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HR FRBHRNT S5 WERINTIHRAREELSRE 19 thaddhtt /i
B &E&RRESEHEITNE STHIFRIER, SFRITHR AR H 18 Higrdit28
— IR Ml DOR BEA R EEERL) & R SR RHIZE —FH
IREENEE SR, BRI TRAR R ARIN S NNE e GRS
TR QI R 2 7T I [P — AR o] BUER Y B R R ERIR R 2 AR TR 2 AT
AR P 7T i R S HIBUE BB RIS ALY — 3B i LS | I TS SR AR 2 —
B LA BRI ESE EA T St R R R B BB A B R,
RS S REE R I ER R A BB SR RN ER AR S Z N EH
REE,

2. £. % BFEANFEHERTANTEBREESFRAT ST @M. 5 ERGE%L
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B ;1903 4EF] 1913 FEEE PR AR VOB AR FLU/RER « JOUR « HikbRE

O HEIEENRZ R 25800 (The History of Signboards from the Earliest Time to the Present
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7w E%) i X EGa S8 T . 211989 EXEMSEARE -
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MR T SMEEHE) (Advertising and a Democratic Press); 1995 4F Hfy &
25« ZERIECHRED AUFE « 32X (Stephen Ansolabehere and Shanto Iyengar)
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Attack Ads Shrink and Polarize the Electorate) ;1996 fE4& P. &K HHEFEF/R
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Democracy) ;2006 FEHfiA « Z= « £ (Lynda Lee Kaid) Z#H (BTG 5)
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A Cultural History of Adwvertising in America); 1996 G50 » & /KEr (Jib
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i B, 55 XK B/RE T E. R ABFIE /R H. 75 (Kim B. Rotzoll,
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& BUWHER) (Advertising in Contemporary Society : Perspectives Toward
Understanding ) ;1996 fE (& P. &K B H /R (Matthew P. McAllister) Hfiix
TR EE 2 : #Fi &, 8B6 5K E) (The Commercialization of
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EESZ1ER ) (SBVUMR) (Please Be Advised : The Legal Reference Guide for
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(Simone van der Hof) #] & T ( JL#E 7E £k % & MLl ) (Regulating Online Child
Sa fety)«+-- HHREFHILBRAEETR 7T FIR AR S MBIRFR B im A, BT A
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