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On the Traditional Cultural Elements in Advertising Design

LI Juan, WEI Na
(Sichuan Changjiang Vocational College, Chengdu 610106, China)

ABSTRACT: To explore the reference and application of traditional cultural elements in modern advertising design, this
paper, with the big background of economic globalization as a starting point, combining with the influence of foreign
culture, brings out the localization design thought in the field of art and design, and, with the advertising design field as
the foothold, analyzes the significant value and role of Chinese traditional culture in aspects such as providing resources,
increasing connotation, and promoting development, and then discusses the application direction from the aspects of tra-
ditional graphics, text and color, and, combined with the characteristics of the ink, paper cutting, calligraphy and other
cultural forms and techniques for specific application, puts forward the relevant application strategy and lists related typ-
ical application cases. The conclusion is that traditional cultural elements are rooted in the deep cultural soil of China,
which has its own unique personality and connotation, and can bring more inspiration and creativity to modern advertising
design and allow advertising design works to highlight the sense of the times on the basis of returning to the tradition, and
integrate into the trend of the world as a fine advertising design with Chinese characteristics.
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