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Abstract

Public service advertising has always been an important window for the Party and the govern-
ment to publicize the construction of national culture and spiritual civilization. For a long time,
due to the constraints of operating mechanism, creative level and management policy, public ser-
vice advertising in China has failed to achieve the desired effect. Under the background of the new
era, how to play the market function, guide enterprises to actively participate in public service
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advertising activities and serve the public interests, is the responsibility that the current govern-
ment, enterprises and media units need to share.
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