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ABSTRACT

Along with the rapid change of the consumption appearance, consumptions is turning into a kind of to be fun. The customers are

incited to be more consumption by the package that the merchandise is over advertising continuously. During the consuming process

the manufacturing is polluting the environment. This research wants to study the paper printing propaganda through literature and

advertisement at the excessive usage, which causes the tough environmental problem as well. To put forward the method for solving

these problems; the way resolve the resource loss, make the merchandise sell the outside; also can look after both sides of the

environmental protection problem. Cherishing the Earth resources, getting the green life together that is owing to the consuming of

the cultural understanding and examining oneself. Building up the right things and living the type and cherishing the Earth

environmental resources. This research from the consumed of the cultural theories is to inquire the green product innovation design.

Made use of the expert whom the quality turned to; the analysis of the interview method, found out that the consumption of the

culture and connection of the green product, found out to consume the influence, the factor of the green design, is in the cultural

phenomenon. Through the designer, the interviews found out the factor of influencing the design, is the process data analysis

induced during the factor of the green product designs of consuming the cultural influence after pushing play. Be making good use of

the informational products actual situation to is for being deigned upward. The research gets the concrete result, advertising the

green designs, environment's consumer’s problem, for circulating and influence mutually. The consumption influences the factor of

the green design, Make uses of it as the main factor of the income on the informational product. To resolve it by consuming the

waste of resources and the loss the problem caused. Making the outside sell merchandise also can look after both sides of the

environment problem.
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