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Comparison and Practice of Symbol Ideographic Oriented to the Audience Perception

ZHANG Zhong-yi
(Xi'an University of Technology, Xi'an 710054, China)

ABSTRACT: It aims to clear and definite the various techniques’ focuses of designs and applications of the symbol ide-
ographic, enhance the effectiveness of the symbol ideographic. Based on the cases analysis of the symbol ideographic,
aiming at the perception differences of pictogram and phonetic by the audience, then it puts forward the design method
guided by the audience perception rule, and verifies the method through cases. The research suggests that symbol ideo-
graphic is a kind of information interaction between the creative design of phenomenon express meaning and the audience
perception. And the factors that affect the ideographical expression effectiveness are relevance and matching of the de-
signed phenomenon to meaning system and the perception rule of understanding by phenomenon. Oriented to Chinese
symbol ideographic design is put forward. We should use the perception rule of understanding by phenomenon positively,
and enhance the expression effectiveness by adopting symbol visualized.
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Tab.1 Theinclination in alphabetizing the cor porate label
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Fig.1 The label updating of face identification
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Fig.3 Design flow chart of symbol ideographic oriented to the
audience perception
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Fig.6 Scheme 2
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