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Rational Approach and Preview of Advertising Happiness
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Abstract. This article centers on the deep internal causes of the production and development of
advertising happiness, then describes the advertising happiness through seven aspects: the image-society’
s visual revel; the carrier and element of advertising happiness; the consume hegemony of advertising
happiness; the happy interaction of audience and advertisements; the imagery recombination of advertising
happiness; the desire-narration and psychological modeling; The fission and construction in the post-
advertisement era.
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