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Abstract

With the vigorous development of socialist market economy and the deepening of socialist spiri-
tual civilization construction, campus advertising has gradually become popular in the fierce com-
petition, showing its unique charm. Through the classified research of campus advertisements,
this paper analyzes the characteristics and functions of campus advertisements, discusses the in-
fluence of campus advertisements on college students’ values, and explores the beneficial combi-
nation of campus advertisements and college students’ values.
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