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The Relationship between the CIS-based Outdoor Advertising and City Image
Construction

FANG Qing-li, PENG Mai—fu
(Institute of Disaster Prevention, Langfang 065201, China)

ABSTRACT:: It studies the relationship between the outdoors advertisement and the city image construction. Based on the
related theory of Corporate Identity System(CIS), it first introduces the position and role of outdoor advertisements in the
construction of the overall city image, then proposes the definition of City Identity System, and finally clarifies the relation-

ship between outdoor advertisement and the city image. On the basis of the development of the scientific system, in line with

5536 & A8

the trend of the contemporary city outdoor advertising visual planning principles should be formulated.
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Fig.1 The relationship map between outdoor advertisement and

city image
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