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Research on Innovation in Media Language of Outdoor Advertising
WEI Ying
(Chonggqing University of Posts and Telecommunications, Chongqing 400065, China)
Abstract: Starting from the self—characteristics of outdoor media, it analyzed the active role of advertising creativity,
put forward the development of outdoor advertising creativity from the angle of modeling, space, environment, media and
interaction. Combined with cases, it discussed the specific methods of outdoor advertising creativity based on the
characteristics of media, which would breakthrough the thinking limits, get rid of the traditional form, express the time
charm of outdoor advertising and promote the appeals of outdoor advertising.
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Fig.1 Outdoor advertising of shaver’ s sculpting
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Fig.2 The advertising of stereo building exterior
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Fig.3 The advertising slogan consisting of vegetable
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Fig.4 The car advertising in entry—exit to the underground

passage
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Fig.5 The condom advertising making use of the texture of blind
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Fig.6 The interactive advertising need of public participation
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