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Cultural Value Concewpt in Commercial Advertising Design of America

CHEN Zhi-ying, SONG Hou-peng

(Tianjin University of Technology, Tianjin 300384, China)

ABSTRACT: It aims to study the cultural value for design in commercial advertising of America, and discuss how cul-
tural concept of America is highlighted in the creation of modern advertising design. From three aspects: the design of
consumer psychology, the shaping of image expression, and the representation of dual ideality, it analyzes the cultural
value in commercial advertising design of America and its performance characteristics, further tracing back to the root of
it and its influence upon advertising design in modern. The cultural value in commercial advertising design of America,
no matter style or form, which reflects time variation, national psychology, and social life of America. It not only simply
plays crucial role on the research of world advertising design, but also exerts profound significance for delve into cultural
connotation in all kind of modern arts.
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Fig.1 Chicago McDonald billboard "Sundial"
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Fig.2 Coca Cola animated ad "Open happiness"
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Fig.4 Commercial advertising of SNICKERS
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Fig.5 Advertising film for Apple Inc in 1997 "Think Different"
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