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“Poetic Dwelling” : Research of the Communication Landscape
in the Naming of Real Estate
PAN Xiang-hui, SUN Yi-ming

Abstract: The communication landscape is a cultural representation based on symbols, technology and
media. The variety of real estate names is an important communication landscape. The naming of real es-
tate is displayed and publicized through logos, divisions, refinements, metaphors and symbols, form-
ing a unique form of communication. The evolution history of a city’ s real estate name is also a history
of “public communication” in a city. Through the inspection of the names of Hangzhou real estate, we
can find that the landscape of different times shows different “landscapes”, but the imagery and conno-
tation of “poetic dwelling” have been more and more fully expressed in the naming and marketing of
commercial houses In the process of China’ s real estate market triumphing, the “surplus value” of po-
etic symbols has been developed to the greatest extent. This “communication landscape” is presented to
the audience through media and advertisements, which constitutes a huge “mimicry environment” that
affects the public’ s perception of reality. In fact, the communication landscape presented by the name
of the real estate is subject to various interests It is not only a “monopoly of appearance” but also a
“mandatory monologue”, presenting a kind of “mirage effect” in communication.

Key words: poetic dwelling; real estate; name; mirage effect; sociology of communication
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