T H$ 354 #5161
106 PACKAGING ENGINEERING 2014 4F 08 J1

IS IMETEE TR Figi 3L

& I
7 TARREARBOE =B, T 510075)

=¢

5!

“Hl

HE: Bey AL P B &A47 z\ JEMA TR A  BERLTHERT G E BEREH
"Jj??‘uﬁii ISP AE R IR, AT A A A L B W IHATIGR . F ik &A T ST A G ek
NG HOE AL RS mﬁ%bkrﬁhéﬁﬁ/\fﬁé% A5, 5 bR B, 3 WAET BB T8 T 6
)‘%uﬂrsum%udf \#fr ’55H‘£’Er it AL S A B2 LIS R ey
F S FHRBAZ B ARG A F SANA BT AR IR S0 R S R B 5 S sn | SR T R
iﬁ”’vﬁi/\éﬁﬁﬁw}w/\%” 1R, N AR KA S AR A IR A R A AR A AL R ER B
KEEIR AR XALES; AR A TS A
HFESERS: J5243 XEARIRED: A XEHS: 1001-3563(2014)16-0106-04

The Advertising Design Culture in the Context of "Hype"

ZENG Hong—yan
(Guangzhou Institute of Technology, Guangzhou 510075, China)

ABSTRACT: Objective To reveal the social status quo behind the prosperity of the blind pursuit of commercial market
economic interests contrary to the moral ethics, and social harmfulness of this breed are criticized, with the Chinese
advertising concept "hype" chaos in the current various sectors for a example. Methods It discussed the roles and
responsibilities of social advertising combined with the mission of advertising from economic, political, cultural, arts and
other fields.At the same time, advertising design cultural pathologies on the "hype" context—oriented are analyzed and
criticized. Conclusion It revealed the crux of advertising design culture morbid causes and drawbacks, from multiple
perspectives of the imbalance of social and cultural mentality, international cultural and traditional culture shock, the
high—tech and the impact of information globalization and to appeal to the Government and the community to improve
awareness and sense of urgency, to reverse such social cultural pathologies, build social and cultural environment health.
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