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Abstract

With the high-speed development of the economy and the progress of
urbanization, a proliferation in outdoor advertisement has had a broad influence on
the appearance of the contemporary Chinese city. Due to poor planning of outdoor
advertisement, numerous outdoor advertisements are not only criticized by the people,
but have also started to experience a conflict with the surrounding landscape and
architecture. The issue of outdoor advertisement planning in a contemporary urban
context has become an interdisciplinary problem.

This book uses the basic policy and method of urban planning and urban landscape
planning for reference; combining the research produced by communications,
cognitive science and other disciplines in an attempt to find the value, position and
standard of outdoor advertisement in the city from an urban planning perspective.

According to the visual symptoms of Chinese cities, this book proposes a
new concept of urban visual order, with the idea to consider and discuss outdoor
advertisement in the interdisciplinary macroscopic view. In the frame of urban
visual order, this book explains the constructive element of the urban visual order,
redefines and classifies outdoor advertisement, analyzes outdoor advertisement’s
influence on urban visual order from the angle of urban cultural psychology, explains
the outdoor advertisement principle from such aspects as outdoor advertisement’s
commercial value, creativity, environmentally-friendly low power consumption, urban
public responsibility, public aesthetic and city landmark. Based on the comparison
of the development situation of the outdoor advertisement both home and abroad,
with successful practices as examples, this book analyzes the planning, thinking
and operation method of outdoor advertisement in detail. In conclusion, the book
discusses the special meaning of establishing the structure of urban visual order to
communicate national image from a macroscopic view.

Through the discussion about the relationship between outdoor advertisement
and urban visual order, the author hopes to find the intersection of the value of the
media economy and urban visual order, to clarify the complex functions and planning
principles of the outdoor advertisement in the urban space, through which to provide
a preference for the establishment of the discipline theory and practical operation
principle of the outdoor advertisement and, finally, explores the planning system of
Chinese outdoor advertisement that matches the development of the contemporary city.
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