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Abstract
 Chinese scholar Zhang Mingxin defined public service advertising as advertising activity to communicate beneficial social conception to public society with artistic technique of expression without seeking profit for direct purpose in Mystery of Public Service Advertising[1]. Public service advertising was originated in America in 1940s, and conceptions related to public service advertising are advertising of public relations, social cause marketing, concept advertising, public advertising, etc are related to public service advertising. In 1986, Chinese public service advertising-Saving Water in modern sense appeared, marking that Chinese TV public service advertisement stepped into regular development road. Public service advertising transferred from few upper-class cultural hierarchies to common masses, and the whole social members became audiences of public service advertising via the medium of TV. Public service advertising pioneered equal and most convenient ways to widely contact cultural achievements of social main stream for social groups of various social hierarchies, so persuasive function of public service advertising should be emphasized. 
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I. Social functions of TV public service advertising
Public service advertising is an important component of modern mass media. Like other mass communication media, it uses audition sign of information as carrier of culture, and influences current cultural pattern via transfer of carrier on this culture. Chinese scholar Ni Ning pointed out that communication process of public service advertisement was not only communication of cultural conceptions, but also it was new construction of social culture continually on this basis[2]. 

In 1948, Paul Lazarsfeld and Robert Merton proposed “enforcement functions of social regulation” of mass media on level of objective effect and influence of mass communication activity on social life of humans possibly in Mass Communication, Organized Social Activity of Common Taste. TV public service advertising provided positive cultural spirits for audiences via TV media sharing as a part of mass communication, and it also established high-quality cultural standard for the society[3].

  Influence of TV public service advertising on value orientation of audiences can change thinking way of people and create new atmosphere of ideological trend. Exactly as Melven L. Defleur mentioned in The Theory of Cultural Norms, function of communication tools is to communicate culture and construct culture and change people’s thought and behavior long and potentially[4].

II.  Persuasive Function and TV Public Service Advertising
Explosive development of information media is accompanied by increasing amount of Chinese TV public service advertising year by year, and this phenomenon forces audience to face more and more scattered contents. All kinds of information is decomposed into fragments and obtained hurriedly by audiences. In hasty process of information obtaining, the audiences will not analyze information deeply, while similar information to self cognition will strengthen “self attitude” of audiences, embodying unconscious persuasion of the media-TV public service advertising on audiences.

American scholar J.Gerbner thought “simulation environment” provided by communication media for audiences had great influence on cognition model of realistic society of people through relationship between violent crime content in the scenes on TV and real social crimes and related researches of influence of these contents on perceiving real society for people. Because of tendentiousness of public service advertising itself, when “simulation environment” in the information was different from conceptions of audiences themselves, this difference would affect audiences in long and subtle process, thus producing “cultivation” effect on cognition of audiences[5]. Audiences would also transform their attitudes under “cultivation” of content of public service advertising, namely that they were persuaded.

E·Noelle-Neumann once pointed out that mass communication is an activity to provide information of external world and provide similar contents via channels, which surely causes major influence on people’s opinions and public opinions. In modern society, forming of public opinion was created by mass communication, and communication of public service advertising could act on audiences’ psychology of being afraid of loneliness and made them agree the product of this persuasive conception[6]. In this process, with influence of consonance effect, accumulative effect, ubiquitous effect[7], communication information of public service advertising strengthened cognition of audiences and lingered in audiences’ cognition, making this conception kept as their own opinion.
III. Conclusion
 Persuasive function of public service advertising is not to enforce audiences to accept this conception in subjective consciousness. Instead, it aims to facilitate development of social culture and establish new social cultural norms, thus changing cultural thinking ways of audiences via mastering of finite audience population. Audiences accept information in frag-mental and fast-food information environment, thus it lowers precautions psychology of audiences on information and their trust on information is increased. Under influence of accumulative effect and consonance effect, related basement membrane is continually strengthened to form unconscious persuasive attitude.

  For example, in modern society of rapid development of digital information, there is negative influence on audiences due to ideological deviation of media organizations unavoidably. Negative persuasion is conducted on audiences lacking media knowledge, such as “desire” and “money worship”, etc in films and TV programs. Public service advertising can make up deviated ideology of partial audiences via scientific and reasonable professional quality as one of effective media of mass communication.

Public service advertising can provide positive cultural conceptions for audiences and deepen cognition degree of audiences on dead zone of knowledge; improve their cultural attainment, thus improving overall quality of the citizens. Public service advertising can also help audiences of deviated ideology to turn to common normal value of society, and guide partial audiences of illicit conception to move towards the right track. 

“Persuasion” has significant functions in aspect of reinforcing ideology of citizens as a function to guide others’ attitude to change towards persuasion purpose of the spreader.  While persuasive function of public service advertising can deepen audiences’ cognition on culture and facilitate deepening of common ideology of society, and guide social members to draw close to positive social core values. It can also lower production of negative awareness and promote national stability and social progress effectively.
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