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Analysis on Design Idea of Ambient Advertising from the
Perspective of Ecological Psychology

LI Chun, LIU Yun-fei, TAO Jin
(University of Science and Technology Beijing, Beijing 100083, China)

ABSTRACT: The work aims to analyze the ambient advertising elements based on the theory of ecological psychology
and explore the design idea and strategy that can be more harmonious with the surrounding environment, interact with the
audience more naturally, and convey information more fluently. Based on the definition and characteristics of ambient
advertising concept, the design elements of ambient advertising were analyzed from the perspective of ecological psy-
chology, including three dimensions of audience elements, natural environment elements and human environment ele-
ments, and then further refined. Finally, three ideas and strategies of ambient advertising design applicable to the theory of
ecological psychology were put forward. The design of ambient advertising needs to focus on the whole of ambient ad-
vertising, audience and environment. The design ideas and strategies that can guide the audience into the advertising to
enhance the experience, integrate and coordinate the multi-media, and combine the natural environment with human en-
vironment are helpful for the design and information dissemination of ambient advertising, and better reflect the human
care and environmental friendliness of the advertising. The research will provide a new perspective and useful enlighten-
ment for the interaction between advertising and audience, and the harmony between advertising and environment.
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Fig.1 Advertising of Wella Koleston Naturals hair dye in Germany
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Fig.2 Advertising of Gorge Grown
Farmer’s market
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Fig.3 Advertising of Rimmel
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Fig.4 Advertising of Adidas
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Fig.5 Ambient advertising elements based on
ecological psychology
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Fig.6 Advertising of Droga Raia Drug store in Brazil
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Fig.7 Advertising of BIC Huge Razor
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Fig.8 Advertising of ARIEL washing powder
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Fig.9 Advertising of Disney AR in Singapore
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Fig.10 Creative advertising of “sky puzzle”

DA () 4 FE A W A IR T 5 5, A
Yiserh AR 5 A IR S5 2 I i m] b v 4k
JEIEA IR SIE A, B 2 AR, ORISR AT .
FUREAK & IR T A B F SR,
K8 (K i Ha i B R ), BA TSl &My 8
SOEED PAERAARL, CHEE ) AL, Sk
SRR T [ = IS/ o = N 1 0 w15 = v B8 1
B, ZSRIOCR LA, BBz B AR,
I DAAS T R 2 728 Ak, 52 AR H 300 P ) —
TR I AR 3V AOR 7 i 1 2595 DI .
3.2.3 EMHEARTE, QA IEA
IS A o A P A 1 R B b i AR
IR A TE B R IR E Ry & FhaT REdE , 8 A& Fh
BHEAR T B B, TR 505 %
R . HElE HHEARSA ARIVR £k . 28
75 % NN RS E T E 5 37 NN A 111 E 52 NN V. 50
HAREE, Iz AR FoR AT DUSEEL 5 T4 5t )
APEE G, HZARBIED TR 5 AR,
FETFHEA AL 5 00t - U sl 7 3 Pk () B4R
ERA T —H CEEEkEMT, WK 9 (KA A
http://iwebad.com/case/5944.html ), iz | AR £ AR ik
TlemaiRiEE R afkerl . . AaAE
& I fERSEIEY R, WGl T ARZ i BT
NGy IR &, LB A% ] LURX 28 RE e 4
HANBUE, QAP T BRI 2T B R

3.3 BAWMBESAAMBREER, ANES
331 HANFRELA, (5L BEA
FARA R AR BEAS B3A ™, JEARAL AT I8 i

AR E R, X2 AR B 2RI, | B )
ALRE SR B R A8 A AL AR T 2R 1 BT 2 | Ok i I IS
B . FEE B R/NGES RIS, AR
(B 5y, ) AR NS A SR TR
ez 2, DI—Fh g fngs . HARR =X, )5
T EL A% 328 T AR o AN 2 R Y R A kT
Bl 4, WE 10 (B AR A SR E R ), T & E
EAHERHE T 52, S HWMERFZERIE =B
S HARS, T EAADCL S B 2R
51 & NATIAS TR IR, 3 it 17 7 0 o7 AR ) T =
BT RIS
3.3.2  HARTLR S A TLAA T A i R
FIARSEAR S IR T b i — 343, 55 B BT Rl i ] i
ARECE PR AT S A B, IR RIRIR | T
S HARSEMATF AR 2 L) AL AR BT K, W
B NSRS & A BE A RO SE B S, A
T ERMEE FRE, NSO RS RS
Bl AR OC R, il 5 AR SR I b 45 4,
WA T2 18], 0 Vegetarian 2815 )4, B E
55 KA R T I b By — 3, DL 11 (B
i A https://www.sohu.com/a/145276420 298418 ), |~
& LA FAY 3 T 2oR R i — AR SR 5 X
— NHTAEME S, SR TEARRE —E Sz 3
HIEWSRERE, WA S 1S — it 1T
NGREIR S T )45
333 fFRAERmMSILA,. MEHEIRE, MEHh—
IR — AR R, BB R R
SRR, AR — A TR IS A



a2k A4l

A AR T IR AR S 5 T T AR AT 177

= 3w Fa—‘.f-.s

EIIﬂ:EII |

K11 Tibits RAPUE) &

Fig.11 Advertising of Tibits vegetarian restaurant
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Fig.12 Advertising of McDonald’s
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