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Abstract:

The out-of-home Advertising interacts with the environmental context in different levels, which
makes the visual space part and parcel of the creative formation of the advertisement. That is
why Employing this visual space in the advertisement has become a necessary to guarantee the
Aesthetic and Pragmatic interaction between the design advertisement and the visual space.

The space becomes very important in out of home Advertising when it comes to its being a
principal means to determine the form added to. In other words, it is the world that contains the
design. The effectiveness of employing the visual space in the advertisement lies in how to
achieve harmony with the environment and its elements, and how to best make use of them by
employing them best in the context of the advertising in an untraditional innovative way to
deliver the main message of the advertising to the target audience, as a creative way alternative
to the traditional advertisements that no longer attract the target audience because of the
advertisement sufficiency.

The problem of the research can be summarized in the following question:

How can the visual space be employing in an untraditional creative way in the out of home
advertising to guarantee the aesthetic and pragmatic interaction between the design and the
surrounding visual space?

The research aims at shedding light on the importance of employing the surrounding visual
space of the out of home advertising through making use of the environmental context in an
innovative way, in an attempt to attract the target audience and achieving visual dazzling.

Keywords:
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I ntroduction:

Out-of-home advertising are considered one of the most persuading communication media. In
addition, they are mostly important for the advertisers as the advertisement is put in an open
area which guarantees its being received easily by the targeted audience on the way. However,
Out-of-home advertising have spread in a random way, with no consideration paid for the visua
space and environmental context. That is why; it has become necessary to employing the
surrounding visual space to guarantee the aesthetic and pragmatic interaction between the
design and the surrounding visual space. This is considered an attempt to make harmony
between the advertisement and the environmental context, in which all different elements of the
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design interact to reach an artistic form that connects the Out-of-home a{dvertisement to the
environmental context.

Problem of the Resear ch:

The problem of the research can be summarized in the following question:

How can the visua space be employing in an untraditional creative way in the out of home
advertising to guarantee the aesthetic and pragmatic interaction between the design and the
surrounding visual space?

Objective of the Resear ch:

The research aims at shedding light on the importance of employing the surrounding visual
space of the Out-of-home advertising through making use of the environmental context in an
innovative way, in an attempt to attract the target audience and achieving visual dazzling .

M ethodoloqy:

The research adopts the descriptive analysis method for a number of Out-of-home advertising in
which employing the space surrounding the Out-of-home advertising.

Results:
By the theoretical and analytical study, the researcher has concluded that:

1- Rarely the visua space is taken into consideration while designing the Out-of-home
advertising in Egypt, that is why it has been difficult to reach some forms for these
advertisements

2- The surrounding space of the advertisement has a very strong expressiona power. In
addition, it is a rich inspirational source for the advertising designer, for the designer
can, by employing the visual space surrounding the advertising, free advertising from
the limited space to the visual space to make useit in a creative way.

3- Employing the visual space surrounding the advertising leads to a sort of harmony and
interaction between the Out-of-home advertising and the environmental context, and
helps in continuing the influence and vision of the advertising by the receiving audience.

4- By taking into consideration the visual space surrounding the Out-of-home advertising
and choosing the suitable location for the advertisements helps avoiding randomness in
holding advertisements and guarantee the harmony between the advertisement and the
environmental context.

5- Employing the visual space in the Out-of-home advertising in an innovative and cregtive
way leads to preserving the artistic traits of the environmental context, and thus, the
advertisement becomes part of the surrounding space, thanks to the visual space being
Employing in an integrated way in the Out-of-home advertising.

Conclusion:
The resear ch has underlined the importance and role of employing the visual space in forming

the visual Image of the out of home advertisement design and the ability to make use of the
environmental context of the advertising, considering the visua space as a principal element of
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the design and a rlch form source that guarantees preserves the general form of the desi gn, and
overcomes the surrounding obstacles, employing them in an effective way in the advertisement
to create afinal innovative design that attracts the target audience.
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