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Abstract

Inrecent years, with the continuous refinement and quality of urban planning theory, China’s urban
development strategy has also shifted from the past “large-scale demolition and construction” to
“stock renewal”. With the continuous progress of urban renewal in China, the reconstruction of
building facades has become one of the important means to improve the image of the city and dis-
play the connotation of urban culture. Outdoor advertising is attached to the building facade, as the
“second contour line” of the city, its renovation, transformation and design have also become an
important part of urban renewal. Jingdezhen is one of the representatives of the first historical and
cultural cities in China, the ceramic industry is an important pillar of its urban economic construc-
tion, and the ceramic culture is the main content output of its urban market. The combination of the
two forms the urban image and cultural identity of Jingdezhen. First of all, this paper selects 4 rep-
resentative cultural and creative blocks in Jingdezhen to conduct field research on outdoor adver-
tising and classify related outdoor advertising. Secondly, from the perspective of spatial scale, ma-
terial form and color matching, the current situation and existing problems are summarized. Fi-
nally, taking the outdoor advertising of Taoxichuan cultural and creative block of Jingdezhen City
as an example, the paper analyzes its outdoor advertising design from the planninglevel, theory
level and design level, and summarizes its design strategies and methods. The purpose of this paper
is to provide references and ideas for improving the current situation of outdoor advertising in ex-
isting blocks, expanding the renewal scope of urban interface and building facade, and providing
insight.
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Table 1. Cultural and creative block satisfaction questionnaire
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Figure 1. Current situation of block profile scale
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Figure 2. Current situation of outdoor shop recruitment in some blocks
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Figure 3. Location map of Taoxichuan cultural and creative block
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Figure 4. Jingdezhen territorial spatial planning functional zoning map
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Figure 5. Taoxichuan cultural and creative block public art transformation
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