanan University, Xi'an 710100, China)

ABSTRACT: It aims to probe different strategies of realizing 3-D effects in outdoor print advertisement.Based on litera-
ture reading method and case analysis method, from the visual, psychological, behavior this three levels, it analyzes spe-
cific application mode of "3-D"visual language. "3-D"visual language of outdoor print advertisementcan make outdoor
advertisement departing from the limitations of time and space, achieve development from traditional two-dimensional to

three-dimensional space and even multidimensional space, and open a new chapter of outdoor advertisement design.
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Fig.5 Nike sports shoes outdoor advertising
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Fig.6 Ttiish dessou underwear outdoor advertising
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Fig.7 Lenovo printers outdoor advertising
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