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Advertising Calender Posters of Old Shanghai and Shanghai-Style Creative

Products
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Technology, Macau 999078, China)

Abstract: Starting from the developing history of advertising calender posters of old Shanghai, it discussed the origin
and three main development stages of them.Combined with the research of the current status and trends of Shanghai—style
creative products development, it studied the bottleneck problem of it in terms of creative level, intellectual property

protection and creative talent structure.On this basis, it summarized the enlightenment that advertising calender posters

bring to the area of Shanghai—style creative products and put forward some reasonable proposals.
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Fig.8 Intelligent mobile phone calendar program
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