W TR 39% 424
60 PACKAGING ENGINEERING 2018 4E 12 /]

ETHREEARN "BERX” SURRZITHALRKRER

FREE, &%
( REEBLT R, KHE: 300384 )

FE: B8 RTHEAE “FEFR” FMAAFTREGER, B BEEBRALSR S FUHFEATE,
1 &S R % ARAT AT A AR Ie AR 2T R R A ey W B 2OR . F ik ARIE S IR ZOR AT ARLE, MK
HERRT FMARFHUEARG AR, o ESTROEELS R P RE, ATFRARLLIHREK
A, FFHEBEFEIRPALIFMARRTOALETHFREHNEFARAAATN R, BF olTE A
W8 A Z A R AR RIS & RS BAE RSN FAARKITRESL, BFA
ZO0 EREE FHARZ T ERBEANLE S, FEAHERFARAEN FRES XTRXIFR, RERER
ARG ERARELSE S, BRE SR REA, RRARFARITRBENLREH,

KR R FERRK; FHARLKT; REKRE

hE4ES: 524  XEFRIRES: A M E4HS: 1001-3563(2018)24-0060-05

DOI: 10.19554/j.cnki.1001-3563.2018.24.011

Development and Exploration on the Design of " Smart Famous Scenic
Sites' Sign System Based on New M edia Technology

CHEN Zhi-ying, ZHAO Wei
(Tianjin University of Technology, Tianjin 300384, China)

ABSTRACT: The work aims to explore the role of new media in the "smart famous scenic sites" sign system, and analyze
the integration of new media into various sections of the guides and put them into scenic spots, so that audiences at all
levels can obtain better experience in use and the effect of their help on the development of scenic spots. Based on the
actual cases and research data, the application of new media in the "smart famous scenic sites" sign system was analyzed
for its improvement for the scenic spots and the user experience. Based on the interactive design concept of the sigh sys-
tem, the inherent logic of the visual sign system design in the smart famous scenic sites was on hand for the unearthing
and the prospects of the new sign system were explored to think about how to bring the audiences the humanized design
use experience in a more comprehensive manner. The design concept of sign system in combination with new media and
traditional media will combine the practicality of the sign system with the artistry of the new media design, and attach
importance to the user experience and scenic appeal of the new media sign system, and ultimately realize the effective in-
tegration and transfer of system information. To ensure the expression of its functionality is the inevitable development
trend of the future guide design.
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